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Case Study: 
Realise Futures
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Existence of diaspora

Access to trade finance/credit insurance

Extent of competition in overseas market

Production/sourcing capabilities to meet demand

Availability of export information and support

Cashflow and payment risk

Size of overseas market for product or service

Cultural motivations

Language issues

Know-how/skills

Financial resources and access to finance to expand

Ease of finding customers, agents and/or distributors

Identified social need

Good fit with mission/social purpose

Critical Very Influential Influential Slightly Influential Not Influential

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Part of an international supply chain

Product/Service unsuited to UK market

Proximity to other exporters/importers

International links through membership organisation

Part of an international business/group

Family/Friends links overseas

Foreign language skills

International links through social media

Chance enquiry

Product/Service developed for international market

Links between local and overseas communities

Specific funding opportunity

Specific policy/incentive in another country

Previous work abroad

Further social aims/ social purpose

Collaboration with overseas partners

Critical Very Influential Influential Slightly Influential Not influential
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Social Enterprises All Businesses
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

High Impact Some Impact Slight Impact No Impact

Unsure of extent to which social enterprise exists

Difficult to attract skilled/experienced non-execs

Unsure about appropriate cultural awareness

Lack of appropriate managerial skills/experience

Lack of marketing expertise

Understanding/awareness of social enterprise in general public

Lack of access to/poor advice/business support

Lack of financial expertise

Economic climate/recession

Prohibitive commissioning/procurement processes

Understanding/awareness of social enterprise in support agencies

Regulatory/legal issues

Understanding/awareness of social enterprise in government

Difficulties in accessing markets / finding customers

Time pressures

Cash flow

Access to finance

Access to local networks

Our survey asked social enterprises what challenges they faced 
that impacted on their ability to export.  

There was a wide range of responses, with all factors affecting at least 
50% of respondents to some extent, and little correlation between high 
impact and low impact factors.  Access to local networks is the biggest 
challenge, with 45% of respondents stating that it impacted highly on 
their ability to export, whilst access to finance came second, being 
selected by 35% of respondents.   
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Case Study: 
Young Advisors
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This export research was funded by the British Council and 
delivered in partnership with Social Enterprise UK.   

ABOUT THE BRITISH 
COUNCIL
The British Council is the UK’s international organisation for 
cultural relations and educational opportunities. We create 
international opportunities for the people of the UK and other 
countries and build trust between them worldwide.

Our Global Social Enterprise programme supports the 
development of social enterprise and social investment in 
the UK and around the world to help build a more inclusive, 
sustainable and prosperous future for all.

Launched in 2009 and currently run in 24 countries, 
the programme provides aspiring and practising social 
entrepreneurs with skills training, consultancy and access 
to funding opportunities. 

The programme delivers a range of initiatives designed to 
showcase UK best practice and innovation in the sector. 
These support leaders to create ecosystems in which 
social enterprise and social investment can thrive and build 
connections across borders between social entrepreneurs, 
intermediary organisations, investors and policy makers.

Find out more at  
www.britishcouncil.org/society/social-enterprise 

ABOUT SOCIAL  
ENTERPRISE UK
Social Enterprise UK is the national body for social enterprise.  
With and for its members, SEUK runs campaigns, carries out 
research, seeks to influence policy, builds networks between 
social enterprises, brokers business opportunities and raises 
the profile of social enterprises and the movement as a whole.

SEUK’s international work has included:

· �Designing, hosting and organising delegations from politicians, 
decision-makers and leading practitioners from across the 
world to share with and learn from the UK

· �Helping steer the direction of the Social Enterprise 
World Forum

· �Providing insight and expertise through our role on the 
European Commission’s Expert Group on Social Business

· �Undertaking bespoke consultancy to individual organisations, 
including similar national organisations around the world

· �Licensing our own products and initiatives (like Buy Social) to 
partners in different countries

· Connecting individual social enterprises to international peers

Social Enterprise UK believe that social enterprise is our best 
chance of creating a fairer world and protecting the planet.

Find out more at www.socialenterprise.org.uk
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