The first aim of this document is to help students map sustainable business models and apply the
basic logic of the CANVAS+ model as explained in chapter 9 of the book “Principles of Sustainable
Business’ (‘Making it Material’). It contains excerpts from three additional sources:
• Van Tulder, R. (2018) Getting all the Motives Right, SMO book; downloadable:
www.robvantulder.nl
• Lashitew, A, Bals, L. and Van Tulder, R. (2020) ‘Inclusive Business at the base of the pyramid:
the role of embeddedness for enabling social innovations’, Journal of Business Ethics, 162 (1)
• Lijfering, S. & Van Tulder, R. (2020) Inclusive Business in Africa. A business model perspective.
The Partnerships Resource Centre, Rotterdam School of Management. Downloadable:
https://www.andeglobal.org/publication/inclusive-business-in-africa-a-business-modelperspective/
An additional aim of this document is to illustrate how an understanding and correct mapping of the
basic CANVAS+ model can also be used as stepping stone for further analyses in a variety of
directions: internally towards functional areas of management and the business case, externally in
assessing the resilience of the model (in dealing with events: the stress test) and in ways to organize
partnerships for various functions of the sustainable business model. This part shows a number of
maps and slides that can be used in class to further the discussion on sustainable business model
innovation.

1. Introduction
The business model CANVAS was originally introduced by Alexander Osterwalder
(Osterwalder & Pigneur, 2010). It has become a very popular visual and strategic template for
business models. The model specifies the basic activities of a company around its value
proposition. Towards customers, it is about designing value (customer relations, channels, and
segments); towards its suppliers, it is about creating value (resources, activities, and partners)
as well as the financial bottom line of the business model (the net effect of cost structure and
revenue streams). The model has turned into a powerful tool for assisting firms in aligning their
activities by illustrating potential trade-offs and being aimed at capturing value.
Sustainable business models require an upgraded CANVAS model (Figure 1). While value in
a traditional business model is often defined as financial value, sustainable business models
focus on social and environmental value as well. This implies a shift from short-term to longterm value creation (The Network for Business Sustainability, 2014). The focus on multiple
forms of value creation becomes clear in Schaltegger et al. (2016:6) their definition of a
sustainable business model:
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“A business model for sustainability helps describing, analysing, managing, and
communicating (i) a company’s sustainable value proposition to its customers, and all
other stakeholders, (ii) how it creates and delivers this value, (iii) and how it captures
economic value while maintaining or regenerating natural, social, and economic
capital beyond its organizational boundaries”.
Figure 1 From conventional business model CANVAS….…

Source: https://www.youtube.com/watch?v=wlKP-BaC0jA

…. to an upgraded sustainability CANVAS model (PLUS)

Source: Van Tulder & Van Mil, 2023: chapter 9
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2. A value approach to sustainable business models
Thinking in terms of sustainable business models requires that the CANVAS model moves
from just a profit purpose, to also include a social and environmental purpose. This implies that
the value proposition is broadened (Figure 2) The financial account also needs to include the
positive and negative externalities of the business model, as a successful (sustainable) business
model not only achieves a positive net-value in terms of profits, but also in terms of social and
ecological added value. Negative ecological externalities include pollution and waste. Negative
social externalities include lay-offs, crowding out effects. Negative economic (cost-related)
externalities involve for instance tax evasion schemes. The net effect of all these activities
define the ‘value destruction’ effects of the business model (level 2).
Positive social externalities constitute the impact that is created beyond customer value, for
instance by increasing employment in the value chain, enhance education with employees or
create innovation. Positive ecological externalities, can be created through support of climate
action, whereas positive economic externalities can be created through enhanced
competitiveness of the whole community. The net effect of this defines the value spread
potential of a business model (level 3).

Figure 2 Upgraded CANVAS Model: CANVAS+ and value dimensions

By creating social and ecological value together with the communities, companies also can
create “shared value” through which they can increase their impact on sustainability themes
(level 4). The approach of designing business models that aim at shared value creating is the
ultimate ambition of ‘sustainable business’ models. Sustainable business model thinking
regarding CANVAS Plus models has progressed to include for instance separate – and more
detailed – business models for social enterprises or inclusive business models. The more
intervention levels are included in the business model, the more value can be added. But this
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also necessitates that the value proposition become ‘richer’. Annex 1 lists key indicators for all
relevant value indicators of a sustainable business model (indicated as Tool #9.2 in the book).
3. Poor versus rich value propositions: what is the purpose of the firm?
Great value drivers can spur the growth of firms. Great business models – based on inspiring
value propositions - can reshape whole industries. This goes to the heart of management
principles and the purpose of the firm. The classic idea of the purpose of a firm is based on the
famous dictum of Nobel Laureate Milton Friedman “the business of business is business’- often
summarized as: firms should aim at profit maximization. This also defines the main business
case for sustainability in traditional business thinking. This formulation of a firm’s societal
function is also prevalent in neo-classical economic thinking. It represents a narrow value
proposition which is primarily aimed at efficiency and cost-reduction to maximize profits. So,
when early principles of management were formulated, they were traditionally linked to a
relatively narrow definition of the value proposition of companies. Management thinking,
however, has evolved over time and has included many other dimensions to move from inactive
to more active and proactive business cases. A broader value proposition includes also other
elements as specified in the CANVAS+ model: in particular related to the fiduciary duty of
companies and the way they deal with primary and secondary stakeholders. Customers become
communities, benefits are related to ‘needs’ of people (rather than marketable propositions
only) and markets become future markets (and needs) as well.
Whether companies are able (and willing) to take the latter approach defines whether we can
talk of a ‘poor’ or a ‘rich’ value proposition. A richer value proposition specifies the value
proposition of a firm and a sector and shows responsibility for possible negative effects of
particular action even if they are unintended (its broad fiduciary duty). Take the 2007 financial
crisis as an example of why this classification might be useful. During the financial crisis, it
became clear that many banks and their employees did not really understand what products they
were actually offering. Employees at the front-desk where stimulated to sell (sub-prime)
mortgages to people who could not afford to buy a house. But moreover, it turned out that the
top management of many banks also were not able to assess the (longer-term) risks they were
taking: hedging was not enough to mitigate risk. Even worse: financial regulators, stimulated
not to regulate too much, were not able to effectively supervise the sector. Under these
circumstances it becomes difficult to define what ‘fiduciary’ actually entails. Financial
intermediation – the basis of the financial sector – is aimed at supporting the value creation of
others, which requires a quite sophisticated business model and well-informed employees.
Instead the banking sector linked big parts of its activities with speculative action that turned
out to be too risky. “Making money with money” turned out to be a rather poor value
proposition.
We can broaden this basic distinction between ‘poor’ and ‘rich’ value propositions to other
sectors: pharmaceutical companies that are primarily y interested in patent protection rather
than developing new products (to enhance health) face a similar challenge. Pharmaceutical
companies are granted patent protection to support them to invest substantial amounts of money
in new medicine. If they contribute to ‘market failure’ however, by embracing a very narrow
value proposition they abuse the trust bestowed on them and lose their fundamental ‘license to
operate’. Comparable problems with a particularly poor value proposition – a fortiori – relates
to alcohol, tobacco and fatty food companies that for instance aim their marketing campaigns
at young kids. In some countries, this practice is prohibited by law, but not in all, and regulation
is certainly not always sufficiently maintained.
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Basic characteristics of a poor value proposition are that it is: instrumental, simplistic,
managerial, risk aversive, quantitative and easy to measure; and only on the interest of the
company. The cost of doing nothing to society are not considered. “Being first’, ‘maximize
profits’ or ‘being the biggest’ in various forms belong to this category. In the case of the banks,
they even became “too big to fail”, which created a particularly vicious problem for the rest of
society once it turned out that these banks had been taking too much risk (the so-called ‘moral
hazard’ problem). Size and profitability indeed are valid means for the financial and competitive
sustainability of a company but do not represent an independent measure of the kind of ‘value’
the company aims to produce and which forms a major part of its societal legitimacy. But they
provide a ‘poor’ motive for companies in the longer run, certainly when also negative and
positive externalities have to be taken into account
The same problem applies to negatively formulated value propositions like ‘don’t be evil’
(Google) or ‘don’t violate privacy’ (WhatsApp). Negatively formulated intentions are in
practice difficult to sustain. Both companies faced problems when implementing this value
proposition: Either after entering the Chinese market (Google) or after take-over by Facebook
(WhatsApp). So, one of the most specific strategic leadership challenges, for companies that
want to break through reactive business practices, is to invent more inspiring and ‘richer’ value
propositions. Table 9.2 in the book summarizes the main characteristics of a poor versus a
rich(er) value proposition:
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4. From narrow business models to broader business models
There is considerable confusion as to what the ultimate motivation/ambition of sustainable
business models actually entails. The sustainable business model literature deals with a wide
variety of societal and economic ambitions, such as circular economies, inclusive growth,
sustainable development, moral or humanistic capitalism, creative capitalism, sharing-economy
or we-economy. All of these approaches put emphasis on the business side of change, because
they acknowledge that sustainability issues cannot be regulated away or taken up by individual,
societal actors. Purpose-driven business models are considered to drive the New Economy
(Huffington Post, 2015, Hollensbe et al, 2014). The corporate purpose is in principle embedded
in the value proposition. Most of the differently named business models represent
complementary elaborations of the same ambition: to implement financially sustainable
business models that contribute to a societal and ecological sustainability by addressing many
of the shortcomings of the present societal model. All emphasize the combination of two
leading motives: profit motives (or positive returns) and societal motives have to be combined
in an entrepreneurial manner in order to create the positive change that is needed to drive
sustainability to a next level.
The crux of the assessment on the sustainable nature of these business models lies in the way
they are elaborated and with what type of motivation they are aligned with (cf. Van Tulder,
2018). Are the models more reactive with modest change ambitions, or are they based on more
proactive and transformational ambitions? The intention-performance gap becomes particularly
great if the business model is developed as an answer to a systemic crisis but introduces
relatively reactive approaches. The problem then lies in the qualitative definition of the
sustainability concept approach, and consequently in the derived quantitative measure of
progress.
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5. Vulnerable versus resilient business models
Applying a value approach to business models, also enables a more subtle analysis of the
vulnerability/fragility or resilience of the business model. Chapter 9 (Table 9.3) explains how
strategic choices in the set-up of business models can lead to more or less resilient production
systems:

Generally, sustainable business models can be framed as an alternative paradigm to existing,
failed, fragile/vulnerable, economic and organizational paradigms:
● A ‘circular economy’ as an answer to the linear economy, with its ‘take, make, dispose of’
model of production that leads to wasteful production systems in a world that is crowded
with finite resources;
● A relatively ‘slow’ model that takes longer term interests into account, grows and
internalizes organically and is therefore less susceptible to systemic disruptions;
● An ‘inclusive business model as an answer to the exclusive production model of large firms
that produce only for those that can afford the products, ignoring the poor parts of society
(Box 1);
● A ‘sharing/we/peer-economy’ (aiming for collaborative consumption, in which ownership
is shared and buying turns into renting), as an answer to the organization of markets based
on individualistic preferences and short-term consumption-oriented interests;
● Moral, creative or humanistic capitalism1 as an answer to ‘purposeless capitalism’ that puts
the burden of negative externalities with society as a result of it’s too one-sidedly orientation
to shareholder capitalism and profit maximization.

1

Moral capitalism: Adam smith; Creative capitalism: Bill Gates; Humanistic capitalism: Mohammed Yunus
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BOX 1 Five Principles of Inclusiveness
Doing business at the Bottom of the Pyramid (BoP) requires companies to come up with
fundamentally new business models and reframe the organisation’s goals and mission to
include sustainability as well as commercial objectives. Instead of focusing solely on
generating a financial return on investment, inclusive business models target a triple bottom
line of sustainability; i.e. creating social and environmental impact in addition to commercial
viability. Inclusive businesses aim to develop scalable innovations that address market
failures and fulfil the needs of resource constrained communities in the BoP by engaging
low-income communities in their business model on the demand side as clients or consumers
and on the supply side as producers, entrepreneurs or employeesi.
In order to reach marginalised groups, inclusive businesses need to remove constraints that
prevent BoP communities from entering the market and getting access to public goods, The
key barriers to inclusion can be categorised in five main dimensions, also referred to as the 5
A´s of inclusiveness:
1.
Accessibility: Enabling access to products and services to reach marginalised
consumers.
2.
Availability: Establishing an uninterrupted supply of high quality products and
services.
3.
Affordability: Providing solutions that are affordable to low-income groups.
4.
Awareness: Ensuring that consumers know what is on offer and how to use the
solution.
5.
Appropriateness: Adapting products and services to local needs and requirements.
The five A’s of inclusiveness framework is grounded in the BoP literature and studies on
inclusive innovation. In his 2011 article “Bottom of the Pyramid as a Source of Breakthrough
Innovations” C.K. Prahalad proposes to replace the commonly used four P’s of marketing:
Product, Price, Place and Promotion with four A’s that are relevant when doing business at
the BoP: Aawareness, Access, Affordability and Availability. However, as every BoP context
is different, sociocultural factors play a crucial role in the potential uptake of products and
services. Therefore a fifth A needs to be added to the framework – Appropriateness – in order
to assess the sociocultural adaptability of the business model. These five A’s characterise
inclusive innovations and differentiate inclusive business from business as usual.
Source: Lijfering and Van Tulder (2020)
6.
Aimed at specific transformations…
Subsequently, the stated purpose underlying the sustainable business model can be aimed at (1)
limiting negative externalities (reactively motivated); or (2) enhancing positive externalities
(active or proactively motivated) and addressing transformational change (Luedeke-Freund and
Dembek, 2017). A few examples:
● The aim of the circular economy is often defined as ‘minimizing’ waste emissions,
resource inputs and energy leakages through recycling and slowing down energy loops. But
it can also be seen as fully closing material and energy loops to create a completely
sustainable economy.
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● Inclusive economies are often narrowly defined as creating products for the bottom of the
pyramid, providing cheap products to poor people or creating a minimum wage – often
slightly above subsistence level. But it can also be broadened to take the whole production
system into account, thus taking the social side of the economy as a trigger for high-quality
growth.
● The shared economy is often in very general terms defined as collaborative consumption
or sharing products and services, which lowers the price of using these products and
services. If these services and products are centrally provided (as for instance with Airbnb,
Uber or Facebook), they also create negative externalities on society (bypassing the
middlemen, triggering a race to the bottom in terms of social protection and fair wages,
privacy challenges). The shared economy can also be explained as a decentralized system
of networks and marketplaces to ‘unlock the value of underused assets by matching needs
and haves” (Botsman, 2016). In a decentralized, non-extractive sharing economy, the
argument is that ‘Airbnb’ should be ‘Fairbnb’ or ‘community-powered tourism.’2
● Creative capitalism is a term introduced by former Microsoft CEO and biggest
philanthropist Bill Gates. In his view, creative capitalism uses market forces to better
address the needs of the poor. In the narrow version, this boils down to a profit orientation
complemented by philanthropic efforts.
● Social enterprises and B-corporations have a legal status in the United States and the UK.
It is also a growing phenomenon in other countries. In Anglo-Saxon countries, it can be
interpreted as an organizational form that fills gaps that are the result of modest government
involvement in the social economy and a smart tax deduction scheme. It can also be
interpreted as a hybrid form of organizing, to create an organization that is more purposedriven with an enhanced positive impact on society. A major challenge for enhancing the
impact of social enterprises is their financial sustainability (many of them face the so-called
‘valley of death’), their scalability and consequently their relatively low impact on major
sustainability issues. Social enterprises run the risk of remaining niche-players.
● Finally, even the most quoted definition of sustainable development by the UN
Brundtland committee (1987) can be classified as a more or less defensive elaboration of
sustainability. It defines sustainable development as ‘meeting the needs of the present
without compromising the ability of future generations to meet their own needs.' A more
proactive elaboration would read ‘meeting the needs of present generations while enhancing
or improving the ability of future generations to meet their own needs”. The latter
elaboration is less about limitations and more about opportunities.
Seemingly similar terms for sustainable business models can demarcate completely different
practices. As a consequence, the discussion on sustainable business models gets regularly
clouded by – arguably sympathetic - frames that turn out to have less positive effects than
suggested, because broader societal and longer-term and indirect effects were not taken into
account. In the scientific discourse on sustainable business models, taking these effects on
society into account has led to the upgrading of many of the original concepts. Take for instance
the case of the ‘bottom of the pyramid’ (BOP) and the inclusive business discourse. The largely
market-driven elaboration of the original concept by leading strategy thinker C.K. Prahalad
2

https://www.meetup.com/nl-NL/FairBnB/.
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(2004) – who claimed to solve poverty by profit maximization, referring to the ‘fortune’ to be
found at the bottom of the pyramid - received serious criticism.3 The idea that the poor would
present a huge untapped market was considered to represent a exploitative and imperialistic
model in which the poor were only viewed as consumers. It was acknowledged that whole
communities of customers and producers needed to be included to really support the claim that
a BOP business model can contribute to sustainable or inclusive development. Comparable
discourses evolved around the concepts of shared-value creation and its claim on ‘how to fix
capitalism’ (Crane et al, 2014), and the concept of creative capitalism and its claimed positive
role of philanthropic efforts.

BOX 2 A diverse landscape of sustainable business models
Sustainable business models have received many different names some focused on one
element of sustainability (environmental, social, economic), others on combinations thereof
(box 2). The diversity of claims and practices is great, but the challenges each of these
business models are faced with in order to have real impact on sustainability is quite
comparable – certainly when taking a multi-level (level 1, 2, 3 and 4) and integrated value
perspective into account when studying the practical operations of these business models.
The website of this book (under cases) provides entries for some of the most common names
given to (claimed) sustainable business models. Under each of these concepts, posters can be
found in which students have tried to elaborate these business models along the CANVAS+
model dimensions:

3

New authors first criticized the supply chain side of the challenge - leading to a BOP 2.0 version that put a greater
emphasis on the need to involve local communities in co-creating in order to create more innovative, relevant,
sustainable and lasting products and solutions. Later on, in response to early findings on negative effects on local
communities of integration in global value chains, an even more fundamental frame was proposed - BOP 3.0
(London, 2016).
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7.
Stages of business model innovation
The discourse often moves in two stages that define the motivation for a particular business
model. First as a more modest (reactive) approach to fixing problems within the premises of
the existing system, second as a more radical (proactive) approach that requires
transformational (radical) change. Both frames influence motives and the actual
implementation processes of sustainable business models. Consequently, both dimensions have
to be mapped separately in order to understand whether companies are actually trying to
overcome the greatest tipping point in their orientation: to move from a narrowly defined to a
broadly defined business model, or: from shareholder to stakeholder value. Table 9.4 in the
book lists key dimensions that can be observed when overcoming the tipping from a ‘narrow’
to a ‘broad’ sustainability ambition. The book elaborates this further:
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8.

Extending the analysis into multiple-directions

After the basic logic of a sustainable business model, its aims, transition phase and the level at
which its value dimension is operationalized is established, it becomes possible to extend the
analytical use of the CANVAS+ model for the following questions:
•

•
•

•

•

Focused functional approach: what functional areas of management are primarily
involved in each of the value levels of the business model CANVAS+ and what type of
business case can be served by this functional area of management?
Generic analytical approach: creating a deeper understanding of the way each level of
analysis of the business model interact and the way the can be managed to enhance impact?
Stress test: what type of events create what type of effects on each part of the business
model? More and more authorities – in finance, for environmental risks - are asking
organizations to engage in a ‘stress test’ to assess the level of resilience organizations have
as well as the kind of risk mitigation measures they have to take to withstand possible crisis.
The nature of the triggering event can be systemic which has an impact on the resilience of
the whole business model. It can also be an incident and have a relatively modest bearing
on the business model.
Partnering approaches: organizations are faced with a sizable partnering challenge if they
want to move beyond reactive approaches on business model innovation. Each level in the
business has a variety of partnering possibilities and related alignment challenges.
Creative advice-oriented posters: a selection of these approaches can be used to make a
final argument in the most appealing way by presenting a creatively designed infographic
as part of an advice to the organization. Annex 2 includes some creative examples of posters
made by Master students.

For each of these approaches, the CANVAS+ model presents mapping possibilities in support
of further analysis and managerial advice. On the website illustrative posters for a variety of
business models (as covered in Box 2) are presented in which master students engaged in some
of these extension techniques.

Functional
approaches: what
defines the business
case for:
• Sustainable
supply chains
management
• Sustainable
marketing
• Etc.
See chapter 11 for
further (detailed)
elaborations of Key
Performance Questions
(KPQs) and Key
performance Indicators
(KPIs)
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Analytical
approaches, based
upon e.g.:
•
•
•
•
•
•

Resource based
view
Leadership theory
Entrepeneur-ship or
intra-preneurship
Innovation theory:
incumbent’s curse
SWOT analysis
Etc.

See chapters, 9-11 for
identification of relevant
theories

Triggering events:
how does the
organization deal with
triggering events in
general and what
sides of the business
are specifically
involved, with:
• Corporate
incidents
• Value chain
incidents
• Sectoral incidents
• systemic crises
See chapter 7 for further
elaborations

Systemic stress test:
When the whole
system fails (for
instance during
Corona or a war), the
CANVAS model
provides a perfect
frame to check its
impact on all levels of
the business model;
what are sources of
resilience and what
are sources of
fragility? What
initiatives to take,
when and with who?
See chapters 7, 10 and 12
for further elaborations
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Partnering extension
and stakeholder
engagement:
What type of
partnership can the
organization engage
in to become more
sustainable?
See chapter 12 for further
elaborations
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ANNEX 1: TOOL #9.2
The Sustainable Business Model CANVAS+

Specification of the CANVAS+ model
DESIGNING VALUE
➢ [7] Customers
This segment represents the direct users of the product or service. The customers, which could
be individuals, communities, companies, or organisations, have a direct relation to the value
delivered. For sustainable businesses the customers represent the segment of the community
the company is aiming to reach.
➢ [4] Extended Value proposition
A narrow value proposition is the core element of the business model and describes the value
that is delivered to ‘customers’. An extended value proposition also looks at the wider
repercussion of the business model on the community. A value proposition helps identify and
assess the benefits of the solution for customers and communities. It also includes the tradeoffs between (social, environmental and economic) costs and benefits
➢ [6] Channels
This component describes the consumer interface, i.e. how the business reaches its customers
to deliver the value proposition. This includes communication and marketing as well as
distribution channels. Channels are the customer contact points that raise awareness about the
offered solution and play an important role in the customer experience. Especially for
sustainable business ventures, organising “last mile distribution” is key to deliver the solution
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to marginalised consumers.
➢ [5] Customer relationships
Managing customer relationships is a crucial aspect of embedding the business model in the
local context. Customer relations can range from personal, face to face engagement, to selfservice or automated contact. Investing in social embeddedness helps companies create local
buy-in and credibility for the solution thereby providing a competitive advantage in the
market.
CREATING VALUE
➢ [2] Key activities
Key activities are the pivotal actions the business must take to deliver the value proposition;
i.e reaching its customer segments, sustaining customer relationships, and ultimately create
long-term revenue streams and social impact. Identifying all activities that are needed to
implement the business model helps the company decide which activities to take up itself and
which to outsource to third parties.
➢ [3] Key resources
Key resources are the most important inputs required to make a business model work, this
constitutes both tangible and intangible resources. Tangible resources include assets such as
infrastructure and other materials and equipment. Intangible resources consist of human
resources such as local knowledge and skills. In addition, financial resources are needed to
carry out the key activities listed before.
➢ [1] Key partners
The key partners are the stakeholders the business needs to engage to implement and sustain
the business model in the community context. These partners can range from public actors, to
civil society organisations, but in particular subcontracts and supplying companies in the
value chain. Through partnerships the organisation can leverage key resources, capabilities
and local networks. Choosing partners that complement the skills and expertise of the
company is crucial in creating value for specific beneficiaries.
CAPTURING VALUE
➢ [9.1] (Financial) Revenue streams
Revenue Streams represent the money the organization generates from each customer
segment and the additional financial resources the organization can mobilise, such as grants,
and other external funding. As many low-end communities experience affordability
constraints, it is important to understand which value the customer segments are willing and
able to pay for and for which aspects alternative sources of finance have to be found.
➢ [8.1] (Financial) Cost structure
The cost structure describes the monetary consequences of implementing and sustaining the
business model. The costs are linked to the key activities and key resources needed to create
and deliver the value to the customers. Costs are likely to vary over time, so it is important to
determine at which phase (e.g. the investment or start-up phase or implementation phase) in
the process the business model is currently operating and adjust the cost structure accordingly.
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SPREADING VALUE
➢ [9.2] Positive externalities: social benefits
Social benefits constitutes of the impact that is created beyond customer value. Identifying
critical social issues and formulate approaches to cater for those needs is a crucial aspect of
sustainable business. To make the business model inclusive the company needs to address the
five A’s of inclusiveness or the broader principles of Circularity. Moreover, companies can
use the SDG as a benchmark to formulate sustainable business objectives for the medium-run
and determine their sustainable business strategy to reach those targets.
➢ [8.2] Positive externalities: Environmental benefits
In addition to the social impact, sustainable businesses strive to create environmental
sustainability with their business model. Therefore, identifying potential aspects where the
company can minimise its ecological footprint and integrate climate change measures into its
sustainable business strategy to contribute to climate action (SDG 13) is a crucial aspect of
sustainable business.
DESTROYING VALUE
➢ [9.3] Negative externalities: Social costs
In addition to identifying social needs the business model can alleviate, it is also crucial to
identify factors that could potentially have negative social impacts and formulate strategies
that can mitigate or prevent those outcomes. Developing a good risk management strategy and
allocate potential risks to various partners is therefore an important aspect of the sustainable
business model.
➢ [8.3] Negative externalities: Environmental costs
Next to potential negative social outcomes, possible negative environmental impacts need to
be addressed. Issues such as climate change, deforestation and pollution need to be addressed
and mitigated in the sustainable business strategy.
SHARING VALUE
➢ [10] Business ecosystem: creating shared value
Sustainable businesses do not operate in a vacuum and many factors outside of the scope of
the business can affect the successful implementation of the business model. The final
building block therefore consists of those factors that (can potentially) influence the
embedding of the business model in the local context such as a given policy, a lack of
available professionals or competition. Especially in developing country contexts that are
characterised by institutional voids, low trust levels and resource constraints, mapping the
variables in the business ecosystem can make the business model more robust.
Finally, note that the Business Model Canvas+ provides a snapshot of the business model at
one point in time. To account for changes in the developing country context, companies need
to adjust their business model accordingly. Monitoring and evaluation is also beneficial for
measuring progress in order to change business strategies to address issues of inclusiveness
more effectively.
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ANNEX 2: EXAMPLES OF CREATIVE CANVAS+ POSTERS
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