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Executive summary
This paper provides a comprehensive examination of The Big Issue's social impact, a well-known UK-based social company that empowers homeless people through magazine sales. Using the Social Audit Network (SAN) methodology, the report investigates the organization's objectives, stakeholder interactions, and social value creation. The study investigates how The Big Issue not only gives urgent financial assistance to homeless people, but also promotes skill development, social inclusion, and long-term societal transformation. The report emphasises the integration of The Big Issue with sustainable development goals by incorporating major insights from social entrepreneurship literature and corporate social responsibility. The conclusion includes insights into the effectiveness of The Big Issue's social efforts, as well as ideas for future impact enhancement.




Background of The Big Issue
The Big Issue is an innovative social enterprise founded in 1991 by John Bird and Gordon Roddick in the United Kingdom. The organisation was established to address the rising population of homeless individuals and seeks to combat poverty through a self-help methodology (Defourny & Nyssens, 2010). The Big Issue empowers homeless individuals by offering them the chance to make a genuine income through the sale of a professionally produced magazine, thereby fostering dignity and self-reliance.
Objective of the Report
This paper aims to evaluate the social impact of The Big Issue utilising the Social Audit Network (SAN) architecture. The study aims to evaluate the effectiveness of The Big Issue's programs in fulfilling its social objectives by carefully analysing inputs, activities, outputs, outcomes, and impacts. The analysis is based on pertinent theories and literature regarding social enterprises, corporate social responsibility, and sustainable development.
Goals of The Big Issue
Mission and Vision
The principal objective of The Big Issue is to provide homeless and precariously housed individuals the chance to generate a lawful income, thus tackling the fundamental causes of homelessness (Defourny & Nyssens, 2010). The organisation adheres to the principle of offering "a hand up, not a handout," highlighting empowerment and self-sufficiency (Zimmerman, 2000). The vision encompasses the establishment of a world devoid of poverty and social isolation, where all individuals possess the chance to contribute significantly to society.
Conformity with Sustainable Development Goals
The aims of The Big Issue correspond with multiple United Nations Sustainable Development Goals (SDGs), specifically:
· SDG 1: No Poverty
· SDG 8: Decent Work and Economic Growth
· SDG 10: Reduced Inequalities
The Big Issue promotes sustainable economic growth and social inclusion by enabling income production and skill development for marginalised individuals (Brundtland Commission, 1987).
Analysis of Stakeholders
Stakeholder Identification
Comprehending stakeholders is essential for evaluating social impact (Freeman, 1984). The stakeholders of The Big Issue comprise:
· Individuals Experiencing Homelessness and Housing Insecurity: The principal recipients who acquire income, skills, and social integration.
· Customers/Readers: Individuals who buy the magazine and endorse its social objective.
· Employees and Volunteers: Individuals who assist in operations and provide support to suppliers.
· Community and Society at Large: The whole populace that gains from less homelessness and enhanced social cohesion.
· Partners and Sponsors: Entities that offer financial, strategic, or in-kind assistance.
· Government and policymakers: Entities impacted by The Big Issue's advocacy initiatives.
Needs and Expectations of Stakeholders
· Vendors: Require options for revenue generation, skill enhancement, and support services.
· Customers: Anticipate high-quality information and the assurance that their purchase contributes to a social cause.
· Employees and volunteers: Pursue significant work and the opportunity to effectuate a beneficial influence.
· Community/Society: Aspiration for diminished homelessness and improved social wellbeing.
· Partners/Sponsors: Anticipate beneficial societal outcomes and congruence with their business social responsibility objectives.
· Government: Seeks collaborative initiatives to successfully address social challenges.
Implementation of Stakeholder Theory
Using Freeman's (1984) stakeholder theory, The Big Issue demonstrates a proactive approach to stakeholder involvement, recognising that the organization's success is inextricably related to the well-being and pleasure of its varied stakeholder groups. According to stakeholder theory, businesses should produce value for all parties affected by their operations, including employees, consumers, suppliers, and the larger community (Freeman, 1984). The Big Issue applies this principle by actively recognising, understanding, and resolving its stakeholders' needs and expectations to establish mutual benefits and long-term relationships.
Engagement with Primary Stakeholders
The vendors, who sell the magazine to the homeless and vulnerable, are fundamental to The Big Issue's stakeholder strategy. By include suppliers in decision-making processes such as feedback sessions and advisory boards, The Big Issue guarantees that their voices are heard, and their requirements are satisfied. This interactive strategy not only empowers vendors, but also increases their dedication and motivation, resulting in greater sales and personal growth (Zimmerman, 2000). Furthermore, The Big Issue offers extensive training programs that empower vendors with necessary skills, solving their immediate economic requirements while also promoting long-term employment.
Collaboration between Customers and Readers
Customers and readers are important stakeholders who support The Big Issue through magazine sales. The organisation maintains open communication with this group by routinely publishing impact reports and success stories, emphasising the social objective that drives each purchase (Harrison, Newholm, & Shaw, 2005). The Big Issue not only drives sales but also cultivates a devoted customer base that appreciates ethical consumption, resulting in a community of advocates invested in the organization's success and societal impact.

Partnerships with employees, volunteers, and sponsors
The Big Issue relies heavily on employees and volunteers for its everyday operations and strategic objectives. The organisation promotes a positive and inclusive work atmosphere that encourages collaboration and innovation. Regular training and professional development opportunities guarantee that personnel are well-prepared to support suppliers and advance the mission. Furthermore, agreements with sponsors and contributors are maintained through transparent reporting and accountability mechanisms, ensuring that donations are used efficiently to maximise social impact (Grey, 2000).
Community and Policymakers
The Big Issue expands its stakeholder involvement to include the broader community and legislators. By participating in community activities and policy conversations, the organisation works for systemic changes that address the core causes of homelessness and poverty. This advocacy not only promotes public awareness, but it also influences legislative decisions, perhaps leading to more effective and long-term solutions to social problems (Putnam, 1995).
Balancing Diverse Interests
Balancing the different interests of these stakeholder groups necessitates a proactive, inclusive strategy. The Big Issue conducts frequent stakeholder analyses and feedback channels to examine each group's shifting requirements and expectations. This dynamic approach enables the organisation to modify its policies and efforts, ensuring that all stakeholders profit while conflicts are minimised. For example, while merchants seek money and empowerment, customers seek high-quality content and ethical purchasing options. By harmonising these interests, The Big Issue fosters a synergistic ecosystem in which the success of one stakeholder group supports the success of another.
Social Impact Evaluation Utilising the SAN Framework
The Social Audit Network (SAN) architecture offers a systematic method for assessing social value, emphasising Inputs, Activities, Outputs, Outcomes, and Impact (Nicholls et al., 2012).
Inputs denote the resources allocated to the organization's operations.
Financial Resources
· Capital Investments: Financial resources allocated for periodical production, distribution networks, and operational expenditures.
· Sales Revenue: Income derived from magazine sales reinvested into the organisation.
Human Resources
· Personnel: Experts in editorial, support, and administrative capacities.
· Volunteers: Individuals who dedicate their time and skills in diverse roles.
· Vendors: Homeless individuals who distribute the magazine and enhance its circulation.
Social Capital
· Networks and Partnerships: Collaborations with non-governmental organisations, enterprises, and governmental entities (Putnam, 1995).
· Community Engagement: Establishing connections with local communities to assist suppliers.
Activities
Activities are the actions executed to attain the organization's objectives.
Magazine Creation and Dissemination
· Content Creation: Producing superior articles on societal issues, culture, and entertainment.
· Printing and Logistics: Guaranteeing prompt production and distribution of the magazine to vendors.
Vendor Training Initiatives
· Sales Training: Instructing vendors on proficient sales methodologies and client interaction strategies.
· Personal Development: Seminars on communication proficiency, financial acumen, and self-assurance enhancement.
Assistance Services
· Housing Assistance: Instructions for obtaining housing alternatives.
· Healthcare Referrals: Linking vendors to health services.
· Financial Management: Assistance with budgeting and savings.
Outputs are the direct, concrete results of the organization's actions.


Magazines Distributed
· Sales Volume: The quantity of periodicals sold, reflecting market penetration and revenue generation.
Count of Engaged Vendors
· Vendor Participation: The aggregate count of homeless individuals engaged in selling the publication.
Executed Training Sessions
· Educational Programs: The number and regularity of training sessions offered to suppliers.
Outcomes are the alterations that arise from the outputs.
Revenue Generation for Vendors
· Earnings: Vendors retain a fraction of each transaction, yielding them immediate revenue.
Competence Enhancement and Empowerment
· Augmented Proficiencies: Advancement in sales competencies, communication abilities, and self-assurance (Zimmerman, 2000).
· Employability: Enhanced potential for future job chances.
Augmented Social Integration
· Community Integration: Vendors engage with the public, mitigating social isolation.
· Enhanced Self-Esteem: Transition from a passive recipient to an active participant in identity formation.
Impact denotes the extensive, enduring consequences on society and systemic transformation.
Reduced Rate of Homelessness
· Routes to Overcoming Homelessness: Vendors utilise their income and expertise to obtain homes and steady employment.
· Alleviating Poverty: Sustained financial stability diminishes reliance on social services.
Enhancement of Public Awareness and Transformation of Perception
· Shifting Perspectives: The populace has a more profound comprehension of homelessness, hence diminishing stigma (Harrison, Newholm, & Shaw, 2005).
· Ethical Consumerism: Promoting consumer purchases that endorse social concerns.
Influence on Policy and Advocacy
· Legislative Influence: Partnerships with lawmakers to implement reforms advantageous to the homeless demographic.
Summary of Findings
The analysis employing the SAN paradigm illustrates that The Big Issue substantially generates social impact by:
· Offering prompt cash advantages and income-generating prospects for homeless folks.
· Promoting skill acquisition, empowerment, and increased social inclusion.
· Facilitating comprehensive societal transformation by alleviating homelessness, altering public attitudes, and shaping legislation.
· The organization's strategy is consistent with corporate social responsibility principles (Carroll, 1999) and the triple bottom line framework, highlighting social, environmental, and economic value (Elkington, 1997).
Recommendations
To augment its efficacy, The Big Issue might consider: 
· Expanding Support Services: Providing more extensive assistance, including mental health services and addiction counselling.
· Strengthening Partnerships: Partnering with more enterprises and NGOs to broaden prospects for vendors.
· Assessing Social Return on Investment (SROI): Employing SROI approaches to evaluate social value (Nicholls et al., 2012).
· Utilising Digital Platforms: Adjusting to digital media trends to enhance outreach and engage younger demographics.
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