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ABSTRACT

This article looks at a competitive advantage and how it aids a social enterprise's performance. A social enterprise
refers to a business determined to bring positive changes in the world when they put their profits into use
appropriately. This article focused on the resource-based view (RBV), a concept that bases its argument on a
business entity's resources. Numerous entrepreneurial competencies include recognition, relationship, organizing,
and strategic competencies. All these have positive effects on social enterprise performance. Different types and
sources of competitive advantage positively impact social enterprise performance. The types of competitive
advantage include cost leadership, differentiation, and focus strategy. The numerous sources of competitive
advantage entail human capital, bundle pricing, product attribute differentiation, price discrimination, customer's
willingness to pay, organizational structure, and Technology. The performance of the social enterprise relies on
the critical component of social entrepreneurship like a social mission that is put above financial goals,
innovativeness, and a self-sustaining business model.

Keywords: Entrepreneurial Competency; Competitive Advantage; Social Enterprise Performance,
Entrepreneur, Entrepreneurial Employee.

performance. Some of the apparent things that make
businesses fail to denote better performance include

1. INTRODUCTION

Business enterprises are in a competitive era that
needs the management to take deliberate actions for
their products to encounter fair competition. It is not
unusual to see companies or corporations restructuring
their mode of operations to boost their performances
and maximize their profitability. Besides the
profitability aspect, small businesses address several
socioeconomic issues concerning poverty as economic
progress drivers [1]. Such small business enterprises
lead to wealth creation in a country concerning its
economic system.

As much as business enterprises significantly
contribute to the economy's growth, they encounter
challenges in entrepreneurial competencies, which is a
significant factor in social enterprise performance
[2,3]. That is why it is worth taking an in-depth look
at a competitive advantage and how it aids business

poor commitment and insufficient competencies,
among several other reasons.

This systemic review highlights entrepreneurial
competencies and gives various examples in a clear
conceptual framework that gives a solid theoretical
foundation. For instance, such entrepreneurial
competencies have lasting impacts on an
organization's social performance, as the paper will
eventually unveil.

It will be vital to single out such competencies,
including opportunity recognition [4,5], relationship
competency, and risk-taking competency [2].
Moreover, organizing and strategic competencies are
still types that business enterprises need for their
performance.
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The commitment competency is a good recipe
that enables the executive members to work and
handle contracts that are also beneficial to the entire
organization. This is also true for both information
seeking, and conceptual competencies, just like the
articles reveal.

2. METHODS
2.1 Review Method

For the study, the most feasible and effective
method that has been selected for the literature review
is a Systematic Literature Review (SLR). It considers
the identification, collection, and critical analysis of
various research studies conducted systematically.
The fundamental purpose of evaluating this method of
reviewing the literature is to provide an extensive
summary of the current literature, which is available
and applicable to the research question. It is designed
to appraise and synthesize the most acceptable
evidence to provide evidence-based and informative
answers to a specific research question.

One of the key reasons for choosing this research
study is that SLR is the "gold standard" process,
enabling the researchers to investigate and
amalgamate various studies concerning a subject
matter. SLR also comprises specific steps, including
identifying a research question, evaluating the existing
evidence, amalgamating its findings, and drawing
pertinent conclusions. This indicates that the already
set research question related to SE performance can be
effectively and systematically addressed with the
support of this form of literature review.

Furthermore, the research study has followed
three specific steps to conduct this literature review
method appropriately. These steps encompass the
identification of the necessity to complete an SLR.
Considering all the review protocols, SLR can be
facilitated appropriately, reducing the instances of
study bias. In this phase, the study selection procedure
has been taken into consideration. This is followed by
the third step of evaluating the review protocol so that
necessary improvements can be undertaken when
reporting or conducting the SLR phase.

2.2.Research Questions
The research questions considered in this study are as
follows:
e RQ1: What are entrepreneurial competencies and
their types?

e RQ2: What are a competitive advantage and its
dimensions?

e RQ3: What is meant by social enterprise and
social enterprise performance?
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e RQ4: What is the relationship between
competitive advantage and social enterprise
performance?

2.3.Search strategy

Concerning the above research question, the
search strategy that has been considered for collecting
relevant articles is the Boolean method. In this search
strategy, the key terms related to the research study
and question are searched, accompanying Boolean
operators. These operators encompass "AND" and
"OR," among others. On the other hand, the keywords
used for searching the most relevant journal or
scholarly articles for the SLR are (social) AND
(enterprise OR business OR ventur* OR firm) AND
(performance) and (social) AND (enterprise OR
business OR ventur* OR firm) AND (performance)
AND (measure* OR evaluate* OR assess* OR
estimate* OR appraise*) AND ("Competitive
Advantage").

2.4. Study Selection

Considering the secondary research, all articles
were derived from popular digital databases, including
"Google scholars," to gather accessible and reliable
information. Throughout this process, more than 500
articles were collected. However, the most recent
articles related to the research questions were
included, excluding the rest from the SLR. The
inclusion criteria comprised the articles published only
in English, while the remaining pieces were banned in
the study.

2.5. Data Extraction, Quality, and Validity

The selected studies have been extracted to
collect the most relevant data, addressing the above-
formulated research questions. The data extraction
protocol was followed for every article, maintaining
the study quality and validity of the information
gathered. For this, only original articles published in
recognized journals have been considered.

3. RESULTS AND DISCUSSION

A social enterprise refers to a business
determined to bring positive changes in the world
when they put their profits into use appropriately. For
instance, such social enterprises prefer reinvesting
their profit or donating them to deserving people for
the sake of maintaining a positive change as it achieves
its social objectives [7]. Social entrepreneurs exist to
drive the social enterprises and make their
organizations live to accomplish their vision through
their set missions. Such are individuals who
implement business projects to create a lasting social
impact. Five P's exist to unveil the aspects of social
entrepreneurship further. These include passion,
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purpose, plan, partner, and profit, which work to better
a social enterprise. They also play a vital role in
making an organization gain its competitive advantage
and maintain it. The five P's of social entrepreneurship
are aspects that any social enterprise needs to embrace
in totality for their relevance. Remarkably, the
business world is in the phase of digital transformation
[8] that calls for organizations to enact rules of
business transformation [9] as the leaders take their
center roles in the digitalized world [10].

3.1.Theoretical Foundation

This article focused on the resource-based
view (RBV), a concept that bases its argument on
the resources that a business entity has [11].
Remarkably, the theory posits that the firms have
numerous resources in their possession, resources
that enable them to gain competitive advantage
and a subsection of that drive the business toward
its long-term performance [12,13]. The study
considered it essential to consider mediating the
competitive advantages and moderating its
impacts when a social enterprise is accessing
working capital. Furthermore, such
entrepreneurial competencies were compared to
the economic performance of the social
enterprise. An extensive look at the RBV
revealed a concept denoting that a business
enterprise obtains and manages significant,
infrequent, unique. Non-substitutable
competencies, resources, and capabilities, it is
apparent that such an entity automatically gains a
competitive advantage.

In the same way, the social enterprise
eventually attains a sustainable performance [14]
when the competencies are available for
execution [15]. Social enterprises are determined
to access unique resources based on the above
reasoning, mainly relying on entrepreneurial
competencies [1]. As the social enterprises
commit to act in ways that denote competitive
advantage, they should understand and
conceptualize a unique manner of acquiring a
particular strategy that ultimately makes them
have the rare commodities as hinted earlier on.

3.1.1. Entrepreneurial Competencies

By definition, entrepreneurial competencies
single out the underlying characteristics that
include traits, specific knowledge, and social
roles [16]. These also entail skills and
imaginative self-images that contribute to
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establishing a new business venture [17]. The
entrepreneurial competencies still point to the
mechanism that a social enterprise puts in place
for growth attainment and business' survival even
in times of adverse challenges. In short, such
competencies are the underlying factors or
characteristics that competent entrepreneurs
reveal. Therefore, social business enterprises
have individual employees and workers who can
combine creativity with a great sense of initiative
to solve problems or issues within the
organization. Such individuals can arrange
resources and apply their financial and
technological skills to solve problems.
Entrepreneurial competencies quickly make
entrepreneurs or entrepreneurial employees
initiate change or adapt to inevitable changes. As
much as such change is unavoidable, the truth is
that the entrepreneurial employees understand
that growth is optional but intentional [18]. All
these are emphasized on entrepreneurial
competencies that are of different types.

3.1.2.  Types of

Competencies

Entrepreneurial

The numerous entrepreneurial competencies
include  opportunity  recognition,  relationship
competency, risk-taking competency, organizing,
information, seeking, commitment, conceptual, and
strategic competencies. As detailed in the subsequent
paragraphs, each of the mentioned competencies plays
a significant role in boosting a social enterprise's
performance.

3.1.2.1. Opportunity Recognition Competency

It is difficult for a social business enterprise to
thrive without recognizing opportunities for newer
products in the market. Just as initially hinted, change
is inevitable, especially in this era where technological
advancements are the orders of the day. An
entrepreneur and entrepreneurial employee must
portray opportunity recognition competency because
this is the only way to make the social enterprise utilize
its maximum potential. As a process that makes
individuals actively seek out as they observe
opportunities for new products and services in the
market, opportunity competency goes beyond creating
competitive advantage since it identifies potential
business opportunities. It is even better when such an
entrepreneurial competency gets a network-based
approach [19]. This is even better when the
opportunity recognition competence encounters a
social networking approach to better the social
enterprise performance [20].
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Research reveals that opportunity recognition
competency quickly unveils the skills and abilities that
an entrepreneur or entrepreneurial employee
deliberately searches for, finds, and exploits [1]. After
observing and interacting with several business
opportunities, the entrepreneurs can start a business
opportunity that significantly thrives after that. This is
because the entrepreneurs get inspiration on managing
their social enterprises after developing a business
mind and enterprise activity. This means that such
individuals emerge as risk-takers who fear nothing in
the business world because their initial benchmarking
initiatives made them recognize the opportunity
available in the market. It is worth noting that for the
entrepreneurs to settle on a particular venture after an
extensive benchmarking, it has to be one with
successful outcomes [21] and a business venture that
goes beyond failure and challenges. Besides helping
out in opportunity exploration, the opportunity
recognition competency also makes the entrepreneurs
identify and acknowledge the customers' demands for
them to meet [22,23,24] easily. Therefore, it is a
competitive advantage with a significant positive
impact on social enterprise performance [25].

3.1.2.2. Relationship Competency

Social enterprises are rendered functionless
without individuals who consistently interact. This is
a situation where the entrepreneurs and the
entrepreneurial employees meet to devise means of
performing duties. The organization already creates a
social gathering where people from all walks of life
gather and engage in meaningful conversations geared
towards attaining a specific objective. That is where
communication skills come into place. A social
organization thrives where individual employees and
employers denote good communication skills [26].
This is what defines relationship competence. Such
communication boosts efficacy at the workplace,
leading to productivity [27]. The numerous types of
communication that the employees and their
employers embrace also guide their interactivity. At a
busy social business enterprise, the employees need to
understand visual communication skills and written
ones for effective interaction [26].

Stakeholders of an organization also do interact
with entrepreneurial employees. This means that the
level at which such employees demonstrate their
efficacy in communication proves their competencies
and a reason to work at a social enterprise. The
ultimate goal of such communication instance is to
make the organization grow and progress
wholesomely within the business industry. This also
means that the entrepreneurs go out of their comfort
zones and initiate mature conversations with the
relevant individuals that contribute to the general good
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of the organization. The fact that there are several
individuals that the employees interact with daily
makes gaining communication skills a critical aspect
for organizational effectiveness. They interact with the
stakeholders, as hinted earlier on, and other significant
individuals like suppliers and clients.

Similarly, the entrepreneurial employees and the
entrepreneurs interact as staff just like they talk to the
government officials and their competitors. No
wonder it is advisable for the employees to embrace
the acquisition of communication skills for the sake of
their relationship competency. The relationship
competency also bears a positive impact on social
enterprise performance.

3.1.2.3. Organizing competency

Just like any other organization, a social
enterprise has different domains that entail financial,
physical, human, and technical ones, among several
others. The owners of such enterprises have a mandate
of taking up responsibilities and roles to manage an
assortment of operational arenas. This is where
organization competency comes to check managers
and small business owners. Here, they are expected to
plan and lead individuals and delegate duties as they
also coordinate several resources within the
organization [1]. This same organizing competency
positively influences both competitive advantage and
enterprise performance. Organization competency is
an entrepreneurial competency that positively
influences social enterprise performance.

3.1.2.4. Strategic Competency

The highly dynamic business context requires
people and organizations already equipped to take the
lead in a competitive world [1]. Strategic
competencies come in place to undertake such duties
and allow individuals to fully control the
organizational activities amidst changing challenges
as the entrepreneurs seek to accomplish their vision.
An individual employee or an entrepreneur finds it
easier to develop the capacity to prepare, plan,
formulate and implement business ideas when
strategically competent. They also understand what
setting particular standards and priorities mean [1].
With strategic competency, an individual can be
different to short versus long-term issues and envisage
financial needs as they provide new concepts that are
wired to instigate development and maintain progress
through the organization's strides.

A social enterprise with strategic competency has
employees that face the world with a higher degree of
courage. This is because such an entity can work
concerning its vision that encourages entrepreneurs to
plan strategically as they take actions and make their
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own decisions. Strategic competency is what any
business enterprise needs for efficient performance
simply because it has a way of making the
entrepreneurs devise not only the clear vision of the
company but also one that is strategic. It compels the
business owners to write down their long-term goals
as they emerge as micro-business enterprises. What
matters is that the social enterprises can plan, execute,
and attain the business's success. For the above
reasons, strategic competency is a type of competitive
advantage that contributes positively to the well-being
of an organization.

3.2. Competitive Advantage and Economic
Performance

3.2.1.
3.2.1.1. Cost Leadership

Cost leadership refers to a company's whole
approach towards pricing its product or services to
become the market's cheapest producer. Offering low-
cost products/ services to the market gives such a firm
a competitive advantage since the price is a key factor
that attracts or pushes away customers [27]. One can
also refer to cost leadership as a no-frills approach.
Since money is the most crucial element in this
strategy, businesses that focus on cost leadership often
overlook the quality and dependability of their
products [28]. If by any chance a given product
negatively affects customers, the impact will last for
long.

Different Types of Competitive Advantage

In  cost leadership, businesses increase
operational efficacy, which lowers the cost per
product, both production and selling price per unit.
Some of the approaches a company can choose to
achieve this cost reduction are reducing the number of
employees, implementing new products and sales
procedures, and strengthening the supply chain [29].
The main focus here is on the cost of production and
not the product itself. As a result, buyers may pay less
but never get the quality they deserve.2.5.2
Differentiation.

Differentiation refers to the instance where
companies selling almost similar products or offering
similar services compete with unique selling options
or present their product in a pleasant way that attracts
customers to them [30]. In differentiation, the price
will not affect sales. However, to maintain more
outstanding sales with costs higher than its
competitors, a firm has to have an exclusive selling
factor that continuously motivates clients to come
back for more products. Differentiation can take
various forms, including higher customer care
services, enhanced quality, better features, and
dependability, to name a few [31,32]. It can simply
refer to anything other than a product's price that
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distinguishes it. As a result, the company may attract
clients searching for superior product quality rather
than a low price. While a differentiation plan will help
a company stand out from its competitors, it is not
always a standalone approach towards gaining a
sustainable competitive advantage.

3.2.1.2. Focus Strategy

Focus strategy is a bit different from the two
types discussed above in that it covers both cost
leadership and differentiation. Also, it focuses on
particular markets as compared to cost and
differentiation leadership that deals with the entire
market [33]. An example of a focus strategy is creating
stores for visually impaired people or coming up with
an animal/pet store. This marketing approach focuses
on specific market demography with unique demands
[34]. In general, they are tiny marketplaces where new
businesses may enter and profit from the alleviated
competition. As a result, small businesses can function
without competing with giant corporations on pricing.
Companies that use these strategies usually acquire a
competitive advantage by identifying market demand,
particularly those not realized by other firms [35].
Afterward, the firms satisfy the demand without
focusing on price sensitivity. In an underserved
market, consumers will buy a product even if its price
is high.

3.2.2.
3.2.2.1. Human Capital

Sources of Competitive Advantage

When assessing the competitive advantage of a
given company, its labor force is a crucial determinant
of the strength the firm has. The power of a business
is only as much as that of its employees [36].
Therefore, all entrepreneurs must ensure that hiring
resourcefully and training employees are top-notch
events. Also, the company must strive to put in place
measures to gain a tremendous advantage when
retaining its skilled workers [37]. Often, many
companies fail to dedicate substantial time to
recruiting and training new or even current employees.
This has a more significant impact, especially in the
company's future. The human resource departments
(HR) should ensure enough preparation, time, and
resources to highlight its selection process [38]. When
this is done, the company will have efficacy in hiring
for vacant positions, rendering professional
advancement opportunities training the current
workers, and developing a sustainable culture where
the employees feel appreciated and constantly urged to
do better.

3.2.2.2. Bundled Pricing

Another way an enterprise can gain a competitive
advantage over its competitors is by bundling up
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products for sale [39,40]. This means that a particular
firm needs to identify two or more items and sell them
together for a different price that is cheaper than when
the customers buy each of them separately. For
example, a company that provides cable installation
services can have a package that helps the client save
time and money in sourcing for other services or items.
For cabling enterprises, acquiring a complete package
that contains video, data, and purchasing voice, among
other services, proves cheaper than having such
services rendered in separate instances. However, it is
crucial to consider pricing as a significant determinant
of the success of bundling products [41]. The company
has to evaluate the willingness of the clients to pay a
given price for the products. Also, the process should
have a strategic design and purpose to ensure the
business is a step ahead of its competitors.

3.2.2.3. Price Discrimination
Willingness to Pay (WTP)

The difference in social class has impacted the
economic sector where different people can buy a
product at different prices. As identified in the
previous paragraph, willingness to pay a given fee for
a particular product is vital for achieving sales [42].
However, not all customers will appreciate the set
price and show their will to buy. This is where price
discrimination steps in; the company has to identify
clients willing to accept a given product at a higher
price and those who can only buy the product when the
price is low. Many companies fault due to failing to
understand that not all customers will buy a product
due to its low cost [43]. Some buyers get driven by
higher prices, considering that expensive products are
of better quality.

Customer's

3.2.2.4. Customer's Willingness to Pay (WTP)

A customer's willingness to pay (WTP) refers to
the extent of the maximum amount of money the buyer
is willing to pay for a given product or service.
Considering WTP as a strategic weapon in a
competitive environment is critical. Consider what is
needed or what will raise a consumers' willingness to
pay for a product if they are willing to spend the same
amount that other competitors offer [44]. As an
enterprise, it is possible to deliberately and
strategically adjust to having the business receive a
boost in terms of competition [45]. This comes after
understanding the dynamics that govern WTP. One
way to determine the correct price of a product is by
observing the competitor's sales trend and adjusting
accordingly. For instance, if the competitor offers
higher prices than the customer is willing to pay, it is
advantageous to charge lower fees to draw clients to
the business.
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3.2.2.5. Product Attribute Differentiation

Product attributes simply refer to the elements
that make a product viable, beneficial, or visually
acceptable to buyers. A well-designed and formed
product has to adopt a set of attributes that will work
collectively to give it an advantage in attracting
customers that will buy regardless of the price [46].
The more specific a company's product's features are
compared to the competition, the easier it is to
advertise it to discerning buyers. Instead of decreasing
prices, a company can promote the product's quality.
Differentiation is the act of coming up with better
items than competitors [47]. Note that product
differentiation is distinct from cost-based strategy
since the latter focuses on improving operations and
marketing strategies to lure buyers with cheaper
products. Differentiation utilizes a range of factors
such as product quality, reliability, durability, visual
appearance/packaging, style, and environmental
friendliness to attract customers to the product [48].
With product attribute differentiation, a company has
price control over the clients and does not need to
evaluate the WTP of the customers to ascertain the
possible price for a given product.

3.2.2.6. Organizational Culture

Developing a strong company culture is a way to
ensure the sustainable competitive advantage of other
companies. This is a standalone competitive advantage
over other factors discussed in the preceding subtitles
since it is difficult for other companies to duplicate and
emulate the same culture portrayed by their rivals [48,
49, 50, 51, 52]. A healthy organizational culture
fosters stouter recruitment, retention, enhanced
customer confidence and loyalty, higher productivity,
and a noble sense of employee ownership. Aspects that
shape a company's culture include but are not limited
to social, structural, and strategic influences [53, 54,
55]. However, a company has to intentionally follow
three steps, defining its culture, aligning the facets of
its culture, and monitoring the culture to set the
atmosphere for both the employees and customers to
flourish [55]. For many managers, part of the culture
design process necessitates a change of their
viewpoint. Some managers believe that their primary
role is to drive the business towards achieving results.
They also have a responsibility to nurture culture and
develop the individual and team talent required for
today and tomorrow.

3.2.2.7. Technology

Technology has become a principal driver in
various aspects of life, including business. Today, the
most competitive enterprises adopt and enhance their
technological capacities to boost their structural
framework [56]. Technology is playing a crucial role
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in the reshaping of the corporate landscape. It is no
more an obscure phenomenon that exists only in the
context of specific sectors and organizations. Rather,
every business should now tap into the existing
Technology to have an advantage in competing with
others. Technology comes in handy for companies
dealing with products in achieving economies of scale
[57]. Investing in up-to-date Technology can give the
business a cost advantage and the ability to offer its
products at competitive prices.

3.3. Social Enterprise and Performance
Variables

Recently, social enterprises have received much
push to become transparent and give out information
on their capacity to build social value. Based on the
definition of social entrepreneurship, a social
enterprise should engage in innovative processes and
utilize resources to pursue opportunities that will spark
a positive social revolution and meet social needs [58].
Every social enterprise is motivated by a social goal
and strives to balance its performance and social
purpose. Such companies do not necessarily own
penchants or advantageous positions in the
competitive market [59, 60, 61]. This is why they need
to find ways of balancing their financials and social
obligations.

It is crucial to measure performance to develop
financially viable operations accurately. Social
companies must also address the needs of two sets of
stakeholders, both internal and external, in addition to
their dual duties [62, 63, 64]. Internal stakeholders
need comprehensive information to have a clear point
of view to make rational and strategic decisions. On
the other hand, the external stakeholders monitor to
ensure that there is a comparable and transparent when
it comes to measuring the performance of the
enterprise [65, 66]. The importance of assessing
performance is elevated due to the necessity for
relevant and trustworthy data.

3.3.1. Key Components of Social

Entrepreneurship
3.3.1.1. Social Mission above Financial Goal

While social companies are in business to profit,
they are also driven by a social goal. Every social
organization begins with the goal of resolving a social
issue. It addresses such societal problems using a
novel business strategy to profit [67, 68]. Unlike
profit-driven companies, whose primary objective is to
produce a profit and meet their shareholders'
requirements, the financial return is vital for the
enterprise's long-term viability but not necessary. The
mission priority distinguishes social enterprises from
all other types of businesses [69, 70]. Social
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enterprises prioritize social welfare more than any
other goal, such as financial mission or shareholder
advantages.

3.3.1.2. Innovativeness

Where  market-based or  governmental
institutions fail to deliver solutions to societal
problems, social companies develop unique ways to
such challenges. Social entrepreneurs seek dramatic,
scalable improvements to achieve results [71, 72]. It is
worth noting that the word "innovation" does not
always imply anything wholly new or revolutionary
[73, 74]. A duplicate, an extension, a synthesis, or the
act of developing something new altogether is
considered innovation.

3.3.1.3. Self-Sustaining Business Model

One of the critical aspects that distinguishes a
social enterprise from other company models is its
ability to generate profit while pursuing a social
objective. The connection between a social company
and financial goals is an important feature that
intersects social entrepreneurship. Scholars have
divided opinions; whether to classify social enterprises
as for-profit or non-profit organizations [75, 76]. From
the results of previous studies, both the aspect of non-
profit and for-profit links to the operations of social
enterprises [77, 78, 79]. It is essential to understand
that these organizations gain profits from ventures that
offer solutions to social problems. Moreover, they
primarily utilize the profits to expand the enterprise
and offer a broader range of solutions [80, 81, 82, 83].
As such, the model is self-sustainable compared to
charitable organizations' model.

3.4. The Relationship Between Competitive
Advantage and Social Enterprise
Performance

The many aspects of competitive advantage that
the article review above has tackled only display its
unique association with the social enterprise
performance. Just as it is the desire of every
organization to maximize its profitability [84], the
main driver of the same is a competitive advantage that
follows a social mission. As long as a social
organization or business enterprise has capable
leadership with clearly outlined vision and mission
statements [85], it is easier to attain their objectives
[86]. That is why laying down competitive advantage
strategies is vital in the organization [86,87,88]. An in-
depth analysis in the paper has considered numerous
entrepreneurial competencies that a social enterprise
needs to put in place for fair competition and a good
position in the business world. Such have included
opportunity recognition, relationship, organizing, and
strategic  competency. All  these types of
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entrepreneurial competencies bring the needed
competitive advantage that demonstrates and
association with the social enterprise performance, as
revealed in the subsequent paragraphs.

In the first place, opportunity recognition
competency is a significant aspect in the business
world that makes organizations thrive [89,90], as
described earlier in the paper. It is a type of
competency that positively impacts the performance
of a social enterprise. Firms with entrepreneurial
employees dedicated to funding opportunities for their
organizations make such organizations compete fairly
in the business world. The employees can actively
search for opportunities for new products that the
company needs to consider. At the same time,
opportunity recognition helps a social enterprise to
know the new products that the customers need.
Therefore, understanding the market and providing the
right products work to the advantage of the social
enterprise  [91,92,93,94], something that relates
positively to the competitive advantage.

In the same way, relationship and organizing
competencies are other aspects of entrepreneurial
competencies with a positive impact on a social
enterprise. When the enterprises’ owners take up
several roles like managing financial, physical,
technical, and human resource domains, they are better
positioned to oversee what is going on in their
businesses. This is how organizing competency
impacts the social enterprise [95,96,97] positively. At
the same time, relationship competency highlights the
excellent use of communication to achieve an
organization's goals. Here, the entrepreneurial
employees and their managers develop good
communication skills and sustain and use them to
better the individuals and group interaction. Since
communication is a vital tool that dictates the
relationship between the organization and its
customers [98,99], the social enterprise values it.
Competitive advantage, therefore, relates positively
when it comes to relationship competency.

Another significant aspect of competency that
makes a social organization achieve its competitive
advantage is strategic competency. After an
entrepreneur has denoted their prowess in the
fundamentals of strategic competencies like planning,
formulating, and implementing [1], they are assured of
a positive impact on the social enterprise performance
[100]. The other type of competitive advantage is cost
leadership which refers to the ability of a social
enterprise to provide low-cost products and services
[27]. It has a positive impact on organizational
performance. This is a similar case when it comes to
differentiation which triggers the uniqueness of a
company when their competitors are selling similar
products [30].
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4. CONCLUSION AND
RECOMMENDATION

A social enterprise performance relies immensely
on several aspects of competitive advantages, such as
opportunity recognition, relationship, organizing, and
strategic competency. These variables positively
impact organizational performance, just as the article
has singled out. It is worth understanding that the
variables work in an environment where the
management team has laid down the vision and
mission of the enterprise and their primary objectives
that act as the driving force for the business. Just as the
paper unveiled, the many sources of competitive
advantage that the entrepreneurs and entrepreneurial
employees at the social enterprise need entail human
capital, bundle pricing, customer's willingness to pay,
price discrimination, and organizational culture. It
calls for a social enterprise to put the social mission
above its financial goal to remain relevant and
compete fairly in the business world. At the same time,
creative individuals constantly develop innovative
ideas that lead to better performance of the social
enterprise. All in all, coming up with a self-sustaining
business model is an excellent step toward attaining
competitive advantage and, after that, denoting better
performance as a social enterprise.

Therefore, any social enterprise that needs to
compete fairly in the business world should
acknowledge and embrace Technology in its
operations. Again, the several other aspects that an
organization requires for the fair competition include
entrepreneurial ~ competencies  like  opportunity
recognition, relationship, organizing, and strategic
competencies. These competencies are associated with
the different types of competitive advantage like cost
leadership, differentiation, and focus strategy. That s
why it is essential for the management team in a social
enterprise to gain adequate knowledge concerning the
variables above for better performance and remaining
relevant in the market. Above all, the entrepreneurial
employees and entrepreneurs have a mandate to
identify the sources of competitive advantage like
human capital, price discrimination, bundle pricing,
and organizational culture for good performance.
Since it is difficult to remain relevant in the market
without identifying the social goals in an organization,
such organizations should be familiar with the critical
components of social entrepreneurship like the vision
and mission. However, the vision and mission goals of
the organization should come above the financial plan
for efficacy and portrayal of the social aspect of the
social business enterprise.
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