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Introduction

Thesocial economywhichencompasssa diverse range of
entities such as associations cooperatives mutual
societies foundations and social enterprises plays a
important role in the lives of European citizens. These
entities are characterised by their social and/or
environmental mission, democratic or participatory
governance, andhe reinvestment ofprofits andsurpluses
for the collective good.

Comprisingat least4.3 million entities the social economy
employsover 11.5 million peoplein a variety of economic
sectors. As Europe faces complex challenges such as climate
change, demographic shifts, and digital transformatithre
social economy offers innovative, inclusive, and
sustainable solutions that complement traditional
economic models.

The European Commission has long recognised the
importance of the social economy in fostering inclusive
growth, social cohesion, and resilience. Th@21 Social
Economy Action Plasets out a roadmafor supportngthe
development of thesocial economyimprouvng its visibility,

and enhaningits access to funding and marketstil 2030.

Furthermore, he Council recommendatiomf 27 November
20230n developing social economy framework conditiohs
provides Member States withguidance on howto tailor
public policies and legal frameworks to support the social
economy It alsoencouragesMember Statesto adopt or
update comprehensivenational or regional strategiethat
recognise and stimulate the social economy.

This Special Eurobarometer survey, commissioned by the
9 dzNR LIS y /I 2Y YA & aiGegefah
Employment, Social Affairs and Inclusion (DG EMPL),
explores public awareness, understanding, and engagement
with the social economy across the Europeaniddn It
provides a comprehensive snapshot of how EU citizens
perceive the social economy, the extent to which they
participate in it, andvhat values they associate with it. The
findings offer valuable insights for policymakers,
practitioners, and stakehders seeking to strengthen the
visibility and impact of the social economy in Europe.

The survey was conducted in the 27 EU Member States and
O22NRAYIGSR o6& ((KS
General for Communication (DG COMKBublic Opinion &

9 dzNR LIS | v

Citizens EngagementUnit. It forms part of the broader
effort to monitor public opinion on key social and economic
issues and to inform evidendmsed policymaking at the EU
level.

This Eurobarometer survey contributes tois agenda by
AKSRRAY3I tA3IKGE 2y OAGAT SyaqQ
social economy, their personal involvement in social
economyorganisationsand their views onth& O2 a e a i Sy
societal and economic contributions.

This survey has four main objectives:

1. To assess the level ofawareness and
understanding of the social economy among EU
citizens

2. To explore the extent and nature gbersonal
engagement with social economyorganisations
andvalues.

3. ToexaminelJISNOSLIiA2ya 2F GKS
role in society the economy, and thenvironment.

4. Toevaluatd A (i Avievisybrdh@ support provided
by public authorities and employersfor the
development of the social economy.

The results presented in this report are based on face
face interviews conducted with a representative sample of
the population aged 15 and over in each Member State. The
data collection was carried out in accordance with the
9 dzNR2 6 I NB Y S i S NI thodoldgikal 2shBddrds,
ensuring comparability and reliability across countries.

Y

for 5ANBOG2NI (S

/ 2YYAadaArz2yQa S5ANBOG2NIGS

1 European Commission: European Innovation Council and SMEs Executive Socieeconomic knowledge of the proximity and social economy ecosystem
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Methodology

This Special Eurobarometer on social economy was part of
the Eurobarometer wave 103.4 and was conducted in May

2025 This report covers the results from the 27 EU Member Belgium
States. 26410 respondents from different social and Bulgaria
demographic groups were interviewed in the appropriate Czechia
national language. This survey was commissioned by the Denmark
European Commission, Directora®eneral for

: . Germany
Employment, Social Affairs and Inclus{&ftGEMPL.
The methodology used was that of the Standard Estonia
Eurobarometer surveys carried out by the Directorate Ireland
DSYSNI f F2NJ /R Gpnlod k& (Chizns o Greece
Engagemerit | 3 Ihtérviews were conducted fade- Spain
face, either physically in people's homes or through remote France
video interaction in the appropriate national language. Croatia

LYGSNBASGE 6A0GK NBYZ2US BARS2 gy

FroSe 2N/ L+l [/ 2YLemingNihitha & A ages Bic & A R
were only conducted inDenmark, Malta, Netherlands, Cyprus
Finland and SwedenA technical note concerning the
interviews conducted by the member institutes of the Verian

Latvia

BE
BG
Ccz
DK

DE

EE
IE
EL
ES
FR
HR

T

S 2

Cy*

LV

network is annexed to this report. 27 Member States

We would like to thank the people across the

Lithuania
Luxembourg
Hungary
Malta

The
Netherlands

Austria
Poland
Portugal
Romania
Slovenia
Slovakia
Finland

LYy idSNDA

Sweden

European Uniorg weighted average for the

LT
LU
HU
MT

NL

AT
PL
PT
RO
S|
SK

Fl

SE

EU27

Note: In this report, EU countries are referred to by their
official abbreviations, as listed below:

(@
w»

*CQyprus as a whole is one of the 27 European Union Member States.
However, theacquis communautairbas been suspended in the part of the

European Union who have offered their time to take country not controlled by the government of the Republic of Cyprus. For
part in this survey. practical reasons, only the interviews carried out in the part of the country

controlled by the government of the Republic of Cyprus are incluni¢de

Without their active participation, this study would 0C¥ category and in the EU27 average.

not have been possible.

3The Eurobarometer methodological approaches:
https://europa.eu/eurobarometer/about/eurobarometer
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Awareness of the social economy is moderate,
with strong variation across countries and
demographics

A

Personal

56% of EU citizendave heard of the social
economy, with highest awareness in Malta (82%),
Netherlands (79%), and the Estonia (71%) In
contrast, avareness is lowest in Greece (34%),
Romania (37%), and Poland (41%)

Familiaritywith the conceptis more limited: 12%
FNB GRSTFAYAGSt et
familiar.

Awareness and familiarity are higher among those
with higher educatiorandliving in large towns

Associationg73%) andoundations (69%) are the
most recognised types of social economy
organisations, followed by cooperatives (56%),
mutual societies (50%), and social enterprises
(47%)

More than wo out of three citizens who are not
familiar with the term "social economy" still
recognise associations

engagement witlh social economy

organisatiorsiswidespread

A

The most common rolesin social economy
organisationsare volunteer (18%) andfinancial
donor (18%), followed byclient/customer (15%)
andmember (13%)

Three out of ten EU citizensdonate to social
economyentities

Out of those EU citizens involved in the social
economy, nore than four out of ten areinvolved
at least twice a month

The level of involvement in social economy
organgations among EU citizens is distribateas
follows: 14% of EU citizens say they are highly
involved(at least twice a week29% saythey are
frequently involved (at least twice a month 39%
saythey areinvolvedbut less oftenand 18% not
involved

Involvement is higher among those agéé-24,
those with higher education, and those wtare
financially secure.

Engagement with the social econorigyhighest in

the Netherlands (67%), Sweden (62%), and Ireland
(55%), and lowest in Latvia (23%) and Romania
(24%).

TrHYAT AL

A 33%

Ethical values matter to consumetBoughquality
and price remain top priorities

A 94% of EU citizens considprality important when

buying goods and servicesand 91% say the same
for price.

A Local production (85%gpcial standard$81%), and

environmental standards(79%) are alschighly
valued

ree EOUngiatizer&sgwgs\;%cgi%(?d l,J,Slerport from

th
re%onomxorbanisatlons

report having received support, most
commonly access to training or employment
(10%), goods (9%), or personal servicés)(8

A Support is most frequently reported in the

Netherlands and Belgium (54%), and least in
Slovenia, SpaiRortugaland Greece (under 25).

A Younger people, students, and those facing

financial difficulties are more likely to have received
support Among those who have difficulties paying
bills most of the time, 43% report having received
supportt compared to 41% among those with
difficulties from time to time, and 29% among those
who almost never or never face such difficulties.

The social economy is widely seen as important for
well-being and sustainability

A 75% consider the social economy important for

society, 72% for their local community§1% for
their personal welbeing, and 71% for the
environment.

Familiarity with the concept is associated with

stronger perceived importance across all
dimensions
{ dzLJLI2 NI F2NJ GKS &a20Alf

well-being is broadly consistent across the political
spectrum. Notably, individuals identifying as left
leaning (65%), centrist (60%), and ridgining
(61%) express similar levels of endorsement

Citizens see the social economy as most impactful
in healthand care education sportsand culture

A 58% saysocial economy organisations make the

biggest difference in health and social care
followed by education and training (44%) and
culture, sports and leisure (42).

Environmental and sustainabilitglated activities
(36%)as well asgriculture and food (35%) are also
widely recognised

S
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Poverty reduction and social inclusion are seen as
the top community impacts

A 46% of EU citizens say thsocial economy
contributes most to reducing povertyfollowed by
care and healthcare service$42%) andsocial
inclusion (37%).

A Environmental protection (33%), strengthening
local communities (32%), and training and skills
development (30%) are also widely recognised

A Familiarity with the concept increases recognition
of its impact across all areas

Citizens expect employers to align with social
economy values

A 93% of EU citizens support the idea tieatployers
should apply social economy principles

A In detail, the most widely supported principle is
NBAY@SaldAay3d LINRPFTAGA Ayidz2 GKS O2YLI yeQa
(52%), followed by working for a social or
environmental goal (51%) and giving employees a
say in decisiommaking (49%).

A Support is highest among younger and more
educated respondents, and those familiar with the
social economy.

Perceptions ofsocial economydevelopmentin
Member Statewvary

A 50% of EU citizens believe tisecial economy is
well developed in their country while 43% say it is
not.

A Perceived development is higher among younger,
more educated, and financially secure respondents,
and those familiar with the concept

Public support for policy action is strong

A 88% agree thapublic authorities should develop
strategies and legislation to support the social
economy,

A 86% support education and awareness initiatives,
and 80% agree with direct public funding

A Support is highest among younger, more educated,
and urban respondents, and those familiar with the
concept

A Political orientation appears to have little impact
on support for policy actionwith citizens across
the spectrum consistently expressing high levels of
endorsement ranging from 83% to 93%.

YA&AAZY



|. Awareness and
understanding of thesocial
economy




Special Eurobarometes67
Socialeconomyin the life of Europeans

1. Awarenes®f the termdsocial
economy

More than five in ten EU citizenshave heard ofthe
socialeconomy

Across theEuropean Union, more thanfive in ten citizens 281 Have you ever heard of the "social economy'? (%)
(56%) have already heard about th& 8 2 OA Ll £ , S
among them 20%ave heardabout the social economgnd
know what it is aboutwhile 36%do not really know what it
is about.

rves. and you know what this is about 20

The proportion ofEU citizensvho heard about the social
economyvaries widely across the EU Member Stafése

highest levels of awarenesgere recorded in Maltag2%),

the Netherlands(79%) Estonia(71%), andLatvia(69%). In

contrast, countries such aBoland(41%), Romania(37%),

and Greece(34%) reported lower levels of awareness.

L\‘es, but you do not really know what this is about 36

Acrossmost countries (22 Member State} at leasthalf of
the citizens have already heard about the social economy

QB1: Have you ever heard of the "social economy'? - Total 'Yes' (EU27) (%)

G
S N O 7o
& | 1
s v W &°
S w MW ss8
> SE Ml 68
Z HR W 86
@ s W &4
o T W &4
= f | 83
O s W s | 65 - 100
@ Sk [l 63
() R W &2 |60-64
() T W s0
s DK 59
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w Z 57
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() E 54
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Thesociodemographic analysiseveals the following:

1 Gender differences are modesb7% of men have
heard of the social economy, compared to 54% of
women. Men are also slightly more likely to say
they know what it is about (21% vs 18%).

1 Awareness ishighest among those aged 239
(61%), followed by 454 (58%), 1§24 (53%), and
55+ (51%)The 2%39 group is also most likely to
say they know what it is about (24%), while the 55+
group isthe least likely (17%).

1 HEucation sassociated wittawarenessThose who
ended education at age 20+ show the highest
awarenesy67%), with 8% saying they know what
it is about.In contrast, only 37% of those who left
school at 15 or younger have heard of the social
economy, and just 12% say they know what it is
about.

Awareness is highest among those identifying with
the left (63%),followed by theright (66% and the
centre (53%)Those on thdeft are most likely to say
they know what the social economy is about (24%),
while those on thecentrearethe least likely (8%).
Financial vulnerability affects awareness&\mong
those who have difficulties paying bills most of the
time, only 4% have heard of the social economy,
in contrastto 58% awareness among thoseot
experiencingifhancial difficulties.

Awareness increases withthe degree of
urbanisation. Respondents in large towns are most
aware (%), followed by those in small or midele
sized towns (56%})vhile awarenesdn rural areas
or villagess lower(51%). Those in large towns are
also more likely to say they know what the social
economy is about @6) compared to rural
residents (18%

QB1 Have you ever heard of the "social economy"?
(% - EU)

L] =

o 2

E o

@ s

‘g fad -g E = ] o

RS K R £ - :

=% 8 =2 ; = = =

3 5 2 z < ° 2

> o £ o =

o z

& 2

w W

> s
EU27 20 36 44 0 56 44
| _eeder |
Man 21 36 43 ] 57 43
Woman 18 36 46 0 54 46
15-24 18 35 47 0 53 47
25-39 24 37 39 0 61 39
40-54 21 37 42 0 58 42
55+ 17 34 49 ] 51 49

Education (End of)

19- 12 25 63 ] 37 63
16-19 16 36 48 0 52 48
20+ 28 39 33 ] 67 33
Still Studying 19 36 45 0 55 45
Most of the time 18 29 53 0 47 53
From time to time 17 35 48 0 52 48
Almost never / Never 21 37 42 0 58 42
Rural area or vilage 18 33 49 0 91 49
Small or middle sized town 19 37 44 0 56 44
Large town 23 36 41 0 59 41
(1-4) Left 24 39 37 ] 63 37
(5-6) Centre 18 35 47 0 53 47
(7-10) Right 20 36 44 0 56 44




Special Eurobarometes67
Socialeconomyin the life of Europeans

2.CFYATAIFINRGE GAGK

SO2y2Ye@¢é

Close tohalf EU citizens were familiar with the
concept ofdsocial economy before the interview

After respondents answered the initiguestionabouttheir

awarenessof the term, adefinition of the social economy
was readaloudto provide a common understanding fetl

subsequentquestions This approach allowegarticipants
who were unfamiliar with the term & & 2 OA | f
aware ofthe conceptitself to answer the remainder of the
guestionnaire more accurately.

The definition provided wasi ¢ KS a2 OAl t SO2
up of organisations that put people, communities and the
environment firstq¢ not profits. Their main aim is to create a
positive social or environmental impact. These organisations

typically:

- Are private and
authorities

- Reinvest most of their profits back into their social
or environmental mission, rather than distribute
them to owners or shareholders

- Are managed in a democratic or participatory way,
involving members, workers, or users in decision
Y1 Ay3E

independent from public

100

QB2: Were you familiar with this concept before the interview? (%)
12 | I | |
0
LU MT NL AT ES FR

IE
g = 30“ ‘00‘
""

B Yes, definitely

[ Yes, somewhat
May 2025

iKS 02y OSLJ

$ 02y Fustdaver orutliK A NR

tapov®tie

[ No, not really

2F aaz2 oAl f

When asked whether they were familiar with the concept
prior to the interview, a majority of EU citizens indicated
some level of awareness. Over one in ten respondents (12%)
aFAR (GKS& ¢gSNBE GaRSTAyAGSt e
dom>0 &l AR (GKSE

familiar. In contrast, more than half of respondents
SELJNBéaSR fAYAGSR 2N y2 Tl YA
“f f e ¢

YTI ng\Rt AIFKNSEE | oySRNBH ofsy 24l
with the concept

At EU Member States level, in most countri@snajority of
respondents reported at least some familiaritwith the
concept The highest levels of definite familiarity were
recorded in Luxembourg (25%)Malta (21%), the
Netherlandsand Ireland(both 20%). In contrast, countries
such as Bulgaria, and Romaifimth at 4%) andHungary
(3%)reported the lowest levels of definite familiarity

Acrossl8 Member Sates, the most common response was
6,54 a2YSo6KIGZé¢ 6 A(BothpseaE SYo
leading in this category. However, a substantial share of
respondents in several countries indicated limited
familiarity. Iy w2 Yl yAl X omM: &FAR (K
FIYAEAFINE FYyR odi ay 2 G
observed in Hungary, Bulgaria, and Italy, where over 60% of
respondents expressed limited or no familigrit

24

37

32

6 7
U RD

BG H
“6‘30.

N Don't know

10 12

Z EU27

B No, not at all
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Thesociodemographic analysiseveals the following:

1 Financialstability is associated witta higherlevel
of familiarity. Those who almost never or never
have difficulty paying bills report the higheste of
familiarity @8%), while those who struggle most of
the time report the lowest37%).
Familiarity is highest among residents of large
towns (51%), followed by those in small or middle
sized towns 44%), and lowest in rural areas or
villages (8%). Respondents in large towns are also
Y2NB fA{1Ste G2 are GkKSe
(14%) compared to rural residentsQ%).

1 Men are more familiarwith the concept 48% of
men report familiarity with the concept, compared
to 43% of women.

1 Familiarity with theconcept is highestmong those
aged 2539 (51%). It is slightly lower among both
the youngest group (124) and those aged 484,
reportingrespectively 45% and 47% familiarity. The
lowest degree of familiarity is observed among
respondents aged 55 and over at 42%.

1 Similarly to the trends observed for awareness,

education is associated with higher familiarity Familiarity is hiahest th identifvi ith
levels Respondents who completed their 1 amiliarity is highest among those identifying wi

education at age 20 or older are the most familiar the left (54%), followed by the right4s%) and the

G8: 03 sAGK wmys: aleay3d dkSe FIYREMRESGR [P giane also mostlikely
familiar. In contrast, only ®% of those who left U2 abe GKSe SSNLEEARSTAYAL
school at 15 or younger report familiarity, and just These results are consistent with the trends observed

6%wered RS T A familiarS £ & ¢ regarding the knowledge of the concept.
QB2 Were you familiar with this concept before the interview?
(% - EV)
> IS —
I £ ) E z o °
E g o © < §f Z
3 o] 3 g = - I
"’ - - 5 5 5
b 5 [
¢ 8 2 2 : .
EU27 12 34 28 26 0 46 54
Gender
Man 12 36 28 24 0 48 52
Woman 11 32 29 28 0 43 57
15-24 9 36 28 27 0 45 55
25-39 14 37 28 21 0 51 49
40-54 12 35 30 23 0 47 53
55+ 11 31 28 30 0 42 58
Education (End of)
15- 6 24 27 42 1 30 69
16-19 8 32 32 28 0 40 60
20+ 18 40 24 18 0 58 42
Still Studying 12 38 26 24 0 50 50
Difficulties paying bills
Most of the time 10 27 28 35 0 37 63
From time to time 8 33 32 27 0 41 59
Almost never / Never 13 35 27 25 0 48 52
Subjective urbanisation
Rural area or village 10 33 28 29 0 43 57
Small or middle sized town 11 33 30 26 0 44 56
Large town 14 37 26 23 0 51 49
Left-right political scale
(1-4) Left 16 38 26 20 0 54 46
(5-6) Centre 10 32 30 28 0 42 58
(7-10) Right 10 35 30 25 0 45 55
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3. Knowledge of types of organisations
belonging to the social economy

When asked about their awareness of different types
of social economy organisations, EU citizens most
frequently recogniseassociations and foundations.

EU citizens were presented with a list of organisation types
and asked to indicate which ones thieyew about Multiple
answers were allowed, and the results provide insight into
the general level of awareness of the social economy across
the European Union

Nearly threequarters ofcitizens(73%) say they are aware of
associations such as sports clubs or cultural associations.
This is followed closely Bgundations(69%), which typically
fund social causes. Over half of respondents (56%) are
familiar with cooperatives such as farming cooperatives
that are owned and run by their members

Awareness is slightly lower fonutual societies(50%) and
social enterpriseg47%).

QB3: Among the following types of organisations, which ones do you know? Please
select all that apply. (MULTIPLE ANSWERS POSSIBLE) (EU27) (%)

Associations (e.g. sports clubs, cultural associations) 73

Foundations (e.g. charitable organisations that fund social 69
causes)

Cooperatives (e.g. farming cooperatives, owned and run by 56
their members)

Mutual societies (e.g. health mutuals that offer insurance

or support to their members) 50

Sacial enterprises (e.g. businesses that employ people at a7
risk of exclusion)

Don't know 5
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The countrylevel data reveal notable variations in
awareness of social economy organisations across Member
States.

Associationsare the most widely recognised type of social
economy organisation across the EU27his trend is
particularly pronounced in Sweden (96%), Finland (93%), and
Denmark (90%)n contrast, awareness is significantly lower
in Romania (40%) and Bulgaria (46%#% only two countries
where fewer than half ofcitizens report knowing what
associations are.Associations are the most known
organisationtype in 17 MemberSates.

Foundations are also well known, with 69% of EU
respondents recognising them. Sweden again leads with
90%, followed by Finland and the Netherlands both at 84%.
The lowest awareness is observed in Romania (44%) and
Croatia (52%)0Overall, bundatiors are the most known
organisation type in 9 Member Sates. In Hungary,
associations and foundations are equally the most
recognised (66% each).

Cooperativesare recognised by 56% of EU citizens. Sweden
stands out with 83% awareness, followed by Greece (80%)
and Slovenia (78%). The lowest levels of recognition are in
Romania (39%) anBulgaria(42%). Although coperatives

are not the top choice in any of the 2Wlember Statesthey

are the secondmost known organisationin Croatia, Italy,
Hungary and Slovenia

Mutual societieshow more variation, with an EU average of
50%. Belgium, Spain, and the Netherlands report the highest
awareness with all the three at 69%, while Greece (25%),
Croatia (26%) and Bulgaria (27%), report the lowest. @ty
the second most frequently mentionedrganisation in
Belgium and the third one ifive Member Sates.

Social enterprises, while less well known overall (47% EU
average), are most recogeid in Slovakia (67%), Denmark
(65%), and the Netherlands (63%). Awareness is lowest in
Bulgaria, Cyprus, and Romania, where fewer than 30% of the
population in these three Member States reported being
familiar with social enterprisesSocial enterprisesre the
least known organisation being the third choice only in
Denmark, Hungary and Austria.

0B3: Among the following types of arganisations, which ones do you know? Please select all that apply. (MULTIPLE ANSWERS PQSSIBLE) (%)

EU27 BE BG Z DK DE EE IE EL
®0wwis®a&()E

Associations {e.g. sports clubs, cultural associations)
Foundations (e.g. charitable arganisations that fund social
causes)

Cooperatives (e.g. farming cooperatives, owned and run by
their members)

Mutual societies (e.g. health mutuals that offer insurance
ar support to their members) 50 Wl 27 31 53 ReO§ 32 3L 25

Social enterprises (e.g. businesses that employ people at
risk of exclusion) 47 49 26 47 B> 55 32 39 43

Don't know 5 2 15 7 1 4 12 B 4

2nd Most Freguently Mentioned Item

May 2025 3rd Most Frequently Mentioned Item

ES FR HR IT C¥ LV LT LU HU MT NL AT PL PT RO SI SK FI SE
ST V-SSP w0+ s

63 56 26 33 33 51 36 67 35 49 68 53 45 33 32 63 36 60 40

57 41 31 41 26 51 59 58 37 52 63 53 31 33 29 70 67 57 54
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Thesociodemographicanalysis reveals the following:

1 Men are slightly more aware of most orgasdtion

types. For example, 75% of men know about
associations compared to 72% of women. Men also
report slightly higher awareness of cooperatives (59% vs
54%) and mutual societies (52% vs 48%).

Awareness is highest among those aged;39 and 4@

54, with 74% in both groups recogitig associations
and around 70% aware of foundations. The youngest
group (1524) shows lower awareness of cooperatives
(48%) and social enterprises (40%), while those aged
55+ maintain relatively high awareness across
categories, though slightly lower f@ocial enterprises
(46%).

Education is strongly associated with awareness
Respondents who completed their education at age 20
or older are the most aware across all categori€&®%
know associations, 78% know foundations, and 66%
know cooperatives. In contrast, those who left school at
15 or younger show the lowest awarenesspecially for
social enterprises (37%) and mutual societies (39%).
Financial stability correlates with higher awareness
Those who almost never have difficulty paying bills
report the highest awareness of associations (77%),
foundations (72%), and cooperatives (60%).
Respondents who struggle most of the time show the
lowest awareness, particularly for social enterprises
(38%) and mutual societies (40%).

il

Urban residents are slightly more aware than rural
ones especially of foundations (73% in large towns vs
68% in rural areas) and social enterprises (50% vs 44%).
Awareness of associations is consistent across all areas
(around 2¢74%).

Political orientation influences awarenessThose
identifying with the left report the highest awareness
across albrganisations  80% for associations, 76% for
foundations, and 63% for cooperatives.

Familiarity with the concept of social economy is the
strongest predictor of awarenessThose who say they
are familiar with the concept report significantly higher
awareness across all orgsaiion typeg 78% for
foundations, 67% for cooperatives, and 62% for social
enterprises. In contrast, those unfamiliar with the
concept show much lowerlevels of knowledge
especially for social enterprises (34%) and mutual
societies (41%).

Among those unfamiliar with the "social economy"
concept many still recognize specific types of social
economy organizations. Notably, 69% identify
associations, 61% foundations, 47% cooperatives, 41%
mutual societies, and 34% social enterprises
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QB3 Among the following types of organisations, which ones do you know? Please select all that apply.
(MULTIPLE ANSWERS POSSIBLE)
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EU27 73 50 69 56 a7 5
Man 75 52 69 59 48 5
Woman 72 48 68 54 45 5
15-24 74 46 65 48 40 5
25-39 74 52 69 56 48 4
40-54 74 50 70 59 50 4
55+ 72 50 69 58 46 6
Education (End of)
15- 67 39 60 50 37 9
16-19 70 46 64 52 42 6
20+ 80 59 78 66 57 2
Still Studying 78 49 68 50 42 7
Difficulties paying bills
Most of the time 69 40 63 46 38 7
From time to time 66 40 61 52 42 6
Almost never / Never 77 55 72 60 49 4
Subjective urbanisation
Rural area or vilage 74 5 68 58 44 5
Small or middle sized town 72 49 67 56 46 5
Large town IL! 49 73 56 50 4
Left-right political scale
(1-4) Left 80 56 76 63 55 3
(5-6) Centre 72 50 68 54 45 5
(7-10) Right 68 a7 65 54 44 5
Familiarity with the concept of social economy
Yes 79 61 78 67 62 1
No 69 41 61 47 34 8
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1. Personal roles and involvement in the
social economy

Nearly two in ten EU citizens report to have
volunteered or been a financial donor for asccial
economyorganisation in thepastfive years

When asked about their personal involvement with social
economy organisations over the past five yeamgre than
half of EU citizens(%) reportedto be engaged in at least
one of the listed roles This suggests that active participation
in social economy organisations is widespread with a
majority of citizens being personally involved in at least one
role.

The most common roles were aswvalunteer or financial
donor, each cited by 18% oftizens These were followed by
client or customer (15%member (13%pnd goods donor
(12%)

Less common forms of involvement included serving as a
board member (5% or working as an employee of such
organisations (4%). Only 2% identified as social
entrepreneurs, highlighting the relatively niche nature of
entrepreneurial activity within the sector.

QB4: In what roles, if any, have you been personally involved with any social
economy organisations over the past five years? You have been involved as a...
Please select all that apply. (MULTIPLE ANSWERS POSSIBLE) (EU27) (%)

..volunteer 18

..donor (financial) 18

..client, customer 15

..member 13

..donor (goods) 12

..board member 5

..employee of a social economy organisation 4

..social entrepreneur 2

Other (SPONTANEOUS) 0O

None - You have never been involved with the social

economy/you have never been involved with any of the 47
organisations listed above (SPONTANEOUS)

N

Don't know
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Involvementin each rolevaried consideably at EU Member
State levelSweden the Netherlands, Finlanénd Denmark
notably differentiate themselves form est of the Member
states with higher rates of involvement in each rolén
contrast,morethan three quarters otitizens did not report
involvementin any role inGreece (81%), Romania (77%) and
Portugal (74%).

In 11 Member States, the most frequently reported rolasv
volunteer. Hghest share were observeth the Netherlands
(49%) Denmark (43Pwhile lowest shareof volunteerswere

observed inPoland, Portugal, Greecelungary &ll at 6%)

and Romania (5%)

The role offinancialdonors was most quotedn 9 Member
States Hghest share of financial donors reportedSweden
(50%) Luxembourg (41%gnd the Netherlands (36%); while
lowest sharswere observed iBulgaria, Greece and Cyprus
(all at 1%).

The role of client or customer was the magtioted in 8

Member States.In Finland over half (53%) of citizens
reported such involvemenOver three out of terreported

involvement inthat role inthe Netherlands (3%), Sweden
(32%) andelgium (31%)

Membership was quoted as first form of involvement only in
Sweden, where a vast majority of citizens (58%) indicated
they had been involved in this capacity over the past five
years. In contrast lowest shares were observed in Romania,
Portugal and Lithuaai(all at 2%).

The role of good donors was the most frequently quoted in
Portugal (11%) and Slovakia (18%erestingly, lghest

shares of involvement in that role were observed in Austria
(30%) Germany (23%), Estonia and Sweden (both at 19%).

Board members, employees and social entrepreneur were
significantly lessrepresented across all member states.
Notably, relatively high shares were still observed in Sweden
for board members (29%) and in the Netherlands for
employee (14%).

QB4: In what roles, if any, have you been personally involved with any social economy organisations over the past five years? You have been involved as a...

Please select all that apply. (MULTIPLE ANSWERS POSSIBLE) (9%6)

EU27 BE BG CZ DK DE EE IE EL ES FR HR IT Cr LV LT LU HU MT NL AT PL PT RC SI SK FlI SE
Oﬂ'bi“.li-ﬁ“ﬂ$0 ® - P cwdOweat+s
_volunteer 28 7 - 6 15
-..donor {financial) 20 1
_client, customer 15 12 21 10 19 18 . 11 -
_.member 13 21 3 5 38 24 6 3 4 7 2

...donar (goads) 12 12 1 17 8 23 19 17 3

- board member 5 5 1 2 17 4 4 4 1

_.employee of a social economy arganisation 4 5 2 3 9 5 3 5 1
..social entrepreneur 2 2 1 2 3 2 2 2

Other (SPONTANEQUS) a0 0 1 0 2 0 1 0 0

None - You have never been involved with the social
economyfyou have never been involved with any of the 47 25 71 44 18 33 40 35 81
organisations listed above (SPONTANEQUS)

Don't know 2 1 2 3 2 1 4 3 1

2nd Most Frequently Mentioned Item

May 2025 3rd Most Frequently Mentioned Item

12 12 5 3 s 5

4L 52 59 8l 47 70 23 &7 47 11 38 61

74 77 52 51 14 11
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Thesociodemographicanalysisreveals the following:

ll

Involvement in social econongrganisationsn the
past five yearsvaries significantly across socio
demographic groups, revealing nuanced patterns of
engagement. While overall participation remains
moderate, certain roles particularly volunteering,
donating, and being a client or memhestand out

as more common forms of involvement.

Women are slightly more engaged than men
across most rolesparticularly as volunteers (19%
vs 17%), donors of goods (14% vs 10%), and
financial donors (19% vs 17%). Men and women are
equally likely to have served as social
entrepreneurs, though women are marginally more
likely to have worked as employees in sbci
economy organisations and men as board
members

Age plays a notable role in shaping involvement
Youh, aged 1524, are the most likely to have
volunteered (21%) and to have been clients or
customers (16%), but they are less likely to have
donated financially (9%) or served on boards (2%).
In contrast, those aged 484 and 2§39 show
more balanced involvement across les, with
higher rates of financial donation (18%) and board
membership (% and 6%respectively. The oldest
group (55+) is the most likely to have donated
financially (21%) but shows sligh lower
engagement as clien{d2%) and/olunteers(17%)
Education is a strong predictor of involvement
Those who ended their education at age 20 or older
are significantly more active across all roles: 24%
have volunteered, 28% have donated financially,
and 19% have been members. In contrast,
individuals who left school at 15 or younger report
much lower engagement, with only 10% having
volunteered and 64% indicating no involvement at
all. Students currently in education show higgtie

of volunteerism (23%) and client engagement
(16%), but lower financial conlutions (10%)

1 Financial situation also influences participation.

Those who never or almost never have difficulty
paying bills are more likely to be involved
especially as financial donors (22%) and members
(14%). Conversely, individuals who struggle
financially most of the time are less likely to donate
(9%) or serve on boards (2%), and more likely to
report no involvement (53%).

Urbangation shows only subtle differences.
Residents of rural areas are slightly more likely to
be members (14%) and board members (6%) than
those in towns, while those in large towns are
marginally more likely to be employees (5%) or
financial donors (19%).

Political orientation correlates with engagement
levels. Citizensidentifying with the left are the
most active, with 24% having volunteered, 26%
having donated financially, and 17% having been
members. Those in theentre and right are less
involved overall, with higher rates of non
involvement(48%vs. 38%for those identifying to
the left).

Finally, familiarity with the concept of social
economy is a key driver of participationThose
who are familiar with it are far more likely to have
volunteered (25%), donated financially (25%), or
served on boards (7%), while only 35% report no
involvement. In contrast, among those unfamiliar
with the concept, just 12% have volunteered and
57% report no involvement
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QB4 In what roles, ifany, have you been personally involved with any social economy organisations over the past five years? You have been involved as a... Please select all that
apply. (MULTIPLE ANSWERS POSSIBLE )
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EU27 2 2z 18 13 5 18 12 15 0 47 2
Gender
Man 2 2 17 13 5 17 10 14 0 43 2
Woman 2 5 19 12 4 19 14 15 0 45 2
- 1 z 21 13 2 9 9 16 0 43 2
3 5 19 5 13 12 6 0 45 2
2 5 17 [ 18 13 0 45 2
2 3 17 12 5 21 13 12 0 45 2
E ducation (End of)
1 2 10 [ 2 10 8 ] 0 54 2
16-'1:: 2 3 15 9 3 14 11 13 0 52 2
20+ 3 [ 24 19 3 28 16 19 0 34 1
Still Studying 1 5 23 14 3 10 9 16 0 47 2

Difficulties paying bills

Most of the time 2 2 16 P 16 533 1
From time to time 3 5 1E 10 3 11 1U 1E U 3 2
Almost never / Never 2 < 14 [ 22 13 45 2

Subjective urbanisation

Rural area or village 2 17 14 17 13 13 2
Small or middle sized town 2 2 13 12 4 18 12 18 D LE 1
Large town 2 5 13 12 4 19 12 14 0 43 2

2 24 [ 16 1
[E-c_. Centre 2 2 16 11 4 1? 13 U ~S 2
(7-10) Right 3 2 16 12 [ 16 1 14 0 42 2

Familiarity with the concept of social economy

es 3 8 25 16 25 16 18 0 35 1
No 1 3 12 10 3 2 9 12 0 5 2
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2. Frequency of personal participation in
the social economy

More than four out of ten EU citizensvho reported
engagementwith social economyorganisations are
involved at least twice a month

When asked how frequently they are currently involved with
social economy organisatior82%of EU citizengvolved in
social economy organisationsver the past five years
reported some level oturrentinvolvement

43% of respondents reported being involved with social
economy organisations at least twice a month. 16%
participate two or three times a month, and 13% about once
a week. More frequent involvement is less common: 9%
engage two or three times a week, andlp 5% participate
daily or almost every day.

They 2 4
Y2y (K

O02YY2y NBalLlyasS gla af

o0y F2ff26SR o0& a
Overall, sustained and frequent participation remains
moderateacross the EU.

QBS: How frequently are you personally currently involved with social economy organisations? (%)

Never 18

Less often 39 —

Every day or almost every day 5

I—T\vo or three times a week 9

.— About once a week 13

—Two or three times a month 16

Base: Respondents who did not answer "none" or "don't know" to QB4
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At EU Member State level, the proportion of citizens In contrast, the lowest levels of involvement were observed
currently involvedwith social economy organisatioasleast in Latvia (23%), Romania (24%), Czech Republic (25%) and
twice a monthshows considerable variation. The highest Hungary (26%). Similarly low figures were reporte&ain
levels of involvement were recorded in the Netherlands (26%) andsreece(30%), suggesting that in these countries,
(67%), Sweden (62%), and Ireland (55%), followed closelyby G KS a2 OAlf SO2y2Yé& NBYlIAya f
Denmark and Malta (both 54%), and Austria (51%). These lives.

countries significantly exceed the EU27 ags of 43%,
indicating a strong culture of engagement with social
economyorganisations.

Several countries, including Finland, Croatial Cyprus &ll

at 46%), reported levels of involvement close to the EU
average, reflecting moderate but consistent engagement
across different regions.

QB5: How frequently are you personally currently involved with social economy organisations? -
Total 'Highly involved' + Total 'Involved' (EU27) (%)

< Nl s7
> SE @ 62
() E . 55
:: DK . 54
D v Wl 54
s AT B 51
# Fl . 46
T HR W 46
- o W 4
& pE [l 45
O 7T W 4 | 47 - 100
- W m 4«
@27 @ 43 | 41-46
() BE B 4 j
(O m 39
@ PT 33
&= EE 33
@ S 33
@ SK 33
w FPL 33
w BG 32
o LU 30
"é& EL 30
© s 26
= H 26
w 25
() RO 24 o
= LV 23
Base: Respondents who did not answer "none" or "don’t know" to QB4
May 2025
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Thesociodemographic analysiseveals the following:

1 Financial situation also plays a roléhose who

1 Across the EU27, involvement in social economy - ; )
o . 0 . never or almost never have difficulty paying bills
organisationsis moderatg with 29% of citizens likelv to be highly involved15% d
. . are more likely to be hi involve ) an
involved (two times a month toonce a weekand involved (28% )yth h 9 yh . cf ) ¢t of th
. . . involve 0) than those who struggle most of the
14% highly involve(ht least twice a week) . . 99
; . . time (respectivelyl2% and 2%). The latter group
1 Gender differences are minimailen are slightly ) ,
. . . also reports the highest rate of nanvolvement
more likely than women to be highly involved (26%)
0).
(14% vs 13%). o ) ) )
. . 1 Familiarity with the concept of social economy is
1 Age reveals more variatior¥oungcitizens aged the st ; dict ¢ invol ¢ A
i . e strongest predictor of involvement. Amon
15¢24, are the most engagedwith 16% highly 9 P . ) : 9
. . those who are familiar, % are highly involved and
involved and31% involved. In contrast, the oldest i ) . .
. 32% involved, with only 3% reportingnever being
group (55+) shows the lowestate of high ) . X
. . involved In contrast, among those unfamiliar with
involvement (12%) and the highest rate of Ron ) ; )
participation Q0%) the concept10% are highly involve@5% involved,
0). .
L . and nearly ajuarter (24%) report no involvement
1 Education is a strong predictor of engagement.
Those who ended their education at age 20 or
older are the mostinvolved together with who is
still studying with 17% highly involvedor both
groups In contrast, individuals who left school at 15
or younger are the least engaged, with ordl§0%
highly involved and65% reporting rare or no
involvement at all.
QB5 How frequently are you personally currently involved with social economy organisations?
(% - EU)
E‘ - = o
= 2 . 5 e S
@ = 6] = @ =
3 ® 2 ™ - 5 = =
5 g @ g & - & E = =
E = @ £ s = = = 2 Z
- & ¢ & = F F 3 =
& 5 2 = = [ =
= = = = I
= £ g = B
I = - -
ELZ27 5 9 13 16 39 18 0 14 29 57
Man 5 9 14 15 39 18 0 14 29 57
Woman 5 8 12 7 40 18 ] 13 29 58
15-24 4 12 16 15 36 17 0 16 N 53
25-39 5 9 14 16 38 18 0 14 30 56
40-54 7 9 13 15 41 15 0 16 28 56
55+ 4 8 12 16 40 20 0 12 28 60
15- 5 ] 12 12 43 22 0 1" 24 65
16-19 3 8 12 16 40 21 0 " 28 61
20+ 7 10 13 17 39 14 0 17 30 53
Still Studying 3 14 16 17 36 14 0 17 3 50
Most of the time 5 7 1" 13 38 26 0 12 24 64
Fromtime to time 4 10 15 16 38 17 0 14 N 55
Almost never / Never 6 9 12 16 40 17 0 15 28 57
Rural area orvillage 5 8 12 16 40 18 0 13 23 59
Small or middle sized town 4 9 13 16 39 19 0 13 29 58
Large town ] 10 13 15 40 16 0 16 28 56
(1-4) Left 6 9 13 18 40 14 0 15 | 54
(5-6) Centre 4 9 12 15 40 20 0 13 27 60
(7-10) Right 5 9 14 15 38 19 0 14 29 57

F amiliarity with the concept of social economy
&

Yes
No

11 14 18 38 13 0 17 32 51
3 7 11 14 41 24 0 10 25 65
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3. Importance of social and ethical values
in consumption choices

More thanthree quarters ofEU consumerthink local
production, social standards and environmental
standards arémportant considerations

When purchasing goods and services, EU citizens place the  Other aspects such &scal production and social standards
highest importance on quality and priceA clear majority also hold significant weight. 85% of respondents view local
6cm>0 O2YAARSNI ljdzk f AGe (2 0SNRIRHSONEA 2NV Y LIBNIRIYYIERNG | g8 0 8 n &y
FRRAGAZ2Y It om: NIYGAY3I AlG da AVLERNIBYSAYLIENBKYOSEY (fA YHE 1 dkE
Ad RSSYSR G@SNE AYLERNIIy(Gé o RpEYLEBEIESSaREFREFEI DDy RN G
GFFANI @ AYLERNIFYydGe 08 oyx3 AYKALONIG Enfitbeniedtel (stardards ( arebdisvierédy & |
factor in consumer decisiemaking. important by 79% of respondentshough fewer rate them
4 GOSNEB AYLRZNIFIYyGE oowz20 02
In contrast, brand is the least influential factor, with only
Mm: 2F NBaLRyRSyidia O2yaiRSNR
op: albe@Aay3da AG Aa ayz2d OSNE A

QB13: When you buy goods and services, how important are the following aspects to you? (%)

Quality

Price

Local production, the fact that the goods and services are produced in your area, in (OUR COUNTRY)

Social standards, e.g. job quality and employee safety

Environmental standards, e.q. energy consumption, carbon and material footprint

Brand

W Very important Fairly important Not very important N Not at all important I Don't know
May 2025
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Of the &% of EU citizens who consideccal production The highest shares dfitizensranking local production as
important when buying goods and service2% say it is ay2iG OSNE AYLRNIIyYyGé H6KSNB |
GOSNE AYLRNTGI Y@y&aARBNI & dn a7F (228 Ethuanid LABM)EStoxlidi Riménaniaand Latvia(at
Onlylgz &l & 20t LINPRdzOGAZ2Y A&18wy 20 OSNE AYLRNIFIYyGZé YR

g oayz2u baebtft AYLEZNUFYD The combined importance remained high all countries,
¢KS KAIKSad tS@Sta 2F adSNRwithlowesSesNaiasf iyhjoétanceaBb7a %idthé BledharlandsS NB
recorded in Greece (67%Jyprus(66%), andSloveniaand

Malta (both at 599). Other countries reportedsignificant

AKFNB&a 2F aFFANI @ APddadGa)y ¢ NBaLRyaSazr adzOK I a

Sweden (49%), the Netherland48%) and Denmark and

Lithuania(both at47%)

QB13.4: When you buy goods and services, how important are the following aspects to you? - Local production, the fact that the goods and services are produced in

your areg, in (OUR COUNTRY) (%)
15
485
38

100
80
60
40

20

AT DE EU27 HU LT LV EE NL
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Of the 81% of EU citizens whonsidersocial standards In all EU Member States, a majority of respondents rated

important when purchasing goods and servicg8% say a20A1Lf adryRINRa Fa AYLRNILFY

GKS® INB G@OSNE AYLRNIFIYy(iZé gKXTIBNIPpYIO2NBARSNAGKSHS BE I NB.

AYLRNIIFyldoe hyteée mm: al & &2 054%), aad Cypid (8F%Q AtheidScountyied (withd Srokily

AYLR NI F G5y 20y R4 F £ £ A YL NI | sippdrt include Ireland (52%) Sweden (49%), and
Luxembourg (47%).

QB13.6: When you buy goods and services, how important are the following aspects to you? - Social standards, e.g. job quality and employee safety (%)
1 1 1 1 2 4 2 1 1 1 1 2 1 2 1 1 2 4 2 2

5 6
8
13 14
14
44
47 40
43 40 40
36

100

8 8
a1
43

MT IE
PEOO:-=2a

I Very important [ Fairly impaortant [0 Not very important I Not at all important I Don't know
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Of the 79% of EU citizens who considenvironmental In all EU Member Statebut Estonia a majority of
standardsimportant when purchasing goods and services, respondents rated environmental standards as important.
3> ale (KSe I NB 4% bobsidarthed? NI IC RSB éK AdKKASESHI  S@Sta 2F agdSNEe
AFFANI & A Y LBoNsHyegvirohraentd ytzinéards recorded in Malta (59%§;yprus(51%) andreland(49%).

PNE ay20 SSNE:ACYRNIFYIEEL yB%hJezr '(\:lblljmtrpés W|th strong support includeuxembourg

Greece(both 45%) Italy (43%) and Austri@2%)

QB13.5: When you buy goods and services, how important are the following aspects to you? - Environmental standards, e.g. energy consumption, carbon and material

footprint (%)
EU27 HR PL SE AL EE

PDZ0- 02220200002 vt=+o00lwves

B Very important 0 Fairly important [0 Not very impaortant B Not at all important I Don't know
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Thesociodemographic analysiseveals the following:

ll

Across the EU27, both price and quality aspects are
rated as important by the vast majority of
respondents, with only minor variation across
demographic groups. However, more nuanced
differences emerge when it comes to brand, local
production, and ethical standards such as
environmental and social criteria.

Gender differences are modest. Men and women
are equally likely to prioritise price and quality but
diverge slightly on other aspectd/omen are more
likely than men to value local productiori86%vs
84%) environmental standardg80%vs 77%) and
social standards(82% vs 80%), while men are
marginally more brandonscioug52%vs49%)

Age reveals more pronounced patterngounger
respondents (aged 1&24) are the most brand
sensitive (56%) while older respondents place
greater emphasis on ethical and local
considerations. Support for local production and
environmental standards increases steadily with
age, peaking among those aged 55 and oaer
respectively 89% and 80%

Education is a strong predictor of consumer
priorities. Respondentavho were ineducationthe
longest (at age 20 and olde) are more likely to
prioritise quality (96%) socialstandards(84%)and
environmental standards(81%) Those who left
education earlier (before age 16) are more price
sensitive (94%) They areless likely to consider
environmental (74%) or social factors (78%)
important but more likely to consider local
productionimportant (87%)

Financial situation also plays a roRespondents
who almost never or never have difficulty paying
bills are more likely to value qualitf96%) local
production (86%) and environmental standards
(80%) In contrast,those who struggle themost
financiallyare less likely to considequality 89%),
local production (81%) and environmental
standards [1%) This suggests that economic
constraints may limit the ability to prioritise
sustainability or origin when making purchasing
decisions.

Urbanisation introduces subtle but consistent
differences.Residents of large towns are slightly
more likely to prioritise environmental(80%)and
social standard982%) while those in rural areas
place relatively more importance on local
production(85%).

Finally,familiarity with the concept of the social
economy is associated with more ethical and
sustainability-oriented  purchasing behaviou
Respondents who are familiar with the concept are
significantly more likelythan those who are
unfamiliar with itto considerocal production (88%
vs83%)environmentalstandardg83%vs 75%)and
social standard§86%vs78%).
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QB13
When you buy goods and services, how
important are the following aspects to you?
(% - EV)
0 . >
588 _ 4g_ 88
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EU27 91 94 50 85 79 81
Man 91 94 52 84 77 80
Woman 92 94 49 86 80 82
15-24 93 94 56 74 75 80
25-39 90 92 53 82 79 82
40-54 91 95 54 87 79 82
55+ 92 95 45 89 80 82
15- 94 93 47 87 74 78
16-19 91 93 53 85 78 81
20+ 91 96 46 86 81 84
Still Studying 94 95 57 78 80 82
Most of the time 92 89 40 81 71 79
From time to time 90 90 54 84 7 80
Almost never / Never 93 96 50 86 80 82
Rural area or village 90 93 48 85 75 79
Small or middle sized town 93 94 52 86 80 83
Large town 92 95 51 83 80 82
(1-4) Left 93 96 45 86 84 86
(5-6) Centre 92 95 52 87 81 83
(7-10) Right 88 91 52 84 73 78
Yes 92 96 51 88 83 86

No 91 92 50 83 75 78
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4. Receiving support from social economy
organisations

One in tenEUcitizens say they received supptdn the
form of access to training, education or employment
opportunities

When asked whether they had ever received support from
social economy organisationsne-third of EU citizens33%)
answered positively This indicates that social economy
organisationshave anactiverole acrosssupporting role in
the EUwith athird receiving at least one formf support

The most common fornof supportwas access to training,
education, or employment opportunities cited by 10% of

respondents. This includes services such as language

courses, job coaching, and vocational training.

Other frequently mentioned types of support included the
provision of goods (9%)such as food, clothes, or school
supplies and personal help or services (8%), including
childcare, elderly care, or legal advice. An equal share (8%)
reported participation incommunity activities or support
groups highlighting therole of social economy organisations

in fostering social inclusion.

Less commonly cited forms of support were financial
assistance (6%) and housing or shelter support (6%), while
1% of respondents spontaneously mentioned other types of
support® ! AYIff LINBLRNIAZ2Y 06H>
indicating some uncertainty or lack of awareness.

QB6: Have you ever received any kind of support from social economy
organisations? (MULTIPLE ANSWERS POSSIBLE) (EU27) (%)

Yes, access ta training, education, or employment
apportunities (29 language courses, job coaching,
vocational training)

‘fes, goods (e.g. food, clothes, fumiture, school supplies)

fes, personal help or services (e.g. help with childcare,
elderly care, house repairs, legal or administrative
advice)

Yes, participation in community activities or support groups
Y¥es, financial support {e.g. denations, emergency aid)

Yes, housing ar shelter support (e.g. emergency
accormmodation, help finding social housing)

Other (SPONTANEOUS)

Ma, you have never received support from a sooial economy
organisation (SPONTANEDUS)

Don't know

- I

65
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Across the EU, the proportion of citizens who report having  In the Nordic and Central Europeltember Statessupport
received support from social economy organisations varies  levels hovermaround40%.Estonia reports 43%, Finland 41%,
significantly by Member State. The highest levelsudport and Germany 39%. Luxembourgands at 38% while
received are observed in the Netherlands and Belgium, SlovakiaPolandand Czech Republiat 36%.

where 54% of respondents report having benefited from
such support. These are followed by Austria (479&Jand
(45%)Croatia, and Maltgboth at 44%.

Lower levels of reported support are found in Spga%)
Portugal (19%)and Greeceg(17%)where less than 1 in 4
citizen report to have received any support from social
economyorganisations

QBENET: Have you ever received any kind of support from social economy organisations? (MULTIPLE
ANSWERS POSSIBLE) - Total 'Yes' (EU27) (%)
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Thesociodemographicanalysis reveals the following:

ll

Gender differences are modest, with4% of
women and 33% of men reporting having received
some form of support. Women are slightly more
likely to have received personal help or care
services (10% vs 7%) and to have participated in
community activities4% vs 8%).

Age plays a more significant rolEhe highest level

of reported support is among 1&4-year-olds
(37%), followed by 2&39-yearolds (B%). In
contrast, only29% of those aged3- report having
received support. Younger respondents are
particularly more likely to have accessed training or
employmentrelated activities (3% among 1§24

VS 7% among 5+).

Education level also correlates withe support
received.Thosewho are still studying report the
highestlevel of support received(37%), especially
in terms oftraining and employment support4¥%g
compared to only26% of the peoplevho stopped
their education at 15 oyounger.35% of thosevho
completedtheir education atthe age of20 or older
report having receivedome kind osupport

A strong gradient is observed based on financial
vulnerability. Among those who have difficulties
paying bills most of the time43% report having
received suppomt compared to 4% among those
with difficulties from time to time, and @6 among
those who almost never or never face such
difficulties. The most common forms of support for
the most financially vulnerable include good§%b)
andaccess to trainingl2%).

Differences giverthe degree of urbanisation are
modest. Respondents in largand medium size

towns report the highest support 430), followed

by those in rural areas 8%6).

The same share o€itizenson the left and right of
the political spectrumreported receiving at least
someform of support(36%9. Those in the centre
reported receivinglightly less suppor33%)

Familiarity with the concept of social economy is
a key differentiator. 39% of those who are familiar
with the term report having received support,
compared to jusB0% among those unfamiliar.
This suggests that awareness may play a role in
access or recognition of support received.
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Have you ever received any kind of support from social economy organisations? (MULTIPLE ANSWERS POSSIBLE)
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65

10

©

EU27

Gender

33
34

66
64

10
10

Man

10

Woman

Age-4

15-24
25-39
40-54

55+

37
38
35
29

60
60
63
69

10

13
13
12

10

Education (End of)

26
34
35
37

72
65
63
60

15-

10
12
14

16-19
20+

10
11

Still Studying

Difficulties paying bills

Most of the time

43

56
57
69

12
12

10

19
11

41

10

10

From time to time

29

Almost never / Never

Subjective urbanisation

Rural area or village

33
34
34

65

65

11
10

Small or middle sized town

Large town

65

Left-right political scale

(1-4) Left

36
33
36

62
65

10

11
10
11

(5-6) Centre
(7-10) Right

63

Familiarity with the concept of social economy

39
30

60

68

11

13

10

Yes
No
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Impact of the social economy on
personal weHoeing

Six in ten EU citizens consider the social economy
important for their personal weltbeing

When asked to rate the importance of the social economy
for their personal welbeing on a scale from 1 to 1Most

EU citizens expressed positive views. At the EU27 level, 61%
of respondents consider the social economy to be important
for their wellbeing, while 2% remain neutral and 56
regard it as not important.

Importance ofthe social economyn personal welbeing is
particularly strong in Malta @%6) and Luxembourg §%),
followed by Hungary @), Cyprus and Irelanddth at
71%). These countries show a clear majority of citizens who
view the social economy as a meaningful contributor to their
quality of life.

In contrast, lower levels of perceived importance are
observed in Estonia (43%), Sweden/%), and Czech
Republic (8%), where neutral or negative views are more
prevalent. Notably, Estonia also has one of the highest
shares of respondents who consider the social economy not
important (27%).

The share of neutral responses ranges frg¥h in Malta to

26% inSlovenia suggesting varying degrees of uncertainty
2N ' YOADIESYyOS | ONraa aSyYoSN
Gb2d | LILX AOFo6f S¢ NBaLlRyasSa N
typically below 5a

QB7.1: In your opinion, how important is the social economy for each of the following? Please use a 1 to 10 scale, where 1 means not at all important and 10 means

extremely important: - Your well-being (%)

5 4 4 5

2 1 4
|

RO EU27 AT FR

- 0202e0?

I Total ''mportant’ Total ‘Neutral'

May 2025

2 000@= =

I Total 'Not impartant’

v.bb“‘

Not applicable (SPONTANEOUS) Il Don't know




Special Eurobarometes67
Socialeconomyin the life of Europeans

Thesociodemographic analysiseveals the following:

1 63% of women consider the social economy ! e

. . . 1 Among those who facdinancial difficulties most
important for their personal welbeing, compared ‘ the fi 1% ider th il
to 59% of menWomen are slightly more likely to or the time, ¢ consider the social economy

NFES Ad ba S E(msmms%)and)\ Y L2 NJi |mg°”a”tz 6AUK  Wwz NI GAYS3

AfAIKGEE (6aa tA1668 G2 are MGEENIITYLRE (CKLQy PFYEF D
vs 17%) Who struggle from time to time, and 60% among

1 Age shows limited variation. The highest share of th_o_se yvho almost rllever. or never face suc-h
. . difficulties. The most financially vulnerable group is
respondents who consider the social economy lso more likelv to rate th zconom
important is among 1&24-year-olds (63%) and 25 Zséo £ O ;S ié foé ate A i Ii(]); N?I? I-O y,y_c azs 2 ;
39%yearolds (61%). This share slightly decreases ! u ‘

among those aged 484 and 55+ (both 60%). percewed.rele.vance. )
. . 1 Urbanisation influences perceptionRespondents
Younger respondentsra also slightly more likely to

NI OGS AG Fa aSEGNBWSHad A YL ngp |ar9e towns arem most likely to consider the social
older groups economy |mportant (63%), followed by those in

. . . . mall or medi iz wns (62%) and rural ar
9 Citizenswho are still studying report the highest small or mediurrsized towns (62%) and rural areas

0
level of importance (64%), followed by those who (859@. F2N] GKE A20ALf S$62va2y
ended education at 15 or younger (63%). Those T u:)lpbor. q u a b " 4 b y
who completed education between 69 report well-being does not seem to be affected by

61%, while those with 20+ years of education report %ohtl:a! orller;atlorl. 6!:(0)/mbly, i |tnc;|\(/)|;uals q
the lowest share (60% identifying as lefleaning (65%), centrist (60%), an

rightleaning (61%) express similar levels of
endorsement

1 Familiarity with the concept of social economy is a
key differentiator. Among those who are familiar
with the term, 65% consider is important,
compared to 58% among those unfamiliar.
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QB7.1 In your opinion, how important is the social economy for each of the following? Please use a 1 to 10 scale,
where 1 means not at all important and 10 means extremely important:
Your well-being

: 5 g
— c
£ 5 g - =
8 = = S g 8
g— 1S 9] o = 5
= > £ £ % g.
o g = 3 3 =
8 g 8 z s g
o x @© [ (o)
= w S [
- o =
—
EU27 5 17 2 15 21 61
Woman 18
15-24 5 2
25-39 5 18 2 17 20 61
40-54 5 17 2 16 21 60
55+ 6 3
Education (End of)
4 4
16-19 5 17 3 15 20 61
20+ 6 16 1 18 21 60
Still Studying 4 3

Difficulties paying bills
Most of the time
From time to time 17 15 19 63
Almost never / Never 16 16 21 60

Subjective urbanisation
Rural area or village

IN
N

Small or middle sized town 6 18 2 16 20 62
Large town
Left-right political scale
(1-4) Left
(5-6) Centre 5 16 3 15 22 60
(7-10) Right 6 14 1 19 19 61
Familiarity with the concept of social economy
Yes 5 17 0 16 19 65
No 6 17 4 16 21 58
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1. Societal and environmental
contributions of the social economy

More than seven in terEU citizengelieve the social
economy is important forpresening the planet, the
well-being of sociey in their countryand their local
community

When asked to rate the importance of the social economy at

asocietal level on a scale from 1 to 10, a clear majority of EU
citizens expressed positive views.

At the EU27 level, 71%f EU citizens consider the social
economy important for thepreservation of the planet72%
consider it important for their local community antb%
considerthe social economy is important for the wellbeing
of society intheir country.

QB7: In your opinion, how important is the social economy for each of the following? Please use a 1
to 10 scale, where 1 means not at all important and 10 means extremely important: (%)

The well-being of society in your country

I @B

The well-being of your local community

The preservation of the planet
-

I Total 'Important’ Total ‘Neutral' B Total 'Not important’ Not applicable (SPONTANEOUS) I Don't know
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At the EU27 level72% of respondents consider the social In contrast, lower levels of perceived importance are
economy to beimportant for the well-being of their local observed in Bulgaria (64%Bstonia(54%),and Czechia (50%)
community, while 18% remain neutral and 7% regard it as  where neutral or negative views are more prevalent.

not important. The share of neutral responses ranges from 9% in Malta to

{ dzLILI2 NI F2NJ (G KS & poriokingg locl O 2 y 200@iMatviaN&iggésting warying degrees of uncertainty or

well-being is particularly strong in Malta (87%), Ireland I Yo A @+t Sy OS | ONRP&aa aSYoSNI

(83%), and the Netherlands (83%). responses remain below 10% in most countries, with the
exception ofEstonia (11%) and Czechia (21%)

QB7.2: In your opinion, how important is the social economy for each of the following? Please use a 1 to 10 scale, where 1 means not at all important and 10 means
extremely important: - The well-being of your local community (%)

EU27
May 2025

1020202 - 22 0+22202 000wy

I Total 'Important’ Total 'Neutral' B Total 'Net important’ Not applicable (SPONTANEOUS) I Don't know
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At the EU27 levethree out of four respondentsconsider Neutral responses range from around 8% in Malta to over
the social economy to be important for the webeing of 25% Estonia, reflecting varying degrees of uncertainty or
their society, while 17% remain neutral and 5% regarditas | Yo A @+ £ Sy OS | ONRP&aa aSYoSNI
not important. responses are highest ilCzechia(16%), Slovenia 9%),

[ dZJLI2 NI F2NJ 0KS a20Alt S0z y 2 PIowed byEsiouaaadFrapce (I ak8%)y | 5 N1 a 6
strong in Malta, the Netherlands, and Ireland, where over

84% of respondents consider it important. These countries

are followed closely by Luxembourg, Portugal (both at 84%)

and ltaly at 83%.

In contrast, lower levels of perceived importance are
observed in France (69%), Estonia (59%), and Cz&ebta.

QB7.3: In your opinion, how important is the social economy for each of the following? Please use a 1 to 10 scale, where 1 means not at all important and 10 means
extremely important: - The well-being of society in your country (%)

1 1 5 1 1 3 1 2 1 1 2 1 4 3 2 1 3 7 5 5 5 4 3 6 3
O
L UL L EELEE LR ET LR

7
L bbbl

MT E DK BE SK AT LT D LV Sl BG  F EE &

NL IE LU PT IT HR  CY EL FI HU S ES EU27 PL E RO R
PSOS CE=oPP0CS® =y L A1 &
M 3
'-"-@"3v= A A Al 4 — wvYew - ﬁ' w
I Total Important' Total 'Neutral' I Total ‘Not important’ Not applicable (SPONTANEQUS) I Don't know
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71% of EU citizens considsocial economyimportant for Gb20 AYLRNIIy({dé NBaLkRyasSa NEF
the preservation of the planet 16% have a neutral opinion, although with some exceptions. 17% of citizens in Czechia
2yte y» aleé Al Aa abz2d A YL} NshysgialéeconomKid notSmpaorfant fér he prServatiorSad
y2i 1y26¢0 the planet, with Austria and Sweden following closely with

relatively high scores® mc2 | YR wmMm: NB &L

In several Member States, support is particularly strong, with 2 . - . _
1ly26¢ YR ab2id FLILX AOI 0t S€ N

Luxembourg (85%), Italy (84%), Malta (83%), and Portugal
(81%) showing the highest shares of respondents who
consider the social economy important for environmental
sustainability.

Other countries with high levels of support include Ireland

and Croatia, both at 80%, Hungary (79%) and the

Netherlands, Poland and Slovakia, all above 75%, indicating

ONBIFR NBO23ayAGA2Y 2F (GKS a20Alt SO2y2YeéQa NREtS Ay LI I ySi
well-being.

Neutral responses vary across countries, ranging from 9% in
Malta to 25% in Estonia, suggesting differing degrees of
certainty or engagement with the topic. Notably, Estonia
shows a lower level of support (52% important) and a
relatively high share of regmdents who consider the social
economy not importantfor the preservation of the planet
(11%), indicating more mixed views.

QB7.4: In your opinion, how important is the social economy for each of the following? Please use a 1 to 10 scale, where 1 means not at all important and 10 means

extremely important: - The preservation of the planet (%)
2 4 15 5 11
I
H :

RO EU27 Sl SE AT LT €2 EE
‘ £
Z0@ YT T &
B Total ‘Important’ Total 'Neutral' BN Total 'Not important' Not applicable (SPONTANEOUS) BN Don't know
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Thesociodemographicanalysis reveals the following:

ll

Gender differences are modestWomen are
slightly more likely than men to consider the social
economy important across all dimension$or the
well-being of the local community: 73% of women
vs 71% of men, for the webleing of society: 77% vs
74%, for the preservation of the planet: 74% vs
69%

Age reveals a clear patterryounger respondents
are more likely to consider the social economy
important for society, while middleaged groups
show slightly higher support for local community
well-being: Respondents ageddZ! are most likely

to rate the social economy as important for society
(78%) and the planet &8b6), while 2§39-yearolds
are most likely to value its role in the local
community (76%). Support declines slightly with
age: among those aged 55+, 70% consider it
important for the local commnity, 73% for society,
and 70% for the planet.

Education level is a strong predictor of support:
Respondents still studying are the most supportive
across all dimensiong77% for local community,
80% for society, 77% for the planet). Those who
completed education at 20+ also show high support
(74%, 78%, and 72% respectively). Those who left
school atthe age ofl5 or before areleast likely to
consider the social economy important, particularly
for the planet (®%).

1 Financial situation also plays a roRespondents

who almost never or never face difficulties paying
bills are more likely to consider the social economy
important (76% for society, 2% for the planet).
Those who face difficulties most of the time show
lower support, especially for the planetd%).
Urbanisation introduces subtle but consistent
differences Residents of large towns are most
likely to consider the social economy important
(76% for local community, 78% for society, 75% for
preservation othe planet). Those in rural areas are
least likely to do so (69%, 72%, and 68%
respectively).

Whereas espondents identifying with the left are
slightlymore likely to consider the social economy
important (82% for societywell-being 79% for
preservation ofthe planetand 78% for the well
being of their community overall the majority of
EU citizensconsider it important, regardless of
their political orientation (>69%)
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QB7
In your opinion, how important is the
social economy for each of the following?
Please use a 1 to 10 scale, where 1
means not at all important and 10 means
extremely important:
'Total important'
(% - EV)
S _  Ss 5.
— o s O
5% stz B
= _ E = > > 8 o
O S E [T TIRe] 22
2295 =5 ° Q=
g~"° 23 2%
= = =
EU27 72 75 71
Gender
Man 71 74 69
Woman 73 77 74
15-24 74 78 75
25-39 76 7 73
40-54 72 76 71
55+ 70 73 70
15- 70 73 69
16-19 70 73 71
20+ 74 78 72
Still Studying 77 80 77
Most of the time 70 72 64
From time to time 73 74 72
Almost never / Never 72 76 72
Rural area or village 69 72 68
Small or middle sized town 72 75 72
Large town 76 78 75
(1-4) Left 78 82 79
(5-6) Centre 71 74 71
(7-10) Right 69 72 69
Familiarity with the concept of social economy
Yes 78 82 77
No 67 70 67
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2. Contribution of social economy
organisationgo the economy

Close to 6 Europeans out of 10 think social economy
organisations make the biggest difference in health
and social care

When asked invhich sectors social economy organisations
make the biggest differenceEU citizens most frequently
identify health and social carewith a total of 58% of
respondents selecting thisector. This includes services such
as child and elderly care, disability support, and other forms
of communitybased assistance.

The second most frequently mentioned sector is education
and training, cited by 44% of respondents. This includes
adult learning, youth support, and other educational
initiatives, suggesting that citizens see social economy
organisations as important corlrutors to lifelong learning
and social inclusion through education.

Culture, sports and leisure is the third most cited sector, with
42% of respondents recognising the role of social economy
organisations in areas such as community theatres, sports
clubs, and cultural centres.

Environmental and sustainabilitglated activities also

feature prominently. 36% of respondents identify
environment and energyincluding recycling, renewable
energy, and environmental clearpt as a key area of
impact. This is followed closely by agricuét and food and

housing and construction, both at 35%

Lower levels of recognition are observed for retail and local
commerce (26%), transport and mobility (25%), and tourism
and hospitality (17%). These sectors may be less visible or
less commonly associated with social economy models,
despite their growing gesence in some Member States.

Finance and insurancare the least cited sector, with only
14% of respondents identifying it as an area where social
economy organisations make a difference.

Only 2% of respondents believe that social economy
organisations do not make a difference in any sector, while
ale (GKSe R2y Qi (y260

Pz

QB8ab: In which of the following sectors do you think social economy
organisations make the biggest difference? Firstly? And then? (MULTIPLE

ANSWERS POSSIBLE) (EU27) (%)

Health and social care (e.qg. child and elderly care,
disability support)

Education and training (e.g. adult learning, youth support)

Culture, sports and leisure (e.g. community theatres,
sports clubs, cultural centres)

Environment and energy (e.g. repairing, recycling,
renewable energy, cleaning the environment)

Agriculture and food (e.g. farming, local food production,
food cooperatives)

Housing and construction (e.g. social housing, cooperative
housing)

Retail and local commerce (e.g. second-hand shops, fair
trade stores)

Transport and mobility (e.g. community transport, shared
mobility services)

Tourism and hospitality (e.g. social hotels, cafés with a
social mission)

Finance and insurance (e.g. ethical banks, microcredit
organisations)

Other (SPONTANEOUS)

None - you don't think that social economy organisations
make a difference (SPONTANEOUS)

Don't know

58

42

36

35

35

26

25

17

14

wn
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Across the EU, citizens identify different sectors where social
economy organisations make the most significant impact.
The most frequently cited sector @alth and social caren

24 Member Stategountries

The highest proportions are observed in Portugal (71%),
Lithuania (70%), and the Czech Republic (69%¢se are
closely followed by the Netherlands and Cyprus (both at
67%). Mre than twothirds of respondents believe social
economy organisations make the biggest difference in
health services.

Slightly lower levels are seen in Romadigf), and Slovenia
(47%) and Poland (44%) with less than halfof citizens
identifying health and social care as the primary sector of
impact.

Culture, Sports and Leisure is most prominently cited in
Sweden (80%9 and Denmark(69%), indicating a strong
cultural orientation in perceptions of social economy impact.

Education andraining emergeas the top sector in Spain,
where 53% of respondents believe social economy
organisations make the biggest difference in this domain

QB8ab: In which of the following sectors do you think social economy organisations make the biggest difference? Firstly? And then? (MULTIPLE ANSWERS

POSSIBLE) (%)
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Health and social care (e.g. child and elderly care, disability support)
I Culture, sports and leisure (e.g. community theatres, sports clubs, cultural centres)

W Education and training (e.q. adult learning, youth support)
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Thesociodemographicanalysis reveals the following:

1 Gender differences armmodest Men and women
express nearly identical levels of support across all
sectors. Women are slightly more likely to mention
health and social care (59% vs 57%), while men are
marginally more likely to mention finance and
insurance (15% vs 14%) and cultureprtp and
leisure (43% vs 41%).

1 Age reveals more distinct patterns. Younger
respondents aged X124 are less likely to associate
the social economy with agriculture and food (27%)
or housing and construction (33%ut are more
likely to mention education and training (46%) and
culture, sports and leisure (44%). Respondents aged
40¢54 and 55+ are more likely to identify
agriculture and food (38%) and health and social
care (59%) as key sectors. This suggistsolder
respondents associate the social economy more
with essential serviceswhile younger people link
it to education and cultural engagement

1 Education level is a strong predictor of sectoral
perceptions.Respondents with higher education
(20+) are more likely to associate the social
economy with education and training(48%),
environment and energy (40%), and culture, sports
and leisure (48%). Those who left education at 15
or younger are more likely to mention agriculture
and food (36%) and health and social care (59%),
but less likely to mention environmental (32%) or
cultural sectors (34%). Respondents who are still
studying show high recogmin of education and
training (49%) and culture (46%), but lower
awareness of reinvestmentlated sectors such as
finance (16%) and housing (35%).

1 Financial situation also plays a roRespondents
who almost never or never have difficulty paying
bills are more likely to associate the social
economy with health and social carg60%),
education (45%), andculture (43%). Those who
face difficulties most of the time are less likely to
mention environment and energy (28%) and more
likely to mention tourism and hospitality (20%),
suggesting that economic insecurity may influence
perceptions of sectoral relevance.

1 Urbanisation introduces clear differences.
Residents of large towns are more likely to
associate the social economy with education and
training (48%), environment and energy (39%), and
culture, sports and leisure (45%). Those in rural
areas are more likely to mention agriculture and
food (37%) and health and social care (57%), but
less likely to mention culture (39%) or
environmental sectors (346 This suggests that
urban residents may be more exposed to a broader
range of social economy initiatives, whitaral
respondents focus on essential services and local
production.

1 Familiarity with the concept of the social economy
is strongly associated with broader recognition of
its impact.Respondents who are familiar with the
concept are significantly more likely to mention
education and training(50%), environment and
energy(41%),and culture (48%). Those unfamiliar
GAGK GKS 02y OSLIi NS Y2N
1y26¢ 0y:: @a w:r0 FyR 8
education (38%) and environment (32%).
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In which of the following sectors do you think social economy organisations make the biggest difference? Firstly? And then? (MULTIPLE ANSWERS POSSIBLE)
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35
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3. Social and community impact of the
social economy

Close tohalf EU citizens believe reducing poverty is
the area in which social economy makes the most
important contribution

When asked in which areas the social economy makes the
most important contribution in their country EU citizens
most frequently identifypoverty reduction with a total of
46% of respondents selecting this area. This includes
initiatives such as affordable services, housing, food
provision, and financial assistance, highlighting the social
SO2y2YeéQa NRtS Ay
vulnerability.

The second most frequently mentioned areacare and
healthcare services cited by 42% of respondents. This
encompasses support for the elderly, people with
disabilities, and other communitgpased health services

Social inclusionranks third, with 37% of respondents
FOly26f SRIAYT (GKS &a20Alf
minorities, migrants, and isolated groups into society.

S

I RRNB & aAy dusioesséa.A O ySSRa

Environmental and sustainabilityelated activities also
feature prominently. A third of respondents identify
environmental protection including waste reduction,
recycling, and repairas a key area of impact. This is
followed by strengthening local communities (32%), which
includes revitalising neighbourhoods and supporting local
YR 8§02y2YAD
In terms ofemployment and skills 30% of respondents
highlight training and skills development, such as language
courses and apprenticeships. Helping people find work and
creating jobs are each cited by 28%, underlining the social
SO02y2yYeQa O2y(iNRodziAzy (2 SY

Lower levels of recognition are observed for green and
O 2eyicavable Qeergy ¥22%)Nand digital inalusionS 2094),
suggesting these areas are less visible or still emerging in the
LJdzo f A OQa LISNOSLIiA2Yy Oy 1% &S
respondents mention other areas spontaneously, 2% believe
the social economy does not make a contribution in their
O2dzyGNEZ YR ¢2 aleé GKS& R2y

é

~
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QB9ab: Thinking more about the social or community impact of the social
economy, in which of the following areas does the social economy make the most
important contribution in (OUR COUNTRY)? Firstly? And then? (MULTIPLE ANSWERS
POSSIBLE) (EU27) (%)

Reducing poverty, e.g. offering affordable services,
housing, food or financial help

Offering care and healthcare services

Suppeorting social inclusion, e g. helping minorities,
isolated groups or migrants to feel part of society

Protecting the environment, e.g. reducing waste,
encouraging recycling, reusing and repairing

Strengthening local communities (e.g. revitalising villages
or neighbourhoods, supporting local businesses)

Providing training and developing skills, e.q. language
courses, apprenticeships

Helping people find work
Creating jobs

Supporting green and renewable energy

Improving digital inclusion, e.g. helping people use
digital tools and access services digitally)

Other (SPONTANEOUS)

None - you don't think that the social economy makes a
contribution in (OUR COUNTRY) (SPONTANEQUS)

Don't know
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Across the EU, citizens perceive the social economy as In terms of care and healthcare servicespre than half
making important contributions to various areas of social citizens reported social economy as impactfuh Malta

and community life. The most frequently cited area is (60%),Czechig59%), and th&sermany(51%) The sector is
reducing povertyin 19countrie9, followed by offering care the alsomostly quotedin Cyprus (46%), Bulgari3%) and
and healthcare servicém sixcountrieg, strengthening local Latvia (38%).

communities (in one country) and supporting social

) o Strengthening local communitidés the most quoted sector
inclusion(in one country)

in Denmark, where 57% of respondents highlight the role of
The highest recognition for poverty reduction is observed in  the social economy iactivities such as revitalisingllages
Portugal (63%), Slovakia (59%), the Netherlands (58fb) and supporting local businesses

Austria (5%6),where more than half of respondents identify Finally, Sweden stands out for its emphasistba social

this as the most important contribution of the social §02y 2 Ye Qsuppditihg dciahintlusiomith 60% of
economy. respondents identifying this asits most important
The lowest levels of recognition for poverty reduction are contribution.

found in Romaniaat 40% and Polandhere only 32% of

respondents cite this area.

QB9ab: Thinking more about the social or community impact of the social economy, in which of the following areas does the social economy make the most

important contribution in {OUR COUNTRY)? Firstly? And then? (MULTIPLE ANSWERS POSSIBLE) (%)
63
I - 60 59
51
45
- St S
40
IIII | II

PT  SK NL AT EL HR EU27 FR ES HU E EE S| RO PL MT CZ DE CY SE

6@33‘3301—0-300&:0.60v'lb‘:‘:-3 :=

W Reducing paverty, e.g. offering affordable services, housing, food or financial help
B Offering care and healthcare services
B Strengthening local communities (e.q. revitalising villages or neighbourhoods, supporting local businesses)

Supporting social inclusion, e.q. helping minarities, isolated groups or migrants to feel part of society

57

44
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Thesociodemographicanalysis reveals the following:

1 Across the EU27, citizens most frequently identify
reducing poverty (46%), offering care and healthcare
services (42%), and supporting social inclusion (37%) as
the areas where the social economy makes the most
important contribution. However, thee aremeaningful
differences across socitemographic groups.

1 Gender differences are minimal. Men and women
express nearly identical levels of support across all
areas. Women are slightly more likely to mention
reducing poverty(47% vs 46%) arftkalthcare services
(43% vs 41%), while men are marginally more likely to
mention green and renewable energy (23% vs 22%) and
strengthening local communities (33% vs 31%).

1 Age reveals more distinct patterns.Younger
respondents aged 1524, are more likely to associate
the social economy with helping people find work
(32%)and creating jobs(31% but are less likely to
mention reducing poverty (41%). Respondents ageg 40
54 and 55+ are more likely to identify reducing poverty
(47¢48%) and healthcare services (442%) as key
areas. This suggests that older respondents associate
the social economy nre with essential services, while
younger people link it to employment and inslan.

1 Education level is a strong predictor of perceived
impact. Respondents withlonger education (20+) are
more likely to associate the social economy with
training and skills developmen(35%),social inclusion
(42%), aneg:nvironmental protection(35%). Those who
left education at 15 or younger are more likely to
mention reducing poverty (48%) and healthcare services
(42%), but less likely to mention digital inclusion (17%)
or green energy (20%). Respondents who are still
studying show high recogiion of heathcare services
(45%), green energy (25%), and environmental
protection (34%), but lower awareness of poverty
reduction (42%).

Financial situation also plays a roRespondents who
almost never or never have difficulty paying bills are
more likely to associate the social economy with
reducing poverty(47%) healthcare service$43%), and
environmental protection (34%). Those who face
difficulties most of the time are less likely to mention
INBSYy SySNHe& omMc:0 FYR Y2N
(5%), suggesting that economic insecurity may influence
perceptions of sectoral relevance.

Urbanisation introduces clear differencd®esidents of
large towns are more likely to associate the social
economy with training and skill§34%) environmental
protection (35%),and social inclusior{40%). Those in
rural areas are more likely to mention reducing poverty
(45%) and healthcare services (42%), but less likely to
mention digital inclusion (18%) or green energy (21%).
This suggests that urban residents may be more
exposed to a broader raeg of social economy
initiatives, while rural respondentfocus on essential
services.

Familiarity with the concept of the social economy is
strongly associated with broader recognition of its
impact.Respondents who are familiar with the concept
are significantly more likely to mention poverty
reduction (51%), social inclusion (45%), and
environmental protection(37%). Those unfamiliar with
GKS O2yOSLIJi INB Y2NB fA1St.
vs 3%) and less likely to mention any area, particularly
training and skills (27%) and green energy (21%).
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Thinking more about the social or community impact of the social economy, in which of the following areas does the social economy make the most important contribution in (OUR COUNTRY)? Firstly?

And then? (MULTIPLE ANSWERS POSSIBLE)
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