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How to set-up a meet the buyer event  
(online or in-person)

What the critical factors are regarding  
making them run effectively

How to ensure that meetings  
lead to deals

�Inspiration and examples on successful  
events across Europe
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Meet the Buyer  
Best Practice Guide

Creating meet the buyer engagements between 
Mainstream Enterprises (MEs) and Social Enterprises 
(SEs) is vital in order to effectively progress the 
Buy Social initiative. This guide is intended to help 
intermediaries understand:

1
2
3
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Social Enterprise UK
This guide has been written by Social Enterprise UK 
(SEUK). SEUK created the Buy Social brand back in 
2012 and have been working on getting mainstream 
enterprises to “buy social” for over ten years. In 2016,  
they launched the Buy Social Corporate Challenge,  
an initiative working with 30 mainstream enterprises  
to embed social enterprises into their supply chains.  
To date these businesses have spent over €400 million 
with social enterprises. Meet the Buyer events have  
been crucial to this success and many of the lessons  
from the past ten years are in this guide. 

 
Euclid Network  
- the European Social Enterprise Network 
The writing of this guide has been supported by  
Euclid Network (EN). EN is a recognised European 
partner, expert and intermediary in the field of Buy Social, 
locally and globally. EN leads the Buy Social Europe B2B 
consortium, and coordinates, together with 45+ umbrella 
and social entrepreneurship support organisations, 
access to social entrepreneurs enabling matchmaking 
between social enterprises, support organisations, 
mainstream enterprises (small, medium and large)  
and the public or third sector, so that they can engage  
in trade relationships, or other valuable partnerships  
and initiatives.

About the Authors 
and Contributors

https://www.socialenterprise.org.uk
https://www.socialenterprise.org.uk/get-involved/social-procurement/
https://www.socialenterprise.org.uk/get-involved/social-procurement/buy-social-corporate-challenge/


Social Enterprise NL
Social Enterprise NL (SENL) has contributed a case  
study to this guide. SENL runs Buy Social NL, including 
the BuySocial NL Market, allowing consumers, the public 
sector and companies to easily find social enterprises 
and goods and services. In addition to organising 
regular Meet the Buyer events throughout the country 
in partnership with other organisations, SENL runs the 
BuySocialNL Partner Network, engaging mainstream 
enterprises, governmental actors and NGOs to learn  
from and support the movement in the Netherlands. 

SEND Germany
SEND Germany has contributed a case study to this 
guide. SEND has created and runs the Buy Social 
Deutschland Directory, which aims to matchmake social 
enterprises with mainstream enterprises (small, medium 
and large) and the public or third sector to engage in 
trade relationships. In addition, SEND is responsible for 
the BuySocial Deutschland News and Network engaging 
mainstream enterprises to learn from and support the 
movement in Germany. 

Smart Kolektiv
Smart Kolektiv (SK) has contributed a case study to this 
guide. SK is a civil society organisation founded in 2003, 
and a pioneer in promoting corporate social responsibility 
and social entrepreneurship in Serbia. Since 2008, SK 
has managed The Responsible Business Forum, the 
first network of socially responsible companies in Serbia, 
promoted social responsibility in the business sector and 
stimulated partnerships between social enterprises and 
mainstream businesses (both SMEs and large companies).

5

https://buy-social.nl/market/
https://buy-social.nl/partnernetwerk/
https://www.send-ev.de/projekte-items/buy-social-deutschland-2/
https://odgovornoposlovanje.rs


6

Buy Social Europe B2B 

This Meet the Buyer Best Practice Guide is a 
deliverable under the Buy Social Europe B2B project, 
co-funded by the European Union, SAP and all 
partners, coordinated by Euclid Network. 

Buy Social Europe B2B empowers social enterprises and 
businesses to find each other and forge sustainable trade 
partnerships. Together we partner, learn, create evidence, 
and build capacity to bring the social procurement 
movement in Europe to the next level. This project is  
part of the global social procurement, Buy Social and 
People & Planet First movements. This project is active  
in 17 countries and counting.

This guide has been reviewed and is endorsed by all 
partners in this project. 

Core Partners

https://sewfonline.com/about/about-social-enterprise/sewf-verification/
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International 
Associated 
Partners

Country Partners
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Why 
   Meet  
the Buyer  
events are  
  important
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One benefit of a Meet the Buyer (MTB) event is that they 
are an effective way of inspiring and engaging staff at 
MEs about opportunities to work with social enterprises, 
thus helping to build momentum at MEs on their social 
procurement journey. By hearing from leading B2B SEs, 
key stakeholders at the ME will gain deeper insights into 
social procurement and be more inclined to support and 
champion the company’s work in this area. They will also 
be better informed about what the market has to offer and 
be better able to focus the company’s strategy in this area.

However, the above ‘inspire and 
engage’ outcome should be seen as 
a secondary purpose. The primary 
aim of a Meet the Buyer event is to 
drive a higher level of ‘deal flow’ in the 
market. Allowing buyers and suppliers 
to directly exchange information with 

each other will increase the chances of a commercial 
relationship developing. In short, wherever buyers can 
hear about the product/service offering of specific 
suppliers, they will be better able to identify and act upon 
opportunities to engage those specific organisations as 
suppliers to their business.

The primary aim of a Meet  
the Buyer event is to drive  
a higher level of ‘deal flow’  
in the market.” 

In stimulating the development of a mature ‘Buy Social 
B2B market’, it is important to facilitate connections 
between buyers – (MEs) – and suppliers – (SEs). ‘Meet the 
Buyer events’ are an excellent way to do this and serve 
multiple purposes.



   What to  
think about  
   when            	
 looking  
     to set up  
a Meet 
  the Buyer  
event

11

BUY SOCIAL EUROPE B2B MEET THE BUYER – BEST PRACTICE GUIDE



12

The central feature of a Meet the Buyer event is a series 
of short pitches from the SEs for an ME audience, but in 
some cases, the format of the event will need to focus 
on preparing the audience.

In instances where multiple MEs are invited to the same 
Meet the Buyer event, you should consider the different 
profiles of these MEs, particularly with regard to their 
experience and knowledge when it comes to social 
procurement and social enterprises. 

•	�The MEs which are at an earlier stage of their social 
procurement journey may be more in need of the 
‘inspire and engage’ outcome, while other MEs might 
be more ready to focus immediately on ‘deal flow’  
and putting in place buyer-supplier relationships. 

•	�If you do have early-stage MEs mixed in with more 
mature MEs, your event should include a clear 
introductory section. This segment should provide 
general information about what SEs are, what 
makes them so special, and the benefits of working 
with them. Then the rest of the event can focus on 
the pitches from the SEs, which will highlight the 
necessary information that prospective buyers need 
to know about the different product/service offering of 
each supplier to help achieve the ‘deal flow’ outcome.

What am I looking  
to achieve?
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•	�If you are working only or primarily with MEs at an 
advanced stage of their social procurement journey,  
the introduction can be quite short and the focus of  
the event should be on the pitches themselves. 

•	�If you are planning to host an event for just one  
ME, an interactive workshop-style element can  
be incorporated. This enables participants to  
openly discuss specific opportunities, barriers,   
and requirements and agree on next steps without 
concerns about commercial confidentiality.
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There are two different lenses to think about when 
thinking about the buyer audience.

1. The nature of the MEs that you’re targeting:

This should be based on the most appropriate buyers for 
the supplier market you are representing. Nothing will kill 
momentum quicker than bringing the wrong suppliers to 
a group – so don’t run an event with big corporates if you 
haven’t got suppliers capable of working with them, or a 
construction event with no construction suppliers. 

It may be that you decide to target SMEs or smaller 
businesses. Or a specific industry segment (construction, 
manufacturing), or geography (around a certain city).  
All of these solutions are appropriate and should be led 
by your understanding of the supplier base. 

2. The individuals within the MEs that you’re targeting. 

If you’re working with SMEs, they’re unlikely to have a 
dedicated procurement team for example. So you may 
be approaching the Managing Director/Chief Executive 
Officer (MD/CEO) or a Finance Officer. The focus should 
lie on how you can make the event worthwhile and 
straightforward for them to engage (as what they buy 
may not be top of the agenda). 

Who is the buyer 
audience I’m looking  
to engage?
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With larger organisations, it is important to recognise  
the difference between buyers and facilitators. As inter-
mediaries, we often find that our primary contact  
at an ME is in a procurement role or a sustainability/ESG/
CSR role. While these stakeholders can help to facilitate 
new business relationships between MEs and SEs, they 
rarely are the ‘budget-holders’ or ultimate decision-
makers. Instead, it is useful to view these procurement  
or sustainability/ESG/CSR contacts as the gateway to  
the actual decision-makers at their business. 

Ideally, your event will specialise in  
one category, as that will allow you  
to invite budget-holders from the 
relevant department or category team. 
This could work if, as an intermediary, 
you have a strong B2B social enterprise 
supplier base across multiple product/
service categories. 

For Meet the Buyer events focusing on a single category 
you can ask your primary contact to invite their colleagues 
from that specific category team to the event. This means 
that if your event features only SEs that offer a product 
or service in the marketing category, then marketing 
buyers at the ME will be invited; that if your event features 
only SEs that offer a product or service in the facilities 
management category, then facilities management 
buyers at the ME will be invited etc.

The alternative is to run events which bring together SEs 
from multiple product/service categories at the same 
event. In this scenario, it will then be up to your primary 
contact to inform colleagues in different category teams of 
the specific suppliers linked to their respective categories.

Ideally, your event will 
specialise in one category,  
as that will allow you to  
invite budget-holders from 
the relevant department  
or category team.” 



16

Successful Meet The Buyer events require a strong 
group of buyers and suppliers to be present. 

As an SE intermediary, you are well placed to curate 
the right group of SE suppliers to present at the event. 
However, it may well be that you don’t currently have 
the right connections to buyer communities, and that 
partnering with another organisation, or looking to bring 
your proposition to them, may be a better solution. 

 
In Buy Social Europe B2B consortium partners’ (eg SEUK, 
SE NL, SEND Germany) experience, social enterprises are 
always keen to pitch their products and services – and so 
finding an engagement buyer community is the most 
important aspect of putting the events on.

It may be necessary to consider:

•	�Approaching specific networks to see if they’d be 
willing to work with you to put on a unique event with 
you – e.g. Chambers of Commerce, SME associations, 
industry-specific networks (eg construction); 

•	�Looking at existing events and approaching them to 
see if they would be interested in hosting a MTB event 
that you could help them to put together;

•	�Working with engaged partners e.g. a large corporate 
or public body that could bring their supply chain to 
an event to encourage them to buy social; 

 Do I need to partner  
 (with another organisation)?
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In each case, it will be important to present the business 
case to them of why they should be considering/
supporting social procurement. In addition, it may be 
worth having a clear plan of how you can help them 
– i.e. your expertise, knowledge and connections will 
bring a range of suppliers to them that will make it 
straightforward for them to engage. 
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What should the format 
of the event be?

Whether you are running the event virtually  
(e.g. on Zoom) or in-person, the central feature of  
the event should be short pitches from the SEs for  
the ME audience. 

•	�For an online event, it is advisable to limit the number 
of pitching SEs to approximately 5 or 6. 

•	�At in-person events, the buyer audience will usually  
be happier to hear a larger number of pitches.

Prospective buyers will usually make up their minds quite 
quickly as to whether they are interested in engaging 
with a supplier, so pitches should last no longer than 6 
minutes. Powerpoint slides should be designed so as to 
support what is being said by the presenter rather than 
distract from what is being said, which means visuals 
and light-touch headings/text rather than slides full of 
detailed text. Following each pitch, allow a few minutes 
for open questions from anybody in the ME audience.

•	�Once all of the suppliers have pitched, bring buyers 
and suppliers together in breakout rooms, either 
physically or virtually (e.g. using features like Zoom’s 
Breakout functionality). 

•	�Have one supplier in each breakout room and allow 
buyers to enter whichever breakout room(s) they prefer. 

•	�Make it clear that buyers can visit multiple breakout 
rooms or stay in one breakout room.
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The purpose of the breakout discussions is to allow for 
a more detailed exchange of information which will 
allow the buyer to decide whether to pursue further 
interactions offline after the event. Buyers can ask further 
questions about each supplier’s product/service offering, 
while suppliers can ask questions about how each 
ME currently sources the particular product/service in 
question and identify existing or future opportunities.

At the end of the event, have  
an online survey ready for the  
ME representatives to complete. 
The survey should provide space 
for general comments and 
feedback but it should be a very 
short survey which basically allows 
each ME representative to tick 
the corresponding box(es) by the 

supplier(s) they want to connect with afterwards.  
The survey prompts the attendees to make a decision  
as to whether or not they want to progress further with 
any of the suppliers which pitched. 

•	�If you are running an online event, share the survey 
link in the chat before the end of the event. 

•	�For in-person events, the survey should be included  
in your follow-up email. 

You are unlikely to get many people completing the 
survey, but do be sure to check the survey responses. 
Wherever a connection has been requested, make an 
email introduction so that the buyer and supplier can 
easily arrange a follow-up meeting. 

The purpose of the breakout 
discussions is to allow for a 
more detailed exchange of 
information which will allow 
the buyer to decide whether 
to pursue further interactions 
offline after the event.”
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How  
  to run  
a Meet  
  the Buyer 
event

21
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As a rule of thumb, it is best practice to send invitations 
to the SE participants 3 months ahead of the event. 

This allows you enough time to wait for all of your 
preferred SEs to respond and to invite a second round  

of SEs if necessary before confirming your 
line-up. This timeframe will allow you to 
invite the ME attendees and provide details 
of which SEs are pitching with enough 
advance warning (see below).

When the SEs have confirmed their 
participation, make sure they have details about the 
event’s format and joining instructions. 

•	�This may involve sharing a Zoom link for online events 
or providing clear directions for in-person gatherings. 

•	�Ask them to share their Powerpoint presentation in 
advance of the event. 

•	�Let the SEs know that the presentations will be shared 
with the MEs after the event and that they should 
include their contact details on the slides.

How to brief  
SE participants

It is best practice to  
send invitations to the 
SE participants 3 months 
ahead of the event.”
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We recommend running an online ‘Practice Run’ a few 
days before the real event to give SEs a chance to practise 
their pitch with a friendly audience – i.e. with you and 
other colleagues from the intermediary as well as with 
their peers at the other SEs (but with no representatives 
from the MEs). 

 
SEs usually find this practice valuable as it provides 
feedback on which messages resonate well, allowing 
them to make improvements to their Powerpoint 
presentation. The Practice Run is also an opportunity 
for SEs to ask you any clarification questions about 
exactly how the event itself will run. 

•	�Make sure you send calendar invitations to the SEs  
for both the Practice Run and the real event. 

•	�Ask the SEs to join the real event earlier than its 
programmed start time – this will allow time for  
last-minute checks and preparation (e.g. to check  
that microphones are working ok and attendees 
are able to share screen if an online event and to 
familiarise themselves with the space if an in-person 
event) before the ME attendees join.

 
For the real event, there should be one calendar 
invitation for the SEs and a separate one for the  
ME representatives.

 
This prevents contact details of ME representatives from 
being shared without permission. Follow-up connections 
will occur through email introductions prompted by the 
survey (see above) or through the ME representatives 
getting in touch with the SEs of their own volition.
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It is important to invite the ME attendees to a Meet the 
Buyer with plenty of advance warning. 

If they know about the event 2 months in advance, their 
diary commitments are unlikely to be a barrier. 

•	�Send a Save The Date email 2 months in advance and 
a further invitation closer to the event when you have 
your final, confirmed line-up of SEs. 

•	�This second invitation should include details of which 
SEs are pitching.

•	�Make sure the ME representatives receive a calendar 
invitation, including arrival/joining instructions, so that 
it is blocked out in their diaries.

As noted above, if your event focuses on one specific 
category the invitations should make that clear, so that 
colleagues from that specific category team can be 
invited to the event. 

How to attract attendees 
from the MEs
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Ensuring the event  
runs to time

If you have run an online ‘Practice Run’ beforehand 
(see page 23), this helps ensure the real event runs 
to time as the SEs will have recent experience of 
delivering their pitch within the allotted time. 

•	�During the event itself, remind each SE before their 
pitch how long they have (e.g. 6 minutes) and let them 
know you will give them a 1-minute warning when 
they reach that point in their pitch. 

•	�Remember to time each pitch and give this warning, 
either verbally or with a bell or some other clearly 
audible sound. If an SE exceeds their allocated time, 
find a polite way to step in and stop them so that 
nobody gets an unfair advantage and the event  
runs to time.
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A follow-up email should be sent to all of the ME 
attendees as soon as possible after the event. 

•	�This email should thank the attendees for joining  
the event and it should include PDF versions of all  
supplier presentations. 

•	�The link to the online survey should also be included  
in your follow-up email.

Remember to check the survey responses a few times 
in the following days so that you can make email 
introductions wherever requested.

•	�Send a further follow-up email to ME attendees one 
week after the event as a reminder of which SEs 
pitched and a reminder that attendees can request 
email introductions by filling in the survey.

Getting effective  
follow-up from the 
meeting
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What to     	
   do next
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Once you’ve finished an event, it’s important to build 
engagement – both with the ME and SE audiences.

Remember, you want to be able to give confidence to 
your SEs that they should want to participate in the 
future (and that it’s a good use of their time), and similarly 
convince MEs of the value of their participation. The most 
powerful way to do this is through success stories – case 
studies or examples of partnership that demonstrate the 
win-win nature of ME-SE relationships. 

Whilst successful case studies may take time to 
develop, also writing up the event to provide examples 
of the suppliers that were present, data on how many 
introductions were made/how many attended etc can 
also be useful. 

Building on  
successful events
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Once you begin to build a reputation for bringing 
interesting suppliers to market, you can think about 
expanding into other areas. 

As always, the critical thing for this is the nature of your 
local SE supplier base – ultimately they are the product 
that you have to sell (rather than the concept of social 
procurement). So either looking at other strong verticals 
within your supplier base, or looking at what other areas 
your current supplier base could operate within would be 
logical next steps. 

For example, if you’ve focused on a specific geography 
(eg a city), it may be that several of your suppliers could 
also supply in another city (or region) and that’s a 
logical next step. Or that you’ve built a reputation within 
construction and have a number of suppliers within 
agriculture which becomes your next target. 
 

Our recommendation would be to start with a 
specific vertical and build a reputation within that 
before expanding out – this builds trust and will help 
those partners become advocates on your behalf 
before you expand out. For SEUK, our early focus was 
on the construction sector as we had a good range 
of suppliers and strong interest from buyers – we 
spent several years focusing on delivering to them 
before diversifying out.  

Diversifying into  
other areas
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Over time, it may well be that you can grow and 
develop the partnerships you build with MEs into  
other areas of development and delivery alongside 
meet the buyer events. 

This could include:

1.	 �Specific programmes of work with engaged MEs to 
support them to buy social;

2.	 �Development of other support alongside procurement 
e.g. mentoring, skills development;

3.	 �Looking to address other barriers to greater activity 
such as investment or business support;

If you do identify and build relationships with engaged 
MEs, they can become great routes to supporting all 
of the above, even if they don’t directly invest in them 
themselves. Cross-sector partnerships are vital to sector 
growth and can help you bring coalitions of engaged 
parties into conversations with government, funders and 
other stakeholders. 

Growing  
partnerships
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Event checklist

Identify your best suppliers and what  
markets they sell to

Brief suppliers on their pitch - keep them to  
time and be clear on audience

Choose a target buyer market/which MEs  
you want to invite based on your suppliers

Send invitation out to buyers with details  
on suppliers so they know what to expect

Choose a format for the event

Encourage buyers to share with their  
peers and widen your reach

Identify partners who can help get the  
word out to other buyers

1

1

2

2

3

3
4

When thinking about running an event:

Event preparation:
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Ensure you introduce the concept of  
social enterprise clearly to buyers

Ensure you make direct introductions to  
suppliers as requested by buyers

Make sure pitches run to time

Track the progress of these introductions  
and whether they led to deals

Allow plenty of time for networking  
and questions

Get feedback from buyers and suppliers  
on what could be improved

Use positive feedback and success stories  
to identify and market your next event

1

1

2

2

3

3
4

On the day:

After the event:
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SEUK Meet The Social 
Enterprise Supplier event 
– Facilities Management
2nd March 2023

The event was part of SEUK’s Buy Social Corporate 
Challenge delivery with attendees from across our 30 
corporate partners. The event was particularly focused on 
the Facilities Management space – we therefore targeted 
procurement individuals with responsibility for this 
sector and brought in a variety of category specific social 
enterprise suppliers.

The event was held online with the following format:

•	�Five social enterprises will pitch their product/service 
to the whole room (6 minutes each).

•	�Once we have heard all five pitches, you will be able to 
join a breakout room with one of the social enterprises 
so that you can find out more and discuss their 
potential fit as a supplier to your business.

•	�You can change breakout rooms at any time so that 
you can meet multiple suppliers.

•	�All attendees will be asked (via an online survey) 
which of the social enterprises you are interested in 
connecting with.

•	�You will be introduced by email to the suppliers you 
requested on the survey for follow-up conversations.

Objectives  
of the event

Case Study

Format of  
the event
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3.30-3.35	 Welcome and introduction from SEUK

3.35-4.05	� Pitches from 6 social enterprises (The Skill Mill, 
Britain’s Bravest Manufacturing Company, 
Amplify Goods, Belu, The Recycled Assets 
Company, Fink Street Food)

4.05-4.55	� Breakout rooms with each social enterprise 
to talk to them about their products/services

4.55-5pm	 Thank you from SEUK and next steps

The event had 193 attendees from across our partners and 
social enterprises. We were able to make 31 introductions 
after the event between social enterprises and mainstream 
enterprises, of which at least 5 led to deals and work as  
a consequence.   
 
 
Having an event focused on a particular category worked 
really well as it allowed us to get the right buyers in 
the room, and ones who had a genuine interest in the 
enterprises that presented. Having an effective follow-up 
strategy also helped us to make sure that conversations 
led to deals in the future. 

Agenda

Outcomes  
of the event

Key success 
factors

Having an event focused on a particular category 
worked really well as it allowed us to get the right 
buyers in the room, and ones who had a genuine 
interest in the enterprises that presented.”
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Inspiring corporations and governments to make an 
impact through their procurement.

The event was part of a collaboration between Ohmygood 
and Buy Social (NL). Together we have a large network  
of both social enterprises and purchasing organisations. 
The event took place at De Gruyterfabriek, Den Bosch, 
The Netherlands. 

To inspire the audience, there was a plenary program 
with speakers from various sectors. Followed by 
masterclasses on various themes and a live market full  
of inspiring social entrepreneurs showing their goods. 
The idea is to scale up this format every year.

Masterclasses: 

•	�Thea Smid-Verheul: Responsible and social 
purchasing; it is possible!

•	�Jack Stuifbergen & Deloitte: CSRD; an obligation  
or an opportunity?

•	�Marloes Tap ism Fraenck (social enterprise):  
How to create your impact strategy

•	Ralf Roex: Impact storytelling

•	�Maud-Schalekamp-Kerssemakers:   
How to engage people on your impact journey

Objectives  
of the event

Format of  
the event

SENL-supported Buy 
Social/Ohmygood Meet 
The Social Enterprise 
Supplier event
6th June 2023

Case Study

https://buy-social.nl
https://ohmygood.nl/social-impact-event/impact-masterclasses/
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The event took place from 13h30-1700 CEST.

•	Opening session: Easy to make impact: how so?

•	•	 �Impact Institute: Learn about impact 
developments and opportunities.

•	•	 �Makers Unite: Inspiring story from a real-life  
impact entrepreneur.

•	•	 �Hema: How Hema is making strides in 
sustainability and inclusiveness.

•	•	 �Butterfly Effect: Inspiring example where local 
residents, government and market organisations 
work together.

•	Impact Masterclasses led by ohmygood & Buy Social NL

•	•	 �How can you, as a company or municipality,  
can easily start making an impact today?

•	•	 �Start making an impact today during our  
Impact Masterclasses.

•	Impact Dating & Inspiration

•	•	 �Meet social entrepreneurs, companies, (local) 
governments and impact investors and discover 
products that allow you to make an impact on  
the ohmygood market.

Agenda

To inspire the audience, there was a plenary program 
with speakers from various sectors. Followed by 
masterclasses on various themes and a live market full 
of inspiring social entrepreneurs showing their goods.”
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Outcomes  
of the event

Key success 
factors

The event had 170 attendees consisting of corporates, 
municipalities and social enterprises. The goal of the 
event was to facilitate the meeting between social 
enterprises and potential buyers and inspire these parties 
to work together. SENL/BuySocial NL did not measure 
the outcome by evaluation forms. According to direct 
feedback from participating, the vibe was good, vibrant 
and positive. People are already willing to join next year.

The event enjoyed a good set-up, resulting from joining 
forces from partners. This made it easier to reach people 
and get people on board. Also, the very enthusiastic 
municipality of Den Bosch was very helpful. They really 
have an impact on entrepreneurship. For a next joint event 
we think about themes so more focus on specific areas. 
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The Buy Social Deutschland Pitch Event took place 
on the 18th of July, from 3-4h30 PM (CET). The main 
audience were corporates with the main focus being 
the DACH region & multiple industries were involved.

The event was held online. 

 
 
15:00-15:10	� Welcome and introduction SEND &  

Buy Social campaign (SEND team) 

15:10-16:10 	� Pitch presentations by Social Enterprises 
(10 minutes each) followed by questions & 
feedback (after each presentation):

•	•	 Orelon

•	•	 Stadtbienen

•	•	 Vidar Sport

•	•	 Circulix

16:10-16:30 	� Wrap-up and goodbye (SEND team)

Objectives  
of the event

Format of  
the event

Agenda

Buy Social Deutschland 
Pitch Event 
18th July 2023 

Case Study
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The hopes for the event were to a) deliver a well prepared 
and professional event and b) inspire the participating 
corporates to ask questions and c) for one or more of  
the corporates to get in touch with one or more of the 
social enterprises. 

What was actually achieved was that a) was delivered and 
achieved, whilst b) and c) weren’t achieved as hoped for. 
The corporates seemed very happy with the event and 
presented pitches, but very few questions were asked and 
none of the corporates did a follow up afterwards.

The digital format gives a lot of flexibility to both the 
social enterprises as well as the corporates and the variety 
of presentations (mix of products and services) increase 
the probability of a follow up after the event.

Outcomes  
of the event

Key success 
factors
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This event was an integral part of the annual CSR 
Forum, a collaborative effort between the Responsible 
Business Forum and Smart Kolektiv. Its primary 
purpose was to showcase CSR trends to the domestic 
business, public, and civil sectors while fostering 
cross-sector collaboration. The unique highlight of 
this Forum was the Partnerships Fair, where social 
enterprises presented collaboration opportunities to 
mainstream businesses.

Objectives  
of the event

Smart Kolektiv’s 
Partnerships Fair  
– CSR Forum 
7th December 2017 

Case Study
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Format of  
the event

The Partnerships Fair incorporated three key formats:

•	�Speed Dating B2B Session: An invitation-only meeting 
held during the conference, bringing together 10 
social enterprises and 10 mainstream businesses.  
Each meeting lasted 6 minutes, with social enterprises 
utilising 3 minutes for a brief pitch and 3 minutes for 
Q&A and discussion.

•	�Partnership Fair: Ten to fifteen social enterprises 
showcased their products/services in a Fair-style setup, 
strategically placed in the coffee break and lunch area 
during the main CSR Forum event. The lunch session 
included a VIP tour with CEOs and keynote speakers, 
further promoting the Fair to attendees and CEOs.

•	�One-Pagers: Each participating social enterprise, 
whether at the Fair or Speed Dating, had a one-pager 
that could be shared in digital or printed format to 
interested mainstream enterprises.

11:00-11:10	� Speed Dating – Welcome and Introduction 
by Smart Kolektiv and Responsible Business 
Forum

11:10-12:15	 Speed Dating – B2B Meetings

12:30-13:30	� Lunch & Partnerships Fair at CSR Forum

Agenda

The unique highlight of this Forum was the  
Partnerships Fair, where social enterprises presented 
collaboration opportunities to mainstream businesses.”
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The CSR Forum event attracted 103 attendees from our 
partner organisations and social enterprises. During 
the Speed Dating sessions, we facilitated 10 direct 
introductions between social enterprises and mainstream 
businesses, resulting in at least 5 concrete deals and 
collaborations. While the Partnerships Fair provided social 
enterprises with the opportunity to present their offerings 
to a broader audience, we do not have precise data on 
the outcomes of these interactions.

•	�Unique Position: As the founder and administrator  
of the only national CSR network, Smart Kolektiv could 
effectively bring together the mainstream business 
community and those interested in supporting social 
enterprises.

•	�Preparation of Social Enterprises: Selected social 
enterprises received extensive support in preparing 
for the event, including pitch workshops on leveraging 
the Fair and Speed Dating for B2B deals, as well as 
copyright and design support for creating one-pagers 
about their products and services.

•	�Hybrid and Interactive Formats: This event was 
embedded within a larger gathering of mainstream 
enterprises, ensuring substantial participation.  
The interactive nature of the Fair and Speed Dating 
encouraged direct dialogue and engagement 
between social and mainstream enterprises.

Outcomes  
of the event

Key success 
factors
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Core Partners

International 
Associated 
Partners

Stay up to date by 
following the accounts 
of the project partners
 
Logos link to their respective LinkedIn pages.

https://www.linkedin.com/company/euclid-network/
https://www.linkedin.com/company/reach-for-change/
https://www.linkedin.com/company/send-ev/
https://www.linkedin.com/company/social-enterprise-nl/
https://www.linkedin.com/company/yunus-social-business/
https://www.linkedin.com/company/social-enterprise-uk/
https://www.linkedin.com/company/sap/
https://www.linkedin.com/company/sewfcic/
https://www.linkedin.com/company/sustainable-procurement-pledge/
https://www.linkedin.com/company/zurich-insurance-company-ltd/
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www.buysocialeuropeb2b.eu 

Sign-up   
 &  join the  
community  
        here

#buysocialeuropeb2b  #buysocialeurope  #buysocial

http://www.buysocialeuropeb2b.eu
http://www.buysocialeuropeb2b.eu

