BLACK OWNED BUSINESSES:

THE UK'S UNTAPPED
BUSINESS POTENTIAL
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We focused
What is the entrepreneurial What is the relationship

on four key
®
q u eSt I o n s 1 journey for Black and Multi- between BME owned
Ethnic (BME) owned businesses and the public?

businesses, and how does this
differ from White business
owners?

How do BME owned How do we create impact for

businesses approach media 4 BME entrepreneurs + support
and marketing? them to succeed?
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discover

Desk
research

Exploration of UK public
perception + the business
state of play

define

Exploratory interviews

Nine entrepreneurs helped
us navigate the landscape

explore

Entrepreneur survey

242 Black and Multi-
Ethnic, and 275 White
entrepreneurs

Public survey

1545 Nat Rep, including a
boost of 550 Black and
Multi-Ethnic people

Co-creation expert salon

Eight entrepreneurs
explored insights to co-
design actionable,
impactful ideas
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Three
things you
should
take away
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The
journey

The BME
entrepreneurial
journey starts early &
they tend to face
more challenges

The
Challenges

Developing
marketing strategies

Lack of investment

Access to networks &
knowledge

The
potential

There are massive
markets to tap into

We can support Black
owned businesses to
overcome challenges
& maximise market
opportunities to
create lasting
economic impact
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THE JOURNEY
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BME
entreprenevurialism
often starts early
and feels

instinctive for many

business owners
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The BME population
see themselves as
entreprenevrial and
believe in their

potential to
succeed in business
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BME

entrepre- Be the boss Feed the need Pave the way
heurs and

the public

o “Non-Black owned o
71 / businesses | speak to tend to 2 o /
O be a case of ‘| sawa gap in o

the market, so I'm going for
Wa n t t O of the UK BME population it’. Whereas Black owned of BME entrepreneurs start a
° agree they ‘have always businesses tend to be more business to do something
d r I ve wanted to be their own acase of ‘| saw areal positive for their
boss’ problem’, ‘l had a real community
c h a n ge compared to 54% of the pro!olle . %Ir fthel':? b real compared to 7% of White
White population B e alOE LS business owners

There's real passion behind
the thing that they're
building.”

- Khalia Ismain, Jamii
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of the BME population
agree they have ‘the same

opportun Ities as someone People see someone like me, as a Black woman,
of a diffe rent skin co[our l l and think, ‘okay, there’s no Black female founded

company, that’s a unicorn. What makes her the
person?’ You have to be the ground breaker.”

Kike Oniwinde, BYP Network
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® White business owners ® BME business owners

Getting my name out there

Cashflow/liquidity

o |

Finding clients/customers
Securing funding

Turning a profit

Developing marketing strategy
Building my personal brand
Creating adverts

Networking

—_—

il

Overcoming racial bias

Financial knowledge
Acquiring/paying for advertising space
Mentoring/guidance
Pitching to investors

Accounting/taxes

n
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White business owners BME business owners

BME entrepreneurs also find
more initiatives appealing
than White entrepreneu rs - Access to financial investment, loans, or 18%
inthe same three areas

Help with marketing/advertising 2%

grants (e.g. pitch days)

A free TV advert to be made for your brand 15%

: : 20%
One-to-one mentoring/coaching

13%

The Black entrepreneurs |'ve spoken to Free or discounted TV advertising space

tent to be less informed than white

owners and they tend to have less of a Business planning and finance 21%
plan which | find a real shame. Even workshops/courses

ar.oun.d things like talking about how to Free or discounted advertising space on 18%
raise investment video on demand

Khalia lsmain, Jamii A free video on demand advert to be made 14%

for your brand

Free or discounted outdoor advertising (e.g. 17%

Business Owners Survey: Which of thefollowingbusiness initiatives posters or billboards)

doyoufindappealing? N=22BME and N=2/AWhite business

sEEiesE s BE Set Content creation masterclasses from media 16%

providers
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THE NEEDS
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BME
businesses

are under
funded

Finance

barriers
persist and
evolve as
businesses

grow
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Start-up
BOBs are
expected
to prove

themselves
more
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Fight to
prove
relevance

53%

agree they "had to fight hard
to get others to believein
their business’

compared to 40% of White
owners

Prejudiced
stereotypes

“There wasn’t really much
support there. So | just had
to push through despite the
fact that they were saying
they weren’t sure if it was
going to work. [The reasons]
were stereotypes like Black
people don’t spend money,
or Black people won't
support.”

- Khalia Ismain, Jamii

Proven
success
demands

56%

of BOBs only received
funding once they had
already grown a successful
business

compared to 35% of White
owners
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THE POTENTIAL
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The public
want to buy

from Black
owhed
brands

Ao . AN A
QUSRS IRURE N, 2 SR oy

| was inspired [by these insights] and felt hopeful for
the future. It's apparent that consumers are being
more intentional and observant; and recognise the
power they have when they fully consider their
purchasing decisions. Convenience often plays a
part in this space

ll It’s not Black people buying [my products]. ll
Some of them do, but it’'s mainstream Britain.
Why are they buying into this brand? They're
buying into me and what | stand for as
maverick, in your face and a bit different.

Wilfred Emmanuel-Jones, The Black Farmer Akil Benjamin, Comuzi
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| would feel positive

| believe it is important to | think more should be about a sudden

buy from Black owned done to support Black increase in ads

businesses businesses celebrating being
Black owned

17%

B Neutral

B Agree

BME people White people BME people White people BME people White people

Public Survey: Overall, how important is it to you to buy from Black owned businesses? Neutral/no opinion; More should be done to support Black
business owners specifically? Neither agree nor disagree, If you were to suddenly see an increase in adverts that celebrate being Black owned in their
advertising, would you feel positively or negatively about this? Neutral/no opinion. All N=550 BME, N=870 White
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Expertideas
to celebrate
demand and
drive growth

36%

of BOBs agree they are
‘unsure of what role being
Black owned should play in
their marketing’ - only 32%
disagree
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Build on desire for ethical
consumption and supporting
small businesses

‘Build your story’ support to
help BOBs craft their own
stories will encourage
inclusive messaging

Place Black brands in priority
ad slots, to elevate them to
being household names

Use the popularity of Black
culture and Black creators to
iInspire confidence

Content creation and social
media masterclasses could
help younger, tech savvy
BOBs capitalise on their
resources

Commit long term and
measure impact - one-offs
will unlikely impact consumer
perceptions
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THE MARKETING
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The
power of
adverts

Challenges

« Getting my name out there
* Finding customers/clients

* Developing a marketing
strategy

 Building my personal brand
* Creating adverts
* Networking
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4%

Of BME entrepreneurs agree

‘advertising is very important to

grow my business’

Compared to 40% of White entrepreneurs

BME Entrepreneurs are

X

more likely to say that this belief is
driven by

Advertising’s ability to build
brand/business equity’

Compared to White entrepreneurs
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Marketing +
advertising

tops BME
entrepreneurs’
concerns and
appealing

initiatives
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1%

Of BME entrepreneurs said they would
find an initiative that helps with
marketing/advertising appealing

Compared to 29% of white entrepreneurs

0%

Of BME entrepreneurs said they would find
an initiative offers content creation
masterclasses from media providers
appealing

Compared to 16% of white entrepreneurs
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THE IMPACT
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Want

People who want to Need
offer support (e.g. The people who have a need
VCs, experienced for support (e.g. BME start-

People who can facilitate
connections and platform others
(e.g. media owners)

entrepreneurs) ups)
co n n e c o r “ Serve + deliver

o Y

. SALES '@, Clear Channel BACKLIGHT &he

d
ggi%e



L![_ SALES '@ Clear Channel BACKLIGHT éé;‘i%



'@, Clear Channel




