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How Corporations and Social Enterprises  
do Business Together to Drive Impact

Corporate-Ready
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Foreword

We see much potential in such partnerships 
and there is still a lot to learn and share. 
A�combination of doing business with social 
enterprises, corporate philanthropy, impact 
investment, and co-worker engagement can 
further leverage innovative partnerships 
that�contribute to a positive future for 
both�the planet and people. By supporting 
this research, we can better understand 
how corporations and social enterprises 
are�doing�business together. There are still 
many hurdles, but also many examples of 
solutions and successes. It is our hope that 
the insights and inspirational cases will 
open opportunities for many and different 
types of�partnerships, ultimately increasing 
support�for the people who need it the most. 

¯sa Skogström Feldt, Managing Director,  
IKEA Social Entrepreneurship

Ingvar Kamprad, the founder of IKEA, had 
the vision to �create a better everyday life 
for�the many people.� As the home furnishing 
company grew, a continuous development 
of compliance and rigorous code of conduct 
processes were paralleled by substantial 
philanthropic investments. Directly sourcing 
from social entrepreneurs has grown over 
time. From a few products produced by social 
entrepreneurs sold in a few countries, IKEA 
now has unique handmade products sold 
globally, and collections sold in 16 markets. 

Integrating social entrepreneurs� products 
and services into corporate value chains 
can yield more jobs and better livelihoods 
for marginalized groups and people from 
vulnerable communities. Partnering around 
services can also add value to customer 
experiences. For social entrepreneurs this 
can mean access to new markets, scaling 
up,�and tapping into business knowledge 
and�expertise.

Corporations, large and small, play a key role in creating a fairer 
and more equal world. As expressed in SDG17, Partnerships for�the 
Goals, all sectors need to work together on our most pressing issues 
for a sustainable future. Engaging with social entrepreneurs that 
develop scalable business models to address�social challenges 
can�accelerate those efforts.
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Businesses across the globe play an increasing role in contributing 
to � and solving � some of the most complex problems of our time. 
Many are making ambitious commitments�to make the world fairer, 
more�inclusive, and environmentally sustainable, and�are integrating 
these goals into their decision-making and business operations.

One highly effective but underutilized strategy to ful�ll these 
commitments is to source from social enterprises (SEs) that are 
solving signi�cant business problems while also creating positive 
environmental and social impact. The�bene�ts to businesses beyond 
contributing to sustainability agendas include innovative products, 
services, and business models, access to new markets and new 
customers, and more resilient supply chains, as well as brand building 
and the ability to attract new employees. However,�there is surprisingly 
little information about these types of corporate and social enterprise 
business relationships. Do social enterprises have the ability to sell 
to corporations? If�so, in what industries and geographies is this 
taking place? Are�SEs effective in helping corporations meet their 
business as�well as social impact goals, and how is this demonstrated? 
What�are�the challenges SEs face when selling to corporate customers 
and how are�these�challenges being addressed?

Executive Summary

01 Executive Summary
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This research was developed under the auspices of the World Economic Forum 
(WEF) COVID�Response Alliance for Social Entrepreneurs (the Alliance) � a 
network of over 85 corporations, investors, and intermediaries supporting 
the social enterprise ecosystem � to address these questions and support 
increased access to corporate value chains for social enterprises. Acumen and 
IKEA Social Entrepreneurship led the project with support from Ernst & Young 
(EY), 60 Decibels, and other Alliance members and key stakeholders to develop 
a framework to assess �corporate-readiness,� identifying what it means for a 
social enterprise to be ready to sell to a corporate customer. The�framework 
highlights four key elements: a compelling solution/offer, supply and demand 
management, access to capital, and capabilities and skills. 

Within each element of �corporate-readiness� we had hypotheses about 
what would matter most. For example, that access to capital would be a 
major prerequisite to success, or that measurable social impact would be 
an�important differentiator for social enterprises. We tested these hypotheses 
via�a�survey to over 300 social enterprises selling�to�corporations. 

More than 150 SEs responded to our survey. The insights we captured from 
this data form the backbone of this report. We also highlight 100 examples of 
these �Corporate-Ready Social Enterprises� to illuminate the scale and breadth 
of social enterprises across industries and geographies that are already selling 
to corporations. To provide deeper insights on how corporations and social 
enterprises collaborate and evolve to jointly address business needs and social 
impact goals, we have included �ve case studies representing diverse business 
models and geographies.

01 Executive Summary
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Key Findings:

�	 Social enterprises from 
43 countries responded, 
and more than half of the 
respondents have been 
selling to corporations for 
more than three years.

�	 More than two-thirds (72%) 
of the respondents have 
�ve or more corporate 
customers.

�	 More than 30% of the 
SEs surveyed had annual 
revenues over $1 million, 
with 50% or more of those 
revenues coming from 
corporate customers. 

�	 Seventy-seven percent of 
social enterprises have 
challenges related to their 
corporate partnerships, 
especially in agreeing on 
pricing and payment/
delivery terms. Very few 
reported challenges related 
to product quality or 
compliance.

�	 Corporations are 
addressing barriers 
by paying in advance, 
supporting capacity 
building accelerators, and 
providing access to in-
house expertise.

1. Social enterprises in 
every corner of the world 
are ready for corporate 
customers.

2. Social enterprises have 
signi�cant social impact 
that is aligned with 
the�SDGs.

3. Social enterprises still 
face challenges, but they 
are�solvable.

�	 Seventy-�ve percent of 
the SEs surveyed tie their 
impact metrics to the 
SDGs.

�	 Poverty, gender equity, and 
decent work are the major 
areas of focus.

�	 Social impact 
measurement, a core tenet 
of SEs, provides concrete 
evidence of progress on 
key corporate social and 
environmental indicators. 

01 Executive Summary
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It is our hope that the research that follows debunks some of the 
common misperceptions about social enterprises and their business 
capacity. Even more, we hope that it begins to illuminate key insights 
and the path forward for social enterprises and corporations seeking 
to do business together, and reveals the large untapped opportunity 
for corporations to source from social enterprises. 

Introduction0201 Executive Summary
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Introduction

At a time when our social and environmental 
vulnerabilities have been laid bare, the urgency 

for this transformation is greater than ever.
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They wanted to make the world�s best 
chocolate, but beyond that, they wanted 
to bring a message of dignity, respect for 
the earth, and hope for a more just future 
to consumers that could help change the 
world for the better. Their model was to 
ful�ll both goals through deep partnership 
with Indigenous and rural communities 
in Colombia that lived in proximity to 
the�world�s �nest cocoa, and who valued 
nature in a powerful way based on their 
unique experiences and ties to the land. 

This partnership was a success, and 
Cacao de Colombia (CDC) won numerous 
international prizes for their high quality 
chocolate. Velasco secured capital from 
Acumen and other investors to build a 
factory that would allow CDC to expand 
production and maintain above-market 
prices for the cocoa they purchased from 
farmers. But�their original dream of 

transforming  the cocoa industry seemed 
out of reach�until they partnered with 
Crepes & Waf�es, the leading restaurant 
chain in Colombia, to produce a new �avor 
of�ice cream that would combine luxury 
chocolate with a social and environmental 
commitment. Through this collaboration 
with an international corporation, Cacao de 
Colombia was able to bring its product, and 
its message, to a much wider audience, and 
expand the bene�ts of�their�model to even 
more farmers. 

Crepes & Waf�es was able to boost 
farmers� income and communicate to 
their customers and employees their 
commitment to people and planet, and 
they have used the bold �avor pro�le of 
CDC�s chocolate to develop new products. 
For Crepes & Waf�es, CDC delivers value 
well beyond the premium price they pay 
for chocolate. 

When Carlos Ignacio Velasco 
and his co-founders Mayumi 
Ogata and Alejandro Gomez 
started Cacao de Colombia, 
they had a dream. 
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Introduction02

As corporations strive to bring their business 
activities into alignment with their purpose 
and set new commitments for operating in 
ways that respect human rights, promote 
environmental sustainability, and increase 
social impact, they face an enormous set of 
challenges. The transformation of business 
from a shareholder-focused model to a 
stakeholder model requires innovation, 
adaptation, and new partnerships on an 
unprecedented scale. At a time when our 
social and environmental vulnerabilities 
have been laid bare by the triple crises 
of the pandemic, climate change, and 
social injustice, the urgency for this 
transformation�couldn�t be greater. 

In the face of this need, social enterprises 
have demonstrated their capacity to lead 
with new ideas, new business models, and 
new ways of operating that can accelerate 
the transformation required. In this report 
we de�ne a social enterprise as a revenue-
generating business with a social purpose 
at its core that is designed to scale and 
achieve �nancial sustainability. Through�this 
research, we delve into what happens when 
corporations and social enterprises do 
business together � when corporations use 
their spending, or procurement, to purchase 
goods or services from social enterprises. 
Alongside other ways that corporations 
are supporting the social entrepreneurship 
movement, including corporate philanthropy 
and employee engagement, this research 
shows the breadth of alignment and impact 
possible, and the tremendous potential for 
scale with an estimated $13 trillion annual 
global�procurement spend. 

The movement for using purchasing to 
drive impact is becoming increasingly 
visible in leading global companies, 
as demonstrated by SAP�s 5 & 5 by �25 
initiative, which aims to reach 5% of annual 
addressable procurement spend with social 
enterprises and with diverse businesses 
by 2025, and Unilever�s commitment to 
spend $2 billion annually with diverse 
suppliers and underrepresented groups by 
2025. Corporations are increasingly seeing 
their spend as a way to achieve impact, 
sustainability, and inclusivity goals. 

Through the sourcing of raw materials, 
manufactured products, and business 
services ranging from technology to 
workforce development to renewable 
energy, corporations are discovering new 
ways to achieve their business, social, and 
environmental goals by sourcing from social 
enterprises. Whether through new efforts 
to �buy social� or diversify supply chains, 
corporations can look to social enterprises 
to achieve their goals while prioritizing 
impact for vulnerable and marginalized 
people. Social enterprises are demonstrating 
their readiness to meet corporate business 
needs as allies in corporate transformation, 
having achieved the scale, access to capital, 
and capabilities to provide high-quality and 
impactful products and services. 

Yet, despite the strategic value and 
enormous impact and business opportunity 
represented by these kinds of business 
partnerships, there are still far too few 
examples of this approach. This report aims 
to change that. In the pages that follow, we 
hope to illuminate the enormous potential 
for�transformative impact by directing 
corporate spend towards social enterprises. 
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and the future depends on what  

we�do with this moment. 
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03

Methodology & 
Survey Results

Our research �ndings clearly show that social 
enterprises are not only ready to do business�with 

corporations, but that successful business 
partnerships are already in place.
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Survey Results03

Methodology
To launch this research, we �rst developed a 
corporate-readiness framework (see page 101). 
The�process to develop the framework was 
inclusive and thorough, and underpins the 
content in the corporate-readiness survey, 
which�informed the insights in this report. 

To build the framework, Acumen and longtime 
partner EY conducted 20 interviews with leading 
organizations: six corporations, seven social 
enterprises, and seven intermediaries (see 
page 102). During this process we ran various 
consultative workshops to solicit feedback on the 
framework, one with 30+ WEF Alliance members 
and other key stakeholders via the Alliance, and 
another with social enterprises during a session 
at�Catalyst 2030�s Catalyzing Change Week.

The 20 interviews, coupled with this widely 
consultative process, enabled Acumen to 
develop�a framework highlighting four key 
elements to�being �corporate-ready:�

Based on the framework, Acumen then worked 
with 60 Decibels, a social impact measurement 
company with deep expertise working with 
social enterprises, to build the corporate-
readiness survey. 

A compelling solution/offer

Supply and demand management

Access to capital

Capabilities and skills
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Alliance members nominated social 
enterprises to take the survey, and 
this resulted in more than 300 social 
enterprise nominees. Our goal was to 
learn more about social enterprises 
doing�business with corporations, so 
that was an explicit requirement for 
nominations. As a result, this research 
does not explain how many social 
enterprises are corporate-ready, 
but rather what we can learn about 
those that are selling to corporations, 
and what factors may in�uence their 
varying�levels of success or commercial 
scale. The results of this survey are not 
a representative sample of the larger 
social�enterprise community, as only 
those SEs actively selling to corporations 
were nominated.

The survey consisted of �ve distinct 
sections, each targeting characteristics 
identi�ed in the corporate-ready

Out of 300+ social enterprise 
nominations from 85 distinct 
nominators, 160 enterprises completed 
the survey, yielding an over 50% survey 
response rate. The�survey results were 
analyzed by our team and serve as the 
basis of our insights in this report.

framework as important. These �ve 
survey sections were: 

Survey Results03

Social impact

Working with corporate customers

Supply and demand management

Current capabilities

Social enterprise data: size, 
location, and industry 
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New and  
Unexpected Findings
Our research �ndings clearly show that social enterprises (SEs) are not only 
ready to do business with corporations, but that there are many successful 
business partnerships already in place. These partnerships span a broad 
range of geographies and industries, addressing business needs including 
workforce training, commodity supply, agricultural inputs, environmental 
sustainability, and IT services, among others. These business partnerships 
are doing more than addressing a business need, they are creating positive 
and measurable social impact.

More than half of the enterprises surveyed have been selling to corporations 
for more than 3 years, and most in that group, 72%, already have �ve or more 
corporate customers. This demonstrates the value that social enterprises 
are delivering to their corporate customers, and our research shows that 
the social enterprises are bene�tting from these partnerships as well. 
More�than 75% of SEs surveyed state that corporations were important 
to their growth and pro�tability, and every social enterprise reported 
that�selling�to�corporations strengthened their business overall.

Our survey also showed that the perceived dif�culties of partnering may 
be more �ction than fact, as issues around cash �ow, order variability, 
and product quality � often cited in discussions about the limitations of 
sourcing from social enterprises � did not come up in our survey results 
as major challenges. Another myth debunked through this research is 
that SEs are too small to be viable suppliers. Nine percent of the SEs 
surveyed had over 100 employees, while 50% had less than 20 employees. 
However�size was not an indicator for success in doing business with 
corporations. Among SEs with fewer than 20 employees, 72% had �ve or 
more corporate customers and 60% earned a majority of their revenues 
from corporate customers. The�enterprises surveyed still face challenges 
but many of those�challenges�are being overcome through creative efforts 
by corporations and intermediaries, as described below.

Survey Results03
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In summary, our survey 
data revealed three 
key insights: 

03 Survey Results

Social enterprises across 
regions and industries 
are ready to do business 
with corporations

1

They deliver on 
social impact; and 

2

The barriers and 
challenges SEs face 
can�be overcome.

3
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03 Survey Results

Signi�cant business between SEs and corporations is already 
taking place, and in�many cases has been for years. Fifty-two 
percent of respondents already earn more than half their revenues 
from corporate customers and 77% strongly agreed that corporate 
customers are important to their current pro�tability. Even more 
SEs, 91%, expect this to be true in the future.

Social Enterprises are Ready 
for Corporate Customers

1

19
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16%

12% 12% 11% 10%
8% 7%

2%
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What is exciting about these results is that this level of success 
and interest in expanded engagement with corporations is�not 
limited to a few regions or industries. Business and other services, 
particularly workforce development, are getting more traction 
with corporations than commodities and manufactured products. 
However, what stands out is the wide array of industries 
represented. The �nancial inclusion sector had the fewest 
respondents, at 2%, which was not surprising given that most SEs 
in this sector tend to target individuals, not�corporations. Survey 
respondents came from more than 43 countries and every corner 
of the globe. Due to the relative maturity of the social enterprise 
ecosystem in certain regions, it was not surprising to see the 
largest number of respondents coming from Europe (26), India 
(24), and the United States (25).

Strength in Diversity

Survey Respondents by Sector
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03 Survey Results

In addition to the diverse business 
models re�ected in the survey, the 
enterprises surveyed shared that 
they are able to adapt to customer 
needs and growth opportunities. 
When�asked how they would respond 
to an order twice as large as their 
current monthly orders, 60% stated 
they would take the order but 
negotiate on timing, 13% said they 
would take it no questions asked, 
and only 3% would decline. The SEs 
surveyed have con�dence in their 
abilities, not only to deliver on larger 
orders, but also to secure corporate 
contracts in the �rst place. Three�out 
of four consider their corporate 
sales teams to be very capable, with 
60% self-reporting to be strong or 
very strong in negotiating pricing 
and�delivery.

Contrary to a common perception 
that social enterprises are strapped 
for cash, cash �ow was generally 
not a signi�cant barrier for 80% of 
those surveyed, and the majority 
of�SEs offer their customers payment 
within 30 days with more than 41% of 
respondents requiring no, or minimal, 
upfront payment. Sixty-seven percent 
also have export capability, enabling 
them to tap into international markets 
and diversify their customer�base.

More than 50% of SEs surveyed 
have third-party certi�cations from 
a variety of local and international 
organizations, including the World 
Fair Trade Organization, International 
Organization for Standardization, 
B-Corps, and the Global Organic 
Textile Standard.

The vast majority of SEs (87%) 
found�their social impact orientation 
important when negotiating corporate 
partnerships, as emphasized by the 
quote below. While this orientation 
differentiates them from other 
suppliers, all case study interviewees 
emphasized that social impact can 
open doors, but enterprises need 
to quickly demonstrate how they 
can solve problems and produce 
meaningful business outcomes.

We focus on a fully traceable supply 
chain with high social and environmental 
impact. By combining this with rigorous 
attention to quality and risk management, 
we can offer ingredients that can compete 
with other businesses that do not have 
impact at their heart. 

� Nick Salter, Co Founder, Aduna Ltd., U.K.

Poised for Growth Certi�ed Impact
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Social enterprises use a variety of approaches to identify potential corporate 
customers, with 79% stating that personal and professional networks were 
among their top three. This strongly indicates the importance of �network 
building� as a tool to enhance corporate sales (read more about this in 
�Accelerators and Capacity Building Programs� below). Notably, only�21% 
of SEs reported that new customers come from responding to RFPs or 
procurement offerings, implying there may be untapped opportunity for 
corporations to be more proactive in including social enterprises in their 
RFP processes, or in considering how RFPs may unintentionally exclude SEs. 

Identifying Corporate Customers

How SEs�Identify Corporate Customers

Survey Results03

Approach Percentage (%)

79%

48%

34%

23%

21%

21%

18%

9%

My personal and 
professional network

Cold calling and / or  
sales outreach

Conferences and 
trade shows

I don�t - my customers 
�nd me

Investor network

RFP / responding to a 
procurement offering

Participation in an 
accelerator program

Working through an 
intermediary organization  

(i.e. Buy Social USA)
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94% 93%
87%

75%
68%
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Respondents reported that having corporate customers 
strengthened their overall businesses in several areas, 
especially in brand recognition and market expansion, 
a key point also made by the entrepreneurs interviewed 
for the case studies. For Kuli Kuli (see page 39), their 
early relationship selling to Whole Foods gave them the 
credibility and experience to sell to other large brands 
in�the U.S. food�industry.

The data also showed that brand recognition, 
market�expansion, and sales and communication 
were�enhanced�for social enterprises with �ve or more 
corporate customers. Having corporate customers had 
the�least impact on strengthening SEs organization 
and�processes.

Growing Stronger Through 
Corporate Partnerships 

Area of Strengthening

Survey Results03

Market  
expansion

Brand 
recognition

Social Impact 
goals

Product 
innovation 
and R&D

Organization 
& processes
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There is growing recognition that corporations must play their part in addressing 
global social and environmental challenges, whether related to COVID response and 
recovery, addressing social and racial injustice and inequality, or the urgency of the 
growing climate crisis. Social enterprises are proactively tackling these issues and 
can help corporations meet their commitments and align with their operations with 
their values..

One indicator of this shift in corporate behavior is the increased focus on the U.N. 
Sustainable Development Goals. There are numerous bene�ts to corporations that 
align their impact with the Sustainable Development Goals (SDGs), documented by 
the U.N. Global Compact and companies such as Ernst & Young. In a 2021 study by 
the World Economic Forum (WEF) of 8,550 companies in the MSCI All Country World 
Index, however, the WEF found that only 38% were aligned with the SDGs and 55% 
were misaligned or neutral. Without both alignment around the goals and concrete 
progress on outcomes by global corporations, achievement of the SDGs will remain 
out of reach. 

Social enterprises are designed with social and environmental purpose at their core, 
and have signi�cant and measurable social impact. In fact, 75% of the SEs surveyed 
tie their impact metrics to the SDGs. Below is a list of the Sustainable Development 
Goals along with the percentage of surveyed social enterprises that focus on that SDG. 

03 Survey Results

Social Enterprises Deliver Concrete 
and�Measurable Progress on Corporate 
Sustainability Targets

2
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03 Survey Results

SDGs Targeted by Respondents

57%

14%

19%

12%

27%

10%

38%

36%

25%

69%

34%

37%

15%

6%

58%

45%

10%

26
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Our survey showed that among the SEs 
that participated, poverty, gender equity, 
and decent work are the top areas of 
focus. This suggests that for corporations 
who see living wages, the dignity of work, 
and the inclusion of women, vulnerable 
people, and the poor as core to their own 
social impact commitments, there can 
be a strong overlap with SE suppliers. 
At the same time, the survey revealed 
that there is a wide range of issues that 
SEs tackle, including disability inclusion, 
environmental sustainability, health, 
nutrition, and access to safe drinking 
water. Corporations can be targeted in 
�nding SE partners or suppliers that align 
with their speci�c social impact goals. 
This then points to the need for impact 
measurement, since beyond alignment 
of values, many corporations seek to 
demonstrate concrete progress on the 
targets and goals they have committed 
to,�and many struggle to do so. 

Social impact measurement is not only 
a critical indicator of SE success, but 
can also provide concrete evidence of 
progress on key corporate social and 
environmental indicators. One-third of 
the surveyed SEs measure their impact 
every year, with more than half measuring 
impact more frequently. Seventy-nine 
percent of the enterprises have a mix of 
quantitative and qualitative evidence 
of their impact, while 36% have third-
party quanti�able evidence (e.g. a 
research�study). 

Corporations can identify social 
enterprise suppliers with complementary 
social impact goals by looking at who is 
served by social enterprises. Ninety-four 
percent of the SEs we surveyed directly 
bene�t vulnerable or marginalized 
populations, with 82% focusing on low-
income populations, and many serving 
rural workers and rural populations. 
Other target bene�ciaries include youth 
(41%), minorities (29%), informal and 
precarious workers (29%), children 
(28%), and people with disabilities 
(24%),�among�others.

Our survey did not investigate awareness 
among corporations regarding how SEs 
can contribute to their sustainability 
goals. Among the case study interviews, 
however, four of the �ve social 
enterprises noted that outside of 
the early phases of developing their 
corporate partnerships, corporations 
rarely asked for ongoing data about 
social impact. This may be a missed 
opportunity for corporations to not 
only fully understand the social impact 
created by their SE suppliers and how 
this ties to their sustainability, inclusivity, 
and social impact goals, but it may 
also impact overall corporate success. 
When�CEOs were asked to rate their most 
important measure of success in 2019, 
Deloitte Consulting LLP found that the 
number one issue they cited was �impact 
on society,� including income inequality, 
diversity, and the environment.

Measuring Impact Serving Target Populations

03 Survey Results
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03 Survey Results

Despite the many successful business 
partnerships between corporations 
and social enterprises, several barriers 
were mentioned repeatedly in the 
survey and case study interviews. 
Seventy-seven percent of social 
enterprises have�challenges related 
to their corporate�partnerships, 
and were asked�to choose from 
the�following�choices: 

1. Agreeing on pricing;  
2. Payment terms and timing;  
3. Order volume;  
4. Overall communication;  
5. Variability of orders;  
6. Agreeing on delivery timing;  
7. Mission alignment;  
8. Product/service quality;  
9. Compliance; and  
10. Management of sub-suppliers.

Agreeing on pricing and payment terms, 
and the time it takes to secure corporate 
contracts, were cited as the top two 
challenges. Very few reported challenges 
relating to product and service quality 
or compliance. Below are details on the 
challenges most widely reported, along 
with solutions to address these barriers. 
We also highlight the potential role 
accelerators, capacity building programs, 
and access to investor support can play 
in driving more corporate and social 
enterprise business partnerships.

Agreeing on pricing is a challenge 
for almost half (47%) of the survey 
respondents, and it was the biggest 
barrier for the 22% of SE respondents 
who set their pricing to provide a living 
wage for employees and producers. 
This challenge is most prevalent in 
artisanal products (64%) and textiles 
(39%) and implies that organizations 
making purchases based primarily 
on price may miss opportunities for 
embedding social and environmental 
impact into their supply chain. This also 
suggests that corporations may need to 
change how purchasing teams in the 
artisanal products and textiles sectors 
are�incentivized if they intend to embed 
social impact into purchasing decisions.

This likely also re�ectre�ects that most 
of the social enterprises in our survey 
focus their impact on those who have 
often been excluded � women, the poor, 
and other vulnerable persons � as core 
to meeting their missions. These people 
may be more dif�cult to reach and may 
also need�more support to develop new 
skills as they enter the formal workforce. 
These�accommodations, designed to 
include the excluded, can sometimes 
translate into higher prices. 

Pricing

Barriers Remain,  
But Are Solvable

3
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�For Azahar, understanding buyers� pricing requirements � and 
making sure we fairly compensate our suppliers is critical. When 
pricing demands are too low for us to meet our�producer income 
goals, we will try to identify a niche supply need (e.g. for a speci�c 
product category), and build�a business relationship based on 
that need. At�the same time, we try our best to convince them to 
work�towards�sustainable pricing in their other product�categories.� 

� Tyler Youngblood, CEO, Azahar Coffee, Colombia.

30
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As noted above, more than half of surveyed SEs stated that cash �ow is not 
a barrier to their corporate partnerships. However, 7% said it was an extreme 
barrier and another 14% noted it as a moderate barrier. Sector�differences were 
quite apparent, with the greatest cash �ow challenges reported by commodity 
food and agriculture suppliers (60%) and artisanal products suppliers (31%). 
SEs�in South Asia tended to have the most challenges overall with cash �ow, 
while the U.K., followed closely by the Netherlands and the U.S., reported 
the least challenges. Many �nancial services (100%) and social services 
(78%)�reported no cash �ow challenges.

Of the surveyed SEs who would take an order twice the size of their normal 
order, 69% would need to make additional investments to ful�ll the order, 
with small enterprises needing to invest at somewhat higher rates than large 
enterprises. Overall, 74% of SE respondents would invest in hiring staff, 51% 
in supplies and inputs, and 41% in improving employee capacity. To �nance 
these investments 29% had the funds already in the bank, 26% would take 
out a loan, and most telling, 30% would seek to get an advance from their 
corporate�customer. 

If more corporations are willing to make advance payments, this will likely 
increase the number of social enterprises able to supply to them. As�noted in 
the case study on Promethean Power, a thermal-energy-powered agriculture 
technology company in India, corporations can also bene�t by making advance 
payments and may be able to negotiate lower prices in exchange for pre-�nancing. 
Beyond payment terms, grants and loans may also be needed to help some 
companies take on new growth opportunities that come with corporate 
contracts. Business development support in areas like marketing, product 
development, and operations can also complement �nancial support. 

Cash Flow and Increasing Production

03 Survey Results
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Twenty-three percent of SEs noted communication � 
clarity and frequency � to be a challenge in working with 
their corporate customers. Some SEs pointed to the costs 
they incur when corporate customers ask for multiple 
proposals or prototypes without providing clarity on 
timing�and decision-making criteria. 

SEs are often thinly resourced so understanding processes 
and timelines early on would help them better allocate 
resources and/or negotiate with customers. Having a single 
point of contact within a corporation could also help social 
enterprises more easily get the information they need and 
solve problems more quickly.

Managing Communication and  
Lead Times With Corporate Customers

03 Survey Results

�Before starting a negotiation with corporations, 
we make sure that they have a true interest in 
supporting social entrepreneurs to grow and enter 
into win-win deals, where both parties bene�t and 
that they are aware of�our�effort and interest in 
continuous improvement,�

� Valery Zevallos, CEO, Ethical Textile S.A.C, Peru

32
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�Small businesses are fairly straightforward. The complexity 
and hurdles come when working with larger corporates who 
are policy and rules rich. By working together in partnership, 
we can develop solutions that create long-term sustainable 
impact for both producers and buyers,�

� Nick Salter, Co Founder, Aduna Ingredients, U.K.

33
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One clear path for SEs to overcome the 
barriers cited above is participation 
in accelerators and capacity building 
programs. A majority of the survey 
respondents (58%) participated in a social 
enterprise impact accelerator prior to 
securing their �rst corporate customer, 
with 91% �nding participation important 
to their corporate-readiness. Seventy-
nine percent of SEs surveyed noted that 
partnering leads came through connections 
and accelerators and can be very valuable 
in building networks, especially if this is a 
particular emphasis of the program. 

As further detailed in the case study, 
Green Mining, a waste management social 
enterprise in Brazil, credits AB InBev�s 
100+ Accelerator Program with �moving 
their idea from paper to implementation� 
and �nding their �rst corporate customer. 
Launched in 2018 by AB InBev, the 100+ 
Accelerator initially focused on meeting AB 
InBev�s aggressive sustainability goals and 
their realization that they needed outside 
experience, technology, and innovation to 
do so. In its �rst two years, the program 
has accelerated 36 companies in 16 
countries. In 2021, the Coca-Cola Company, 
Colgate-Palmolive Company, and Unilever 
joined the 100+ Accelerator. In addition 
to funding, these corporations provide 
hands-on support to startups by assigning 
dedicated teams to help test their solutions 
in a large global supply chain. Finding early 
opportunities to test is of immense bene�t 
to making sure the product or service

works and that it meets the needs of 
potential corporate customers. 

Accelerators like AB InBev�s 100+ play an 
increasingly important role in building the 
ecosystem of social enterprises that are 
ready to sell to corporations. While each 
accelerator may differ in its objectives 
and who it targets, evidence in the GALI 
report points to the importance of tailored 
support, peer learning, and localization of 
service models as key factors for success. 
Interestingly, only 18% of those surveyed 
indicated that accelerators were in their 
top sources for corporate customer leads, 
which may imply that social enterprise 
accelerators need to more�strongly 
emphasize network building�in 
their�programming.

In addition to supporting social 
enterprises�through accelerators, 
corporations can engage social enterprises 
directly. IKEA, for instance, concentrates 
their social impact efforts through 
IKEA�Social�Entrepreneurship, which 
contributes to positive social impact 
with a focus on inclusion, equality and 
livelihoods. By�sourcing from companies 
like the Jordan River Foundation (see case 
study) and other social enterprises, IKEA 
creates livelihoods for marginalized groups 
and women in vulnerable communities, 
while creating products for IKEA. IKEA 
assists these enterprises directly with 
know-how around planning, scale, and 
compliance with IKEA standards. 

The Role of Accelerators and 
Capacity Building Programs

03 Survey Results
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While cash �ow was not a major barrier for most SEs surveyed, 
responses to the survey did show that , alongside corporate 
customers, investors play a key role for many social enterprises 
in�supporting their business growth and overcoming the challenges 
faced by startups. In addition to providing funding, investors serve 
as mentors and board members, and often have strong networks 
to tap into. Thirty-nine percent of the SEs in our survey received 
outside investment, with 65% of these SEs raising over $250,000 
and�17% raising over $2 million.

Inclusively, a social enterprise pro�led in the case studies, has 
attracted investment from traditional venture capital �rms as 
well as from impact investors. Having investors with differing 
backgrounds and networks has helped Inclusively in their mission 
to increase economic equality for people who are disabled by 
strengthening Inclusively�s contacts both among corporations 
committed to inclusive hiring practices and within other mission-
based organizations that support differently-abled job seekers.

To build a name in the market it is important to have people or 
organizations that already have a good reputation to vouch for you. 
Our investor network played an important role in landing our �rst big 
corporate customers, which in turn began to build our own credibility. 
Thereafter potential deals started rolling in. 

� Elina Bazinas, Head of Business Development/Partner, 100 Mentors, 
Greece

Kellogg�s chose to support social enterprises with access to capital 
through their venture investment arm, eighteen94, launched to 
invest in companies �pursuing next-generation innovation� to 
give Kellogg�s access to �cutting edge ideas and trends.� Kuli Kuli 
(see further details in case study) was eighteen94�s �rst investee, 
and their funding enabled Kuli Kuli to bring moringa products 
to a much wider audience and triple its distribution to 6,000 
stores�nationwide.

Access to Capital

Survey Results03
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The data that emerged from this 
unprecedented study con�rmed what 
many enterprises and corporations are 
already experiencing � that there is an 
untapped opportunity for corporations 
and social enterprises to work together 
to�achieve both business and social 
impact�goals. It also revealed rich details 
about the ways that social enterprises 
have positioned themselves to serve 
as valued suppliers and the ways they 
are delivering large scale and concrete 
social�impact. 

The following case studies explore 
the themes seen in our survey data 
in�greater depth, and underscore 
both�the opportunities and challenges 
faced by social enterprises working 
with�corporations.

Summary:  
The Untapped 
Opportunity

Survey Results03
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Case Studies

Kuli Kuli

Inclusively

Green Mining

Promethean Power

Jordan River 
Foundation

01

04

02

05

03

A sustainable superfood 
snack company selling to 
Whole Foods and other 
large retailers.

A technology-centred 
inclusion solution and 
employment platform 
for job seekers with 
disabilities.

A Brazilian waste 
management company 
helping AB InBev achieve 
their circular packaging 
goals. 

Energy storage systems 
enabling a cold chain 
for dairy in developing 
countries.

A social enterprise 
producing handicrafts 
made speci�cally for IKEA 
Range and Supply.

04
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The following case studies share the stories of �ve enterprises 
that have navigated the journey of selling to corporate customers. 
The case studies detail how these enterprises have been�creative 
in addressing the needs of their corporate customers,�and�how 
the corporations have supported or accompanied their�growth 
and scale. When paired with the survey insights,�these�case 
studies show diverse pathways to navigating corporate�business 
partnerships, as well as these partnerships� unique�ability 
to deliver�against corporate business, impact, and 
sustainability�goals.

04 Case Studies

Diving Deeper



Kuli Kuli
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Case Studies04

Improving Nutrition, Building 
a�Business, &�Sustaining Farmers
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04 Case Studies

As a Peace Corps volunteer in Niger, working with rural farmers, Lisa Curtis 
discovered moringa and its unique nutritional properties. Today, as CEO 
and Founder of Kuli Kuli, she continues to improve health, livelihoods, and 
environmental sustainability by selling moringa-based snacks and drink 
powders in over 11,000 stores across the U.S. Kuli Kuli sources primarily 
from women smallholder farmers in 13 countries, collaborating closely 
with them to enhance soil quality, harvesting practices, and processing 
procedures to ensure quality. By providing ongoing technical assistance 
and guaranteeing purchase at above-market prices, Kuli Kuli unlocks the 
power of the U.S. market for thousands of low-income farmers around the 
world, and also promotes local consumption in the communities where 
moringa is grown. To date, Kuli Kuli has planted over 24.6 million moringa 
trees and partnered with over 3,200 farmers, providing more than $5.2 
million in income to small family farms. Also, Kuli Kuli�s Pure Moringa 
line�uses pouches made from recycled materials, saving the equivalent 
of�an estimated 40,000 plastic bottles per year.

Executives at Whole Foods were introduced to Curtis through one of 
her advisors, and immediately saw the potential in Kuli Kuli�s approach. 
They�worked together to develop and introduce the Moringa Wellness Shot. 
Whole Foods helped Kuli Kuli with market and product advice and �avor 
testing and, in exchange for a short period of sales exclusivity, offered Kuli 
Kuli �nancing to produce their �rst products, waiving some of�their typical 
promotional fees. 

Nutrition 
with 
Impact



Ex
ec

u
ti

ve
 S

u
m

m
ar

y
In

tr
od

u
ct

io
n

C
on

cl
u

si
on

Li
st

 o
f 

10
0

Su
rv

ey
 R

es
u

lt
s

C
as

e 
St

u
d

ie
s

41

�We would not be where 
we are today without 
our corporate partners,�

Kellogg�s was the next big company that 
helped Kuli Kuli grow and led their Series 
A investment. Even though Kellogg�s 
does not currently use moringa in their 
own products, their Venture Funds 
Managing Director Simon Burton said, 
�There�s a lot of potential here, whether 
it�s the nutrition or the superfood angle, 
for moringa and Kuli Kuli to scale. 
We�re�seeing trends that look like what 
we saw with quinoa ten years ago.� 
In�one of their �rst meetings together, 
the Kellogg�s CEO spent over an hour 
with Kuli Kuli to learn from them and to 
share the importance to Kellogg�s of food 
sustainability, supply chain transparency, 
and plant-based foods. Kellogg�s was 
also instrumental in introducing Kuli 
Kuli to several large buyers, and helped 
prepare the Kuli Kuli team for negotiating 
pricing and store placement terms with 
them. Kellogg�s also has a business group 
focused solely on product promotion that 
advises Kuli Kuli as needed. According to 
Burton, Kuli Kuli �has served as a model 
for how large companies can partner 
with startups to the bene�t of both.�

Kuli Kuli�s most valued relationships 
have been with large corporations 
like Whole Foods, Kellogg�s, Walmart, 
and CVS, who want to introduce 
sustainable products into their 
supply chains. They�realize not only 
the bene�t to their sales, but also the 
value of media attention, the positive 
impact of sustainability and supply 
chain transparency, and alignment of 
purpose with employees and future 
hires. These�large companies also 
have thousands of retail outlets and 
can easily take products nationwide 
as Whole Foods did in Kuli Kuli�s 
early days, moving almost overnight 
from carrying their products in just 
dozens of stores to over 2,500 Whole 
Foods stores around the�country.

Not only is moringa a storehouse of 
nutrients and an income generator, 
it can also play a role in combating 
climate�change. The moringa tree 
captures carbon at a rate 20 times 
higher than typical vegetation. 
Moringa�is also drought resistant, 
helps�prevent soil erosion, and the 
seeds�can�be used to purify water. 

Lisa Curtis, CEO and Founder, 
Kuli Kuli.

04 Case Studies
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Kuli Kuli�s network played a critical role in their success. Their introduction to 
Whole�Foods came via an advisor, a pitch presentation at a Food Association event 
led to conversations with Kellogg�s whose investment made it easier to raise Series B 
funding, and both of these opportunities led to future introductions to Walmart and 
CVS. Most importantly, though, Kuli Kuli�s products generated media and consumers 
responded to the product, leading to strong sales.

Kuli Kuli has invested heavily in developing transparent supply chains along with 
proprietary processing methods to ensure the moringa powder they produce is of 
the highest quality. Younger consumers, especially Gen-Zers and Millennials, favor 
products that are environmentally sustainable and, like Kuli Kuli�s offerings, are Fair 
Trade Certi�ed. The consumer products companies they sell to bene�t from this 
transparency both in attracting new consumers and by ensuring that their supply 
chain is free of child or forced labor.

Kuli Kuli has remained committed to their mission and repeatedly emphasized 
this to their funders, even converting from a C-Corp (an incorporating structure 
that generally requires prioritizing shareholder value and pro�t maximization) 
to�a Bene�t Corporation (an incorporating structure that requires consideration 
of�the social and environmental impact of their decisions on workers, customers, 
the�environment, and communities as much as shareholders) at the beginning 
of their fundraising journey. This decision caused some potential investors, who 
were most interested in pro�t maximization, to drop out, but Kellogg�s, who 
sensed a potential whole new product category and pathway to move deeper 
into�nutritious�foods, stayed with them.

The Path to Success

04 Case Studies
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Though Kuli Kuli has raised over $10 million in investment funds they 
saw little interest from the impact investment community until Kuli Kuli 
revenues surpassed $1 million. Many potential impact investors shied away, 
expressing concerns that Kuli Kuli had no physical operations where they 
sourced. They were also generally uncomfortable investing in an early-
stage start up. Kuli Kuli�s last investment round was led by Grif�th Foods, 
a�purpose-driven company with a clear triple bottom line commitment. 
Grif�th also has a strong team of food scientists and chefs that have 
helped Kuli Kuli further re�ne their products.

While many corporations do prioritize purchasing from women-owned 
�rms, Curtis noted that they often passed Kuli Kuli by. As Curtis has taken 
on�new investors � many of whom are male � and shared equity with 
them, Kuli Kuli is no longer majority owned by women, although it is still 
women-led. This de�nition of equity by ownership causes some buyers to 
miss the opportunity to partner with this pioneering women-founded and 
run enterprise that also sources primarily from women-owned farms.

Ongoing Challenges

04 Case Studies
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Kuli Kuli has brought a new niche 
product�to market, creating revenue for 
their corporate partners, and sustainable 
livelihoods for their suppliers, delivering 
meaningful and measurable social impact. 
They are a strong example of how a 
very small social enterprise can create 
traction with a new product category, 
and experience phenomenal growth by 
partnering with large corporations. In fact, 
in 2018, Kuli Kuli, shortly after receiving 
investment from Kellogg�s, was named by 
Inc. as one the fastest-growing food and 
beverage businesses, posting three-year 
growth of 820% and generating revenue 
of�$4.5 million in 2018.

Kuli Kuli�s market growth went hand in 
hand with their credibility growth, and once 
they landed a major deal with Whole Foods, 
Kellogg�s saw their potential and connected 
Kuli Kuli to Walmart, CVS, and other large 
retailers, �nally leading to additional

investment both by Kellogg�s and 
Grif�th�Foods. 

For corporations looking for deep impact 
through food and agriculture sourcing, 
Kuli Kuli and other SEs in this sector can 
offer signi�cant value through premium 
products that center their success on the 
livelihoods of smallholder farmers and 
producers, often based in low-income 
countries. Specialty cocoa, coffee, and a 
growing number of products like coconut 
and palm oil can be sourced in ways that 
transform lives, and social enterprises are 
at the forefront of this effort. The example 
of Kuli Kuli and the many specialty 
food companies identi�ed in the list of 
100 Corporate-Ready Social Enterprises 
demonstrate the ways that corporations 
and social enterprises can make food 
and agriculture a driver of impact, 
sustainability, and pro�t.

Key Takeaways

04 Case Studies

�I think if you had told me three years ago that our 
biggest investor and best supporter is going to be the 
maker of Pop-Tarts, I�d say, �You�re crazy. Why would they 
invest in us?� We found them to be unbelievably helpful, 
mission-driven� They really care about what we�re doing 
and go above and beyond constantly to help us make 
it�happen. They�ve been so great to work with,� 

� Lisa Curtis, CEO and Founder, Kuli Kuli.
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Case Studies04

Green Mining

Bringing Post Consumer 
Packaging and Traceability Into 

Corporate Supply Chains
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As a consultant on waste disposal engineering in Brazil, Rodrigo Oliveira had a growing 
sense of worry. Over and over he saw municipal recycling programs recycling only 2% 
of their waste, and land�lls reaching capacity. The only recycling seemed to be done 
informally as trash pickers with no other options rummaged through garbage piles 
to��nd anything that could be resold.

Rodrigo was familiar with urban mining � the recovery of raw materials from spent 
products, buildings, and waste � and set out to apply this in Brazil. Not only does urban 
mining help reduce the mountains of waste and rampant pollution of the land, it is also an 
environmentally friendly way of acquiring rare and expensive raw materials that would 
normally have to be mined. Rodrigo, along with his co-founders Adriano Leite and Leandro 
Metropolo, Green Mining was built to ef�ciently retrieve post-consumer packaging and 
bring it back into the production cycle while offering digni�ed employment to former 
waste pickers.

Trash or 
Treasure

04 Case Studies
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�We�ve been able to show that it was possible to introduce 
sustainable operations in the core business, be affordable, 
and reduce production costs,�

48

04 Case Studies

Rodrigo Oliveira, CEO and Co-founder, Green Mining.
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Around the same time, AB InBev, the 
world�s largest beer brewer by both 
volume and revenue, announced 
their increasing commitment to 
environmental and social impact and 
transparency across their value chain. 
In 2018 they launched a sustainability 
accelerator for startups focused on 
solving the challenges that will help AB 
InBev achieve their 2025 sustainability 
goals, including the promise to sell 
100% of their product in packaging that 
is returnable or made from majority 
recycled content. 

Green Mining was selected as one of the 
accelerator�s startups and just happened 
to be near one of ABI�s four global glass 
factories. Green Mining�s Intelligent 
Reverse Logistics software uses sales 
data�to locate areas where signi�cant 
post-consumer waste � such as beer 
bottles � is being generated (typically 
areas with a high density of bars and 
restaurants). Depending on volume, they 
next set up a collection hub and employ 
waste collectors to bring the waste to 
the�hub, that was sorted at the source. 
�As the system tracks every movement

from the bar to the recycling plant, we 
are able to [certify] this reverse logistic 
supported by blockchain technology 
and with end-to-end compliance,� 
Rodrigo�explains. 

Green Mining has enabled AB InBev to 
achieve their circular packaging goals, 
increase transparency in their supply 
chain, and demonstrate compliance 
with�Brazil�s environmental regulations. 
For Green Mining, piloting with AB InBev 
through the accelerator allowed the 
founding trio�s idea to �be taken [off] 
of the paper and become real,� Rodrigo 
says. �We�ve been able to show that it 
was possible to introduce sustainable 
operations in the core business, be 
affordable, and reduce production costs.�

From their �rst pilot in 2018 with AB 
InBev, until the time of this writing, 
Green Mining has collected over 2 
million kilograms of trash for reuse and 
kept 330,000 kilograms of CO2 from 
being emitted into�the atmosphere. 
They�currently serve�over two dozen 
corporate clients with operations in Brazil, 
and are exploring expansion into Europe.

04 Case Studies
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�If you want to sell to corporations, 
indeed to any customer, you have to 
understand their pain and offer a long-
term solution. You have two ears and 
only one mouth, so be sure to listen 
twice as much as you speak.�  
Rodrigo Oliveira, CEO, Green Mining

Green Mining�s success in working with 
corporations was no accident, and was 
instead the product of their carefully 
honed capabilities and strategic value 
to corporations. 

Before becoming an environmental 
consultant, Rodrigo worked for 
several large consumer products 
�rms including Natura and Unilever, 
and deeply understood not only the 
challenges of managing waste, but 
also the constraints and decision-
making processes of potential clients. 
Many�social enterprises are founded by 
or build talent by attracting seasoned 
corporate employees that can navigate 
between larger companies and smaller, 
more entrepreneurial social�enterprises.

Attending the AB InBev accelerator 
program (100+ Accelerator) was 
critical in moving from a startup 
with great ideas to pilot testing 
and commercial launch. The 100+ 
Accelerator offered funding, skill 
development, and deep engagement 
by ABInBev staff collaborating to 
assist and become their �rst paying 
customer.�This�relationship continues 
to be strong, and as testament AB 
InBev continues to meet their service 
purchasing commitment and ensure 
that none of Green Mining�s employees 
� many former waste pickers � lose 
their jobs, despite the slowdown in 
recyclables supply caused�by the 
COVID-19 pandemic.

The impact of Green Mining�s 
operations both on waste and 
livelihoods is � like 75% of survey 
respondents � tied to the Sustainable 
Development Goals (SDGs). 
Green�Mining, like half of our survey 
respondents, tracks their impact 
against the SDGs more than once 
a year. The focus on social impact 
and supply chain transparency is 
of growing importance to business 
leaders, especially in the face of 
evidence that the informal waste 
sector often includes children.

Industry Expertise

Corporate AccelerationThe Path to Success

Social Impact

04 Case Studies
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Green Mining�s biggest challenges relate to growing 
the market for urban mining as many corporations are 
unaware of the bene�ts of urban mining and recyclables 
and the human toll of waste picking. Green Mining�takes 
a three pronged approach to raising awareness 
among�corporations: 

1. Getting corporate commitment to using easily 
recyclable materials; 

2. Highlighting the legal and reputational risks 
inherent�in non-traceable materials; and 

3. Ensuring that Green Mining�s offerings increase 
supply�chain ef�ciencies and meet their clients� needs.

Much of Brazil�s recycling industry relies not only on 
waste pickers, but also on a series of middlemen that 
cut into the earnings of the pickers. By working directly 
with corporations, Green Mining shortens the recovery 
chain, ensures that it is transparent, and provides a 
much higher salary to the waste pickers that work 
for them. Although formalizing waste collection may 
actually decrease jobs in the informal sector, there are 
strong humanitarian and risk-reduction pressures for 
corporations to do their part to assure they avoid child 
labor within their supply chains and improve economic 
opportunity in low-income communities.

Green Mining�s most successful engagements have 
been with companies that are publicly committed to 
sustainable production with CEO-led mandates to use 
recyclables wherever possible. As more large companies 
are held accountable for the waste streams that 
their products and packaging can create, companies 
like Green�Mining that address waste, transparency, 
and social impact for local communities offer a 
compelling�and timely solution. 

Ongoing Challenges

Key Takeaways

04 Case Studies
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Case Studies04

Jordan River Foundation

Empowering the Vulnerable 
Through�Scale and Ef�ciency
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What began as peaceful protests in Syria in 2011 quickly escalated into a deadly con�ict 
and a refugee crisis in neighboring countries. Jordan has been a prime destination for 
resettlement, with refugees and internally displaced persons making up more than 30% 
of its population. The Jordan River Foundation (JRF), a local nonpro�t, in partnership with 
IKEA, has been integrating hundreds of refugees into the economy via JRF�s production 
of�handicrafts made speci�cally for IKEA.

IKEA investigated several potential suppliers in Jordan before deciding on JRF, which had 
all the prerequisites: an already established business, funds to invest in capacity building, 
a strong desire to grow, and a track record of creating economic opportunity for local 
women and refugees. In addition to these foundations, JRF also had a strong monitoring 
and evaluation team rigorously tracking their social impact. With IKEA and JRF aligned 
in their focus on economic empowerment of vulnerable women, their businesses were 
able to bene�t. IKEA found a reliable supplier that brings new ideas and designs to the 
market, while JRF found a partner that �ts their business model and expansion plans.

Empowering 
Refugees

04 Case Studies
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�Work is a key driver for integration into society. 
With this initiative, we play an important role 
in equipping and qualifying refugees to get a 
job and build their own connections in local 
communities. Collaborating with refugees 
brings new skills, diversity, and different 
perspectives to our business,� 

� Tolga Oncu, IKEA Retail Operations Manager.

04 Case Studies



56

04 Case Studies









60

Case Studies04

Inclusively

Finding an Untapped  
Talent Pool
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Case Studies04

Promethean Power

Solving a Supply Chain Challenge 
and Delivering Social Impact
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What will it take to accelerate 
a movement that has so much 
potential�for�transformation?
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Corporate Framework

Compelling Solution/Offer

Supply/Demand 
Management

Capital Capabilities 
and Skills

�	 Agility to build and meet 
supply and demand and 
grow customer value 

�	 Effective supply, robust 
supplier base and ability to 
scale 

�	 Understanding of unit 
economics 

�	 Effective distribution and 
ability to export products

�	 Access to �nancial capital, 
cash �ow and working 
capital to meet and scale 
demand

�	 Access to relationship 
building opportunities and 
networks to build visibility 

�	 Core business capabilities 
particularly with Corporate 
procurement processes 

�	 Ability to innovate and 
customize on a recurring 
basis 

�	 Appropriate infrastructure, 
people, processes 
(performance metrics, 
quality standards, 
certi�cations and 
compliance measures) and 
technology 

1 2 3 4

Quality product/service 
with proven social 
impact 

Strategy, plan and 
business model with 
substantiated social 
impact

Strong, inclusive 
governance &leadership

Can �nd mutual value 
and align incentives 
with a corporate 
partner
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