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1. Introduction
The Big Issue is not an organisation based on handouts, but rather on giving people who are homeless a chance to work for themselves by selling a magazine, instead of begging on the streets or using drugs, This means it is a very good case to use to examine how Social Enterprises use trading to meet their social goals. Research into Social Enterprises in Western Europe suggests that organisations such as The Big Issue represent hybrid actors who have both economic activity and social purpose in their operations (Defourny & Nyssens, 2021). 
The Big Issue can also be examined from the perspective of the Theory of Change, because it has clearly linked its activities to its expected outcomes and long-term change. 
Ethical and relational aspects are a fundamental part of this type of work. Research into the ethical complexities of social enterprises demonstrate that these types of organisations must navigate the competing demands of helping people; operating as a business; and responding to wider constraints in the system (Bhatt, 2022). The Big Issue operates within this framework by applying commercial discipline to provide social support.
2. Mission, Strategy and Social Enterprise Model
The Big Issue's mission is to eradicate poverty and homelessness through an approach of "offering a hand up and not a handout." This mission is achieved through a hybrid business model, where vendors purchase magazines at a fixed price and sell them at a premium, retaining the difference as income. Hybridity is a recurring theme in the study of social enterprise, as organisations create business models that generate social as well as financial value simultaneously (Grassl, 2012).
The Big Issue's business model can also be described in relation to a social enterprise business model canvas. The canvas is structured around the same basic principles of a traditional business model canvas (i.e., value proposition, key activities, customer segments, revenue streams), with the exception that a social enterprise's canvas will include elements that address social aims (Qastharin, 2016). For both vendors who benefit from receiving income and support from The Big Issue and readers of The Big Issue who receive access to a quality product as well as the opportunity to support social causes, The Big Issue’s value proposition works for both groups of people.
3. Stakeholder Engagement and Resource Utilisation
The Big Issue works with many different stakeholders. There are vendors, staff, partner organisations, investors, policymakers, and members of the public. These relationships are important to the success of The Big Issue, as they impact the company's legitimacy (i.e. the right to exist) and flow of resources and overall impact on the individual vendors and The Big Issue itself. Social Entrepreneurship research states that effective social enterprises create and develop strong networks to create supportive environments for delivering their mission and achieving long-term sustainability (Kamaludin et al., 2024).
The Big Issue's resources can be defined in three basic categories. Financial resources include money generated through magazine sales, grants, and investments; human resources represent members of the vendor-support team and the outreach team (This includes the volunteers at each vendor site) and includes managers of both teams; the final group of resources is formed from social capital that The Big Issue has established with partner charities, housing providers, and employers. The literature related to measuring outcomes of impact states that tracking the connection between resource allocation and the resulting outcome is vital to continuous improvement and establishing the accountability of The Big Issue is and will continue to be (Costa & Andreaus, 2021).The Connecting The Big Issue to people's lives through Having a Product to Sell and Earns a Living is an excellent example of how links can be made between vendor income, training programmes/services and changes that support people in their life journey.
The social contract between social enterprises and the wider community is important. Research on the potential changes to the business models and how it impacts social enterprises in society (Byerly, 2014) indicates that the role of work and community versus business, how we view work in relation to government, are being changed by social enterprises (Byerly, 2014). One way The Big Issue symbolises this is through acting as an intermediary between homeless participants and the mainstream economy.
4. Creating Social Value for Individuals
Through employing its Vendor Model, The Big Issue creates value through the delivery model. The vendor buys magazines and sells them in public places, generating income and returning some structure back to the vendors in their lives. Having regular contact with the public while at work provides vendors with an opportunity to regain their confidence while developing social connections. Studies involving Social Enterprises' role as a vehicle for facilitating social change indicate that these regular contacts can facilitate deeper changes to identity and belonging for participants (Bhatt, 2022).
In addition to selling magazines, The Big Issue provides a variety of training, support for digital skills and supports Financial Advice and Access to Housing and Employment Services. These support services are aligned with the Theory of Change that support services are meant to create short term results and long-term impact projects (Dart & Gates, 2024; Raimi, et.al, 2022). Through its support structure The Big Issue supports people’s movement toward stable employment and stable housing.
This support structure and training can once again be mapped onto the Social Enterprise Business Model Canvas. Key services and activities offered by The Big Issue are vendor support, content generation and advocacy. The private sector has many participants in addition to local governments and non-profit organizations (Qastharin,2016). The use of ethical principles when building relationships and decision-making supports the findings that organisational behaviours in a social enterprise's examples of vendor services and relationships with Suppliers to wherein it develops new suppliers through an existing network of vendors represents an example of ethical principles to support Supplier relationships (Bull & Ridley-Duff, 2019).
Change
The Big Issue provides its vendors with a range of benefits that they may not have previously had access to. The financial benefit of working for The Big Issue gives vendors access to a quick and legal income stream. With this as a foundation, vendors’ financial needs have been met, thus reducing their reliance on begging or other forms of unstable financial support. With time, vendors that have worked for The Big Issue through their jobs will have the ability to save money and plan better for their financial futures.
In addition to how a vendor perceives themselves, who they are and where they want to be in the future will be impacted due to these financial benefits. Bhatt (2022) has demonstrated in studies that the way vendors perceive themselves and how they feel about their potential for future success will shift while working for a socially responsible organisation. Many vendors report feeling an increase in self-worth, having a purpose for their life and hope for their future. The on-going relationships with vendors and their customers through The Big Issue build social support and community, thus reducing the risk of social isolation and supporting good mental health.
Additionally, the overall business model developed by social enterprises also determines whether vendors are able to achieve success. Many social enterprises in developed and developing countries share the same characteristics of combining economic platforms with collaboration, thus creating an environment where vendors are more likely to create sustainable success (Mahfuz Ashraf et al., 2019; Kamaludin et al., 2024). By combining trading, support and advocacy for vendors, The Big Issue has created a business model that reflects this strategy. The Big Issue has a major impact on society and the economy. The Big Issue's products produce economic value for society, both by helping people find employment and thereby increasing the number of people who participate in productive activities, and by helping to reduce the amount of money that government spends on programs like emergency services and welfare (by decreasing the reliance on them). Social enterprise researchers have been studying how to scale social enterprises for a number of years and are beginning to show that the models can produce similar social impacts across many regions and many groups of people (Jha et al., 2021).
Using an impact measurement framework, it is recommended that quantitative (for example, number of vendors supported) and qualitative (for example, changes in a vendor's life after becoming a vendor) data be combined to determine impact, and how to communicate that value to stakeholders (Costa & Andreaus, 2021). The Big Issue has developed tools and reports that help to track and report out on both types of information, as well as use that reported information to show the value of the Big Issue to stakeholders.
Conclusion 
In conclusion, The Big Issue is an example of how a social enterprise (SE) can create a long-lasting, meaningful social impact through an ethnically based hybrid model of business. The mission, activities and relationships of the Big Issue combine well with the current theories of social enterprise, theory of change and other social business models, and therefore produce social value through creating income opportunities, creating self-confidence and helping to facilitate exiting homelessness, while also creating changes in the attitudes of the public and influencing policy debates. The Big Issue also exemplifies how a trading model can be used to create social change by creating value that is guided by clear values and intentional design.
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