Gender Equality and Social Enterprise: Inputs for PLEDDG Staff and Partners
Purpose: This note is intended to help PLEDDG staff and partners understand and make the links between gender equality issues and social enterprises.

What is the difference between traditional entrepreneurship and social enterprises?
The definition of social enterprise can vary from country to country, situation to situation. However, here is one definition:
A social enterprise is a company that sells products or services on the market. However, unlike a traditional business, a social enterprise has a specific social mission, and a portion of its revenue is reinvested in its mission. The purpose of a social enterprise is thus not to gain a return on capital, but to produce a social impact. Social enterprises are often characterised by high levels of innovation and by participatory transparent and collaborative governance based on solidarity and reciprocity.
 
What are the gender equality issues in social enterprises?
Many of the gender equality issues identified for women entrepreneurs are also valid when looking at social enterprises; however, there are other key issues. 

· Many social entrepreneur frameworks do not adopt a gender-aware perspective. Many of the people thinking and writing about social entrepreneurship do not take gender issues into account nor are they automatically ‘gender-aware.’ So raising gender equality issues may be new to social entrepreneurs and there may be many questions regarding why this is a relevant issue.
· Data on women-led social enterprises continues to be a problem.  Not all agencies collect and analyze data by sex.

· There is a global tendency for women to be active in higher numbers in social enterprises than they are in traditional small enterprises. There are elements of the social enterprise framework that appeals to women and makes it more attractive for them to get involved.  
· Research indicates that there are major differences between social enterprises led by women and men:

· “Men tend to do more research identifying business opportunities, are more likely to start a business with profits in mind, and have higher expectations for their business in terms of money, size and rate of growth. Thinking big and embracing risk is more common amongst male entrepreneurs.” 

· “Women often launch businesses to gain a better balance in their work and family life: wealth is not the primary focus or driver. Women tend to prefer lower risk opportunities, sticking with smaller returns, fewer employees and a more geographically localised customer base. Despite more limited growth trajectories, female owners are more likely to earn positive revenues and offer employees family-friendly benefits, such as flexi-hours, job sharing and remote working.” 

· Research indicates that women-led ventures seem to be more likely to open up new markets. Women-led enterprises often provide a new service or develop a product that has not been seen previously.  Some consider women social entrepreneurs to be ‘lead innovators’. 

· There is some evidence that women entrepreneurs have a more participatory and collaborative management style.

· Many women social entrepreneurs explicitly identify women’s rights and empowerment and key goals of their venture. One study noted that 90% of women social entrepreneurs interviewed felt that their experience with social entrepreneurship had empowered them or is empowering them as women.
· European research indicates that women tend to start social enterprises to fill an unmet need in their community.

· Women face particular barriers (generally not faced by men) when starting a social enterprise.  Many of these are similar to the barriers faced by women entrepreneurs in general:  access to finance, cumbersome bureaucracy, shortage of time (given family responsibilities), lack of skills and preparation, poor understanding of the concept of social enterprise, and lack of confidence. As well women may run into negative stereotypes that cast entrepreneurship in general as a typical ‘male’ activity.

· Additional gender equality issues in social enterprises include:

· Opportunities for market expansion by focusing on female consumers/client.  Products and supports for women are a potential growth area. However, a key will be designing these products and services with women, not just for them (ie ensure participation and consultation with clients/consumers in the design phase).

· Social enterprises have the potential to create decent employment for women (including women who may be difficult to employ because of age, ability/disability or other factors).

It is important that programmes to support social enterprises take these differences into account.  In order to support women running social enterprises, support programmes must be tailored to their needs and preferences.  Generic programmes that assume that all social enterprises are the same, may fail to support women-led social enterprises.

What can PLEDDG partners do?

· Avoid stereotypes: Programmes for social entrepreneurs should encourage women to go beyond traditional view of suitable work for women. Non-traditional options (often in sectors with greater potential for growth) should be promoted for women. 

· Support improved financing options: Accessing credit is often an issue for women social entrepreneurs.  Therefore increasing the options (including financial products aimed specifically at women entrepreneurs), may be useful.
· Offer care supports: Recognize the family responsibilities of women wanting to start or expand social enterprises and provide support (child care, elder care, flexibility, etc.)
· Promote the visibility of social entrepreneurs in general and women-led social enterprises in particular: Given that social enterprise is a new concept for Ukraine, it can benefit from publicity and attention.  Partners can profile women-led social enterprises in the media and business support materials.  Promotional materials should include images of women and men of different ages.
· Support the development of business plans: Provide training, coaching and mentoring in the development of business plans.  Women often need particular assistance in this stage of business development. It is important to help women establish the financial viability of their enterprise.  They may have a tendency to avoid paying themselves a living wage, yet this is essential for the sustainability of their venture.
· Include confidence-building in training programmes:  Women often lack confidence to start and expand a social enterprise, so it is useful to include this type of support.  This can include coaching or more formal training opportunities.
· Develop ways to measure and report on social impact: Social entrepreneurs, by definition, want to do more than make a profit.  They want to contribute to community or society or address a social issue.  It is important that they can report on what changes they are contributing to.  This may be easier to do in collaboration with others.
· Work with others to change social attitudes: Women’s organizations, media and schools may be useful partners in campaigns to address negative social attitudes regarding stereotypical images of women (and men). 
· Connect women to other women building social entrepreneurs: Networking, mentoring programmes and women’s associations are important mechanisms that enable women to learn from other women (sharing common experiences) and develop new skills.
	Examples of Women-Led Social Enterprises in Europe

Women for Election (Ireland) – supports women running for public office.

Children Rights Agency (Sweden) – provides help and support for children, including legal help and counselling.

Ruby Cup (Sweden) – provides menstrual cups to girls in Africa.

Maria’s World Foundation (Bulgaria) – for people with mental disabilities.

Constant et Zoe (France) – designs and sells practical clothing for people with disabilities.

L’Effet Papillon (France) – provides women diagnosed with cancer non-medical support services.

Sound Advice (Ireland) – provides information and support (information on technologies and digital tools) to parents of children with hearing loss.

Karizma Kids (UK) – app that teaches kids about emotional intelligence.

Leka (Sweden) – creates robotic toys to help autistic children.
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