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Preface
A walk down a High Street or around a
shopping centre in 2022 provides a visible
reminder of the changes that have taken
place in our retail sector over the last two
or three years. Whilst the pandemic has
quickened the pace of change, there were
signs of this shift before we had even heard
of Covid.
The changing face of physical retail does
not mean that we are spending less. Office
for National Statistics (ONS) data tells us
that retail sales volume increased by 5.1%
in 2021, the strongest growth rate since
2004, even taking into account the impact
of the pandemic. We’re simply not
spending in the same ways as we were in
2004. Back then, Amazon had only recently
started selling more than just books.
Having been involved in and around the
social enterprise space for well over a
decade, I have always believed that for
people to really ‘get’ what a social
enterprise was, they would need to be able
to purchase products and services from
social enterprises easily. Without this reach
into mainstream markets, social enterprise
would perhaps always remain niche.

In 2015, SIS began to develop a partnership
with Asda - at that time part of Walmart and
therefore one of the largest retailers in the
world. In part inspired by the proceeds from
the single use bag levy, but more
importantly the retail knowledge and
expertise of a major retailer, we launched
the Retail Academy programme. Whilst the
Academy initially focussed on securing shelf
space for social enterprises on Asda shelves
(with some notable successes), the
programme has since evolved for social
enterprises of all kinds, shapes, and sizes to
understand more of the retail opportunity.
In 2020, SIS launched a new ten-year
strategy which sets out a vision for an
‘impact economy’. One of the features of an
impact economy that we believe to be
important is that consumers and businesses
can purchase products and services from
social enterprises. This research, building on
the learning from SIS programmes to date,
sets out several findings and
recommendations that we will take into
account as we strive for the impact
economy vision.
The changing face of retail presents massive
opportunities for social enterprises. At SIS,
working with partners, we intend to support
those organisations who want to develop
their knowledge and understanding of retail
to take advantage of this opportunity.

There’s an important reason why this
increased profile for social enterprise is
important, beyond just sales volumes. The
beauty of the social enterprise model is that
increased sales mean increased social and
environmental impact - something that is
undeniably more important as we rebuild
from the pandemic against the wider
background of the climate emergency.

Alastair Davis
CEO
Social Investment Scotland
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Introduction
According to Edelman’s ‘Brands Take a Stand’ report… borne out of a
survey of 40,000 consumers, one in two people are now belief-driven
buyers with 67% buying a brand for the first time because of its
position on a controversial issue.”
Sustainable Marketing
Michelle Carvill, Gemma Butler and Geraint Evans, 2021

When originally discussing this research, in
the early Autumn of 2021, 18 months into
the world-changing coronavirus pandemic
and pre-COP26, we could not have foreseen
the rapidity at which the retail landscape
would change. Perhaps propelled by the
social events surrounding Glasgow’s COP26
or the ever-present social media live news
feed, it became apparent that a change in
behaviour towards responsible purchasing
and sustainability was on the rise. As such,
the research undertaken and subsequent
work have become a de facto account of the
changing attitudes of the UK retail
marketplace.

As we now look forward, where once this
space would have been an opportunity for
social enterprises to flourish, it now looks to
be the case they are on the back foot,
competing against global conglomerates for
the retail pound. An ethos which was once
synonymous with social enterprises is now
becoming ubiquitous across retail.

These collated findings and
recommendations will underline how to
act to best support social enterprises, to
harness opportunities now, and to
prepare for the future to become agile
and reactive to change.

The last four months have seen a race for
retail businesses to become B-Corp
accredited, a buzzword in the defence of
greenwashing, with high-end fashion brands
such as Chloé proudly displaying their
credentials. As these upmarket retailers
outsource specialists and finance change to
meet the new customer requirements, the
High Street sees further socioeconomic
disparity, with brands such as Primark
struggling to find solutions despite pledging
to find recycled sources. (September 2021)
2

Methodology
Stage 1

For this research we conducted three waves, starting with an email
survey to the autumn 2021 cohort from the Social Investment
Scotland (SIS) Retail Academy.
This was followed by an online survey to the database of Creative
Entrepreneurs Club, an associated body of SIS which supports the
creative marketplace and collaborates with SIS on the Retail
Academy (amongst other projects).

Stage 2

The second stage of research took place between October and
December 2021with a series of five one-to-one interviews with
social enterprises in Scotland.
These were conducted over Zoom and in person. Meetings were
also held with key stakeholders to acquire their knowledge
throughout.
Additionally, desk-based research was undertaken between
September 2021 and January 2022, collating information from a
range of sources for analysis.

Stage 3

SMART objectives have been used to detail recommendations.
These provide a framework and starting point from which
stakeholders, agencies, and other partnership organisations can
address their potential roles within each of the key outcomes to act
for successful and measurable change.
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Executive Summary
This research was set out to explore the
rise in conscious consumerism and the
opportunities and barriers this posed for
social enterprises (SEs). At the point of
inception, the information indicated this
to be a ripe time for SEs to stand up and
harness the increased media attention
being brought to the public eye through
(but not exclusively to) events such as
COP26. However, what unfolded during
the quantitative and, more so, qualitative
research was a sector that was not
responding to change or able to adapt in
an agile fashion.

Unfortunately, over the period of
September 2021 to January 2022 as
worldwide attention grew on the
conversation of sustainability, the larger
retail brands pivoted to own this new
consumer space, not only at a superficial
level but also to examine their supply chain
and human resources policies. The
consumer became savvier and more
knowledgeable on greenwashing scandals,
and the emergence of B-Corp certification,
of which, as of January 2022, there are over
4,500 companies certified worldwide.
Looking ahead, conscious consumerism is
going to be the biggest retail trend for the
coming decade.

A consistent theme emerged that those
running SEs felt under extreme pressure
due to a lack of finance, resource, and
direction, not least in following trends
and executing commercial strategies to
attract consumers. Particularly in SEs
which were at a more infantile stage in
their development, marketing was not
seen as a priority against the day-to-day
running of their business.

There are many opportunities for SEs to
flourish with a collaborative, unified, and
well-led approach, which are outlined in this
paper.

Looking ahead,
conscious consumerism
is going to be the biggest
retail trend for the
coming decade.
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Social Enterprise Landscape
Our data is telling us that the social enterprise sector is starting to change,
there seems to be much more of a move into the products arena… the
sector used to be very much more service orientated. There could be a
number of reasons for this including as a result of social enterprises
diversifying their offerings due to the pandemic or because of projects like
eBay for Change are stimulating demand or simply that e-commerce is so
much more accessible now
Representative, Social Enterprise Scotland
Over these last two years, consumers have navigated the coronavirus pandemic with an
accelerated change in shopping habits, largely due to the shift from the High Street to online, and a
greater ability to research prior to purchase. However, as retail opens again, there is a new thirst
for a physical shopping experience.
With 67% of SEs asked saying this last eighteen months has impacted their business negatively,
how do SEs harness this new trend to best effect?
The research consistently showed that the same obstacles were felt for SEs and small-to-medium
enterprises when trying to establish and scale their business.

Which areas have been the most challenging?
Readers appreciate
accurate information

SIS Retail Academy Cohort Survey
Finance
Marketing
Operations
Legal
Logistics
Resourcing
0%
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50%

75%
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This was added to, through the interviews conducted, by identifying
that in many situations one person was responsible for the entire
running of a business.
As Al Priestnall outlined when describing setting up Community Gift
Exchange:
“It was a long hard slog. It was the six, seven days a week and all night
long because I was so busy during the day…burning the midnight oil
every day of the week, I still haven’t fully got over some of that yet.”
“… a lot of start-ups are probably run by people who like the activity
more than they know business”.

Do you see an impact on business
from the rise in conscious
consumerism?

Despite this, it was agreed that
those in the retail space had largely
seen a positive impact from the rise
in conscious consumerism.

SIS Retail Academy Cohort Survey

Yes

No

Other
0%

But, when discussed in more detail, although
aware of the change in customer behaviour,
pro-active strategies had not been put in
place.
Even with regards to the conversation
around climate change, environmental
impact, and the recent COP26, only 50% of
the SEs surveyed had sustainability as
integral to their business planning.
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How important is sustainability as
part of your business planning?
SIS Retail Academy Cohort Survey
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Location Location Location
A key observation was the importance of retail space and, more so, the location of retail space.
When setting up Merry-go-round, Sam Moir commented that against advice she was,

...I was quite determined that what I
wanted was a shop that was open all the
time.
Sam Moir, Merry-go-round
This was also reflected by Mairi Breslin of Coorie
Creative, who when asked about her premises said:

When I saw it, it was perfect.
He’s (landlord) given us a very, very reduced price,
significantly reduced.
Mairi Breslin, Coorie Creative

In both instances, the premises sit at the heart of the community that the SE
is designed to serve: both providing retail, but perhaps more importantly
experiential retail.

The little stuff is doing well on the high-street
location, and there does seem to be an
appetite for buying.
Al Priestnall, Community Gift Exchange

As the British Retail Consortium announced on 7th December 2021, UK spending was up 16% from the
previous month with a return to ‘bricks and mortar’. With this increased influx into the High Street and
with renewed interest in buying for good, it does seem that location could be a key area for
consideration.
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Impact of COVID-19
When asked how the coronavirus, had
impacted on business, the results were
more mixed, with 24.49% answering that it
had in fact had a positive impact.

How has the current pandemic impacted
business in the last year?
CEC Membership survey
Neither
16.7%

This is reflective of businesses that operate
successfully online, as opposed to running
a physical store.
Positively
16.7%

Negatively
66.7%

'Before COVID, we were sharing meals together, involving people who are
isolated or homeless. A meal together here, sometimes cooked by each other as
well, was a social event.”
Al Priestnall – Community Gift Exchange.

As we move back to the High Street, and with a new-found vigour from consumers to buy better,
when asked about this, consideration had not been given to planning, promotion, or marketing to
‘shout’ about the impact being made. This again came back to the responsibility of role and
finances.
When talking about marketing activity with a representative of Social Enterprise Scotland it was
said

…social enterprises tell us that the first thing they cut is their marketing budget
which can be such a false economy …. However, if you’re a social enterprise and
you’ve also got that pressure to deliver on social and environmental aims, the
pressure to not 'waste money' on marketing is even greater.”
This was also echoed by Sam Moir from Merry-go-round:

So yeah, you can do it on very little money... but I think it plays a large part into how
much you have to absolutely graft and think about every little decision that you
make, because spending one hundred pounds is a big deal.
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Interestingly, and this is most probably due to location (being within the Thistle Centre in Stirling), Mairi
Breslin enthusiastically advised:

We did a soft opening but, month on month, the turnover has doubled…it’s going to
continue in the run-up to Christmas, and we’ve really not done much in the way of
marketing or advertising so far.”
In all circumstances, there was an acknowledgement that attention had to be paid to technology, an online
offering, and promotion, but these conversations generally seemed early in the dialogue.
What was clear is that SEs want to establish themselves as part of the high-street rhetoric but are unsure
how to take the next steps and use their finance and their resources to best effect. A lack of marketing and
a longer-term strategy has resulted in a largely day-to-day running, which in turn makes pivoting and
adapting to change more difficult. If these areas could be addressed, it could provide the stepping-stones of
enablement for SEs in Scotland.

Social Enterprise: Key Takeways
Opportunity

Barrier

There is a thirst to develop
marketing/ commercial skills to
harness change.

Existing skills don’t always exist
and resource/ finance to
develop them is little to none.

Landlords not looking at or not
Readers appreciate
considering costs/circumstances
accurate
information
as the cost of rental increases.

Partnerships with landlords to
agree terms and support to
encourage SE growth.

Location rental in isolation
doesn’t allow for prime location
premises.

SEs to have a presence on the
High Street and build brand.

Working collaboratively to
deliver the impactful messages of
SEs.

SEs working in silos, lack of
joined-up thinking.
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The Retail Landscape
A lot of organisations get that wrong because they think if they’ve
ticked that box, they’re sustainable, but they’re not… it’s about how
you treat your people. It’s about what’s happening in your supply
chain, it’s about your product, it’s about the packaging, it’s about
how you communicate.
Gemma Butler, Catalyst, January 2022

Over the years 2020 to 2022, consumer purchasing progressed and changed more than in the
previous five years. With the unforeseen lockdown closing the High Street for the first time this
century, retailers had to adapt. Improving their online shop windows and integrated ecommerce, larger chains quickly moved their audience to a new virtual experience. And with
this, technology improved, with online retail offering virtual try-ons and improved customer
service and delivery.
As purchasing became more transient and seamless, with the advent of the one-click purchase,
consumers had greater choice and the time to choose. This new-found time, aligned with a
growing world dialogue around climate change, hit a crescendo in 2021 (perhaps as the media
focus zoomed in on COP26), as the larger populace had a new vocabulary and understanding of
environmental and ethical matters.
New apps, such as ‘Good on You’, sprang up, supporting consumers to check brands’ sustainable
credentials before purchasing. And we saw, through shoppers voting with their pound, impactful
decision-making largely against brands uncovered for unethical practice. Readers appreciate
accurate information

With the High Street open for business and the
Westminster mantra of ‘build back better’, we have in
place a new hybrid model for retail.
Leading this are the two key trends which have
emerged and continue to develop: sustainability and
technology, and they are very much interlinked.
Sustainability, and the move towards conscious
consumerism, is the biggest tectonic change to
happen in retail this decade and it’s set to lay the path
ahead for new shopping experiences.
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Sustainability
A new generation of consumer is emerging, one we have seen change in social habits: reduced
alcohol consumption; increased wellbeing concern; and a more prevalent online social
network.
We also see a higher level of knowledge and understanding of world affairs. As such, a claim for
green credentials is no longer a valid pass: retailers and brands must demonstrate end-to-end
sustainable working, which is where B-Corp accreditation has become a valued accolade for
any retailer wanting to be taken seriously.

Businesses that meet the highest standards of verified social and environmental
performance, public transparency, and legal accountability to balance profit and
purpose. B Corps are accelerating a global culture shift to redefine success in
business and build a more inclusive and sustainable economy.”
Bcorporation.net

There are currently over 4,500 B Corp-registered companies worldwide. Couture brand Chloé
was the first of its kind to be certified in 2021, with other high-end retailers such as Wolf and
Badger following suit. In the race to become transparent, businesses are having to examine their
structure, from supply chain to product, to look for better, more resourceful, and sustainable
ways of working. But, as more retailers look to B-Corp as a ‘fix all’ for their sustainable needs,
could it be that the value of the accreditation may diminish or even become a minimum essential
in 2022?
Whilst High Street retailers analyse process, another sub-trend to emerge from conscious
consumerism is a move towards second-hand purchasing, one which McKinsey & Company
predict to be here for the long haul. Smaller companies, such as Second Cashmere, are
emerging, focussing in on specific products of high quality, using environmentally sound
methods and second-hand prices.
This mix of high-end to second-hand with shared principle is opening out the High Street for
greater diversification and price point for the consumer. With a shared vision and a journey
towards net zero, commonality of purpose could be harnessed to support the greater retail
landscape.
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Technology
As outlined, the rise in online purchasing over 2020 to 2022 pushed forward the use of technology in
the retail space. Brands such as Space NK and Wella allowed users to ‘try before they buy’ and offered
virtual assistants. The improvement to their online shopping and customer service increased
immensely.
The fluid integration of online to offline retail is now an expectation. A re-emergence of QR codes and
Bluetooth technologies to signal and navigate customers in a live retail experience is becoming everpresent: the simplest form of integration being click and collect, a method which increased over the
lockdown but one that is here to stay, as indicated by McKinsey & Company.
An omnichannel customer experience is what is being designed, part in practicality, i.e., where we can’t
use contact, and part in technological development and expectation. Examples of this vary from Ikea’s
home virtual reality, so you can look at furniture in your own space, to Amazon Go, an unmanned live
retail experience.
Uptake of technology will be less unified than the drive to reach sustainable business models. However,
they will be integrated into new strategies and implemented even if only to improve the e-commerce
experience.

Opportunity

Barrier

Sustainability is a
founding element of SEs,
so can be harnessed for
commercial benefit.

Integrating existing
structures with
partnerships.

May not have the skills to build
out the story; may not have the
resource, network, or confidence.

Demonstrate SE
accreditation similarly to
B Corp.

Supporting the High
Street on best principles
of environmental impact.

Authorities Readers
need toappreciate
action change;
couldinformation
accurate
take time; lack of
want/unity.

Showing transparency of
supply chain – operating
locally.

Providing mixed price points
with sustainable credentials,
to accommodate a range of
consumers.

Lack of funds/knowledge to
improve online/digital
offering. Lack of resource to
offer increased customer
service/delivery.

Working collaboratively to
show local impact, following
Scotland Community Wealth
Building but on a greater scale.

Scale – could get lost in
the local mix of retail.
Location on/offline
position.

Sharing impact reports;
raising awareness.
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Conclusions
Social Enterprises are innovative, independent businesses that exist to
deliver a specific social and/or environmental mission. Their profits are
reinvested in their mission. Social enterprise is a dynamic, ethical and
more sustainable way of doing business.”
Social Enterprise Scotland

2022 sets out a landscape ripe for SEs to flourish; the consciously minded consumer and
increased spending on the High Street are the ideal combination to harness and for growth. But
action needs to be taken to support SEs in navigating their market. As laid out in this paper, time,
resource, and finance are not on their side and, despite the very bones of their businesses being
aligned with current consumer trend, more needs to be done to raise the profile of social
enterprise.
There are two key areas that require attention:
• Public – perception, awareness, understanding.
• Social enterprise – support, network, collaboration.
As B Corp certification is used as a selling point by mainstream retail brands, SEs must
demonstrate more clearly the localised impact they are making. The public needs to be brought
into their stories, encouraged to step off the beaten track (perhaps only a street back) and into
the spaces where real change is happening in their community. This is no mean feat and requires
a joined-up approach, educating and advertising across society.
Readers appreciate
An evaluation of how SEs are supported from inception: are they business ready?
Do they have
accurate information
the skills and team to succeed? And continued support, perhaps peer-to-peer, to share
knowledge and understanding of areas which are unclear would only help strengthen their
position.

Where it may be harder to negotiate rates with landlords, a collaborative and universal strategy
could advance this more than SEs operating in isolation.
Overall, there are many opportunities for SEs to advance in this new retail landscape, but to do
so needs a new framework of change to iron out existing issues and develop the capabilities to
be agile and respond to trends. The following opportunities and recommendations have been
designed as a starting point to identify areas for real improvement, for stakeholders to work
together in supporting SEs going forward.
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Appendix 1: Opportunity Analysis
With the diversity in SEs being the same as any sector, there is no ‘one size fits all’ approach. The
opportunity analysis has been framed around the SIS Mission (as outlined in Building an Impact
Economy -Social Investment Scotland’s Strategy to 2030) “…to connect capital with communities, to
make a real, measurable and sustainable impact upon people’s lives.” As such, it takes into consideration
both SEs and the public in growing knowledge and understanding.
The table below outlines a base framework from which to build the SMART objectives to follow:

Strengths

Weaknesses

Existing ethos of conscious retail is a principle of
SE.

Fundamental business skills not always
available.

Founded upon demonstrable impact.
Smaller set-ups can be more agile to change.

Isolation through location, work alone or in
small groups.

Sitting within a ‘greater national SE umbrella’.

Low resource and funding to expand/ develop.

Large network for collaborative opportunities.

Adaptation to change low on priority list.

Supported by external bodies, i.e. SIS
Existing funding structures to support
development.

Marketing and PR not viewed as important.

Existing reporting, aligns with transparency of
sustainable movement.

Lack of digital know-how to adapt to trends and
compete.

Lack of public knowledge of social enterprises.

Opportunities

Readers appreciate
Threats

accurate information

Creation of collaboration/ co-op with existing
network.

High Street/ high-end is now running this trend,
with bigger resource and financing.

Partnerships with bigger brands.

Losing out to key locations, through costs.
[Landlords]

Pop-up shops – as these increase in key
shopping locations.

Consumers follow known brands.

E-commerce through 3rd party sites.

Ease of shopping/use/location.

Press and advertising, with SE foundations
hitting current zeitgeist.

Online offerings and integration greater with big
brands.

Creation of local ‘boards’/ groups to drive
information.

Existing PR around sustainable change.
Growth of B Corp in retail.

Align reporting with B Corp to demonstrate
impact alongside high-street brands.
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Appendix 2: Recommendations
Marketing
A key area highlighted in the research, to help support businesses to better plan and
execute their brand.

Activities
(things we can do /
support)

Key Partners
(things we can do / support)

Indicators
(How we know the
recommendations are working)

Evidence to be
gathered about the
recommendation
(things we can do / support)

Delivery of regular
SIS/ Scottish
marketing workshops Enterprise/ CEC
to tackle key areas for
development.
Specialists

Workshops are rolled out,
attendees ‘checked in’.
Improvement in SE
marketing, demonstrated
through execution.

Creation of
downloadable
documents, from
planning to ‘how to’
fact sheets.

Analytics to measure usage
and download metrics.

SIS/ Scottish
Enterprise/ CEC
Specialists

Attendee registration
collated, workshop
feedback.
Improvement in impact
marketing roll-out.

Feedback surveys.
Feedback on assets.
Database and usage
numbers.
Database creation of items
downloaded to create specific Identification and build of
communications for learning new topics.
areas.

1-2-1 support,
SIS/ Scottish
potentially as part of Enterprise/ CEC
on-boarding process.
Specialists

Uptake of use

Roll-out of campaign Social Enterprise
for greater awareness Scotland/ marketing
of social enterprise

Twelve-month
campaign created and
circulated with all
stakeholders.

Regular campaign
reports on reach
(quarterly).

Roll-out of use. Can also
form part of bigger
campaign – with
actionable outcomes.

Measurement
through campaign.

Social enterprise
marketing assets to be
provided to help SEs
shout about their
business.

Social Enterprise
Scotland/ SIS/
marketing

Meeting minutes
documented. Customer
Readers
profile appreciate
accounts updated in
accurate information
CRM.

Appendix 2: Recommendations cont.
Education
Development of existing educational programme to better support those wanting to become and
who are an SE, as well as potentially the greater public.

Activities
(things we can do /
support)

Key Partners
(things we can do / support)

Indicators
(How we know the
recommendations are working)

Evidence to be
gathered about the
recommendation
(things we can do / support)

Review of existing
support, to look at the
stages before applying
to become an SE – a
proprietary course in
the skills needed.

SIS
Creative
Entrepreneurs Club

Improvement in application
quality and preparedness to
launch.
Measurement of application
conversion and subsequent
scaling and success.

Use of public spaces/ SIS/ Social Enterprise
events to educate
Scotland/ social
populace.
enterprises

Ambassador
programme to
provide point of
contact, that has
been through the
stages of SE growth
to lead businesses.

Uptake of
programme

Increased Social
Enterprise use.

Development and growth
of data set.
Social listening to report on
growth of online
discussion.

SIS/ Social Enterprise Ambassador
Scotland
programme put in
place, with point of
contact per
geographical area.

Online group
SIS/ Social Enterprise Registration of
resources for peer-to- Scotland/ social
members online and
peer learning.
enterprises/ CEC
use of forums and
communications.
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Meeting minutes and
regular updates from the
Readers appreciate
Ambassadors.
accurate information

Analytics of resource
and growth in use.
Regular reporting.

Appendix 2: Recommendations cont.
Partnerships & Affiliates
Working collaboratively to build best practices and shared learning.

Activities
(things we can do /
support)

Key Partners
(things we can do / support)

Indicators
(How we know the
recommendations are working)

Evidence to be
gathered about the
recommendation
(things we can do / support)

SIS/ Social E/ SRC/
Revolve Reuse

Development of retail
partnerships, to bring
Social Enterprises and
retail spaces together.

Increased opportunity for
Social Enterprises to open
stores in key retail areas.

Meeting minutes and
regular reporting.
Feedback sessions with
candidates.

To enhance learning and
offer spaces for retail
(potentially and at
preferential prices).

Set up of Social
Enterprise Retail
Group – a dedicated
group for SE’s
operating in product
led, retail.

Social Enterprise
Scotland/ SIS

Group set up, potentially
Scotland-wide or in smaller
districts to facilitate better
retail spaces.

Group meeting minutes.
Increased facilitation of
Social Enterprises in prime
retail spaces.
Readers appreciate
accurate information
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Appendix 2: Recommendations cont.
Certifications
Implementation of national standards for social, ethical, and environmentally sound consumer
goods.

Activities
(things we can do /
support)

Key Partners
(things we can do / support)

Indicators
(How we know the
recommendations are working)

Evidence to be
gathered about the
recommendation
(things we can do / support)

Creation of measurable SE/ SRC/ Revolve
Reuse
standards and
certifications for
accreditation pertaining
to goods with purpose.

Roll-out and uptake of
accreditation.

Number of
certifications applied
for and achieved.
National recognition of
certification as best
practice.

Also useful to help
navigate consumers.

Readers appreciate
accurate information
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Thank you for reading.

Social Investment Scotland
www.socialinvestmentscotland.com
hello@socialinvestmentscotland.com

