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Abstract The article is concentrating on the issue of the social economy and the presentation of good practice from Poland. For elaborating issues an example of the „Coope-rative” was used. This is pioneering working on Polish scale which uses innovative actions for the counteraction of social exclusion. Brought up issues are also associated with promotion of creating trilateral partnerships and development of the social franchise model. Presented model is the result of cooperation between UNDP Project Office in Poland, Municipal Centre for Social Services in Lublin represented by Local Activation Centre and Social Cooperative „The Four Seasons”. This innovative undertaking provides a new point of view at the social economy. 
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organizations or sector’, refers to a wide range of organizations, often acting together in partnerships: the state, NGOs and the market, fulfilling both economic and social mission. In consequence its final objective is not to redistribute financial and material profits but reinvest them in the organization, in order to expand and consolidate its activities and its overall mission. The organizational forms which social economy entities adopt depend on national legal frameworks. However it is possible to accept that the most typical legal and orga-nizational forms are: associations, foundations, social cooperatives, social enterprises etc.  A wide range of social economy functions and aims makes it impossible to reduce it to a simple and unequivocal definition. One of social economy priority assumptions is to create conditions for a proper development of individuals, groups and communities. Actions held within social economy should lead to gaining independence from external help by individuals and groups which they represent. It should also prepare them for being self-reliant and self-sufficient (Frączek 2006: 7-12). Social economy is an idea blooming from an assumption that work is the most important factor responsible for forming a human being and its positioning in social space. This concept describes all enterprising initiatives which are being taken with a view to social purposes, and in which the earned profit is assigned to fulfillment of statutory aims of the organization or social enterprise (Sałustowicz 2007: 4-5). Since the beginning of 1980s, the problem of social economy was widely explored in the European Union, which resulted in establishing a separate department responsible for this question within the Directo-rates-General of European Commission. Evolution of the approach towards social economy resulted in appointing 5 fundamental types of organizations: cooperatives, societies based on mutuality, associations, founds and social enterprises (Kwasnicki 2005:7). The curiosity and the specification of these entities led for generating specific features of the social economy. According to the intention of the European Commission 
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the development of social economy, in social perspective as well, aims to: • increase the efficiency of competition; • initiate a new model of enterprise and employment; • activate the citizens through their participation in membership organizations; • favor and motivate citizens to engage voluntarily; • consolidate social bonds, sense of community and solidarity (Hausner 2007: 3,8). All of the above inspired the idea of building an innovative social enterprise that subsequently could be transformed into the social franchise model. This is how the first Café-Bookstore ‘Cooperative’ in Lublin was born (http://www.spoldzielniacafe.pl). For understanding critical features franchise term should be expounded. Franchise stands for the right or license granted by a company to an individual or group to market its products or services in a specific territory. European Code of Ethics for Franchising defines franchising as a system of marketing goods and/or services and/or technology, which is based upon a close and ongoing collaboration between legally and financially separate and independent undertakings, the franchiser and its individual franchisees, whereby the franchiser grants its individual franchisee the right, and imposes the obligation, to conduct a business in accordance with the franchisor’s concept (European Code of Ethics for Franchising).  European Social Franchising Network is a unique advocate and a promoter of the social franchise in Europe (http://www.socialfranchis-ing.coop) which specializes in that field. Basic concepts of social franchising encloses following elements: franchising – an agreement between franchisor and franchisee regulating their common usage of the brand, trademark and know-how; franchisor – a legal person, which facilitates the brand, trademark and know-how; franchisee – a legal person using somebody else’s brand, trademark and know-how; 
brand – elaborated image and recognizable opinion on particular product/service on the market; trademark – logo – a recognizable 
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symbol identifying a particular product, service or enterprise; know-
how – specific technical and organizational knowledge concerning starting, as well as conducting the activities, on the basis of elaborated methods that proved to be effective (European Code of Ethics for Franchising). The law entitles and compels the individual franchisee, in exchange for a direct or indirect financial consideration, to use the franchisor’s trade name, and/or trade mark and /or service mark, know-how, business and technical methods, procedural system, and other industrial and /or intellectual property rights, supported by continuing provision of commercial and technical assistance, within the framework and for the term of a written franchise agreement, concluded between parties for this purpose (hhtp://www/socialfranchising.coop). Having this theoretical background we can come down to concrete facts that describe an essence of Lublin’s Café Bookstore „Cooperative”. „Coope-rative” is an outcome of tripartite partnership in favor of social economy in Lublin, which was concluded between United Nations Development Program (UNDP), Project Office in Poland (http://www.undp.org.pl), Municipal Centre for Social Services in Lublin (http://www.mopr.lublin.pl) represented by Community Activation Centre, which functions in the area of social housing estate at Antoniny Grygowej Street in Lublin, and Social Cooperative „The Four Seasons” (http://www.czteryporyroku.orangespa-ce.pl). The mission of Café Bookstore „Cooperative” is to generate inspiring and unconventional undertakings in the field of social economy, human rights, gender equality and promoting multicultural dialogue. This enter-prise was an effect of several months of works, and its aim is: • to support the development of social economy in Lublin; • to activate employment of people who are in a difficult situation on the labour market; • to integrate socially and activate employment among the citizens of social housing estate at Grygowej Street; • to support the grassroots initiatives in the area of Lublin city.  
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The idea behind Café-Bookstore „Cooperative” was to engage a group of active members of the community of social housing estate, who run their own social cooperative „Four Seasons”, in opening an innovative kind of coffeehouse in Lublin. Thanks to their willingness, motivation and determination, after nearly two months of intensive work, a common vision and a ground plan were established. The three parties agreed on business strategy of the café, its mission and cultural/social offer as well as additional sources of income such as study visits and trainings for people from the social economy community.  The Café-Bookstore „Cooperative” opened in February, 2011, and very soon it became a unique place on the cultural map of Lublin. It was the second coffeehouse-bookstore in town and as it turned out the demand for such services was big enough to keep the place up and running. Consumers are drawn not only by the atmosphere or the quality of coffee, tea and cakes in „Cooperative”. Many of them declare that the ‘social mission’ of the place is as important as all the other features they look for in coffeehouses. The social mission, besides the fact that „Cooperative” is run by social enterprise, consists also of conscious consumerism (most of the products sold in „Cooperative” have fair trade certificates), focus on human rights and environmental issues. ‘Cooperative’, from the very beginning, created space for debates, film projections, festivals, exhibitions and events such as periodic ‘Book Swap Parties’ or ‘Handicraft fairs’. And even though the sales of books in ‘Cooperative’ has not been introduced yet, the shelves are full with volumes donated by its consumers. The place is full of students, freelancers, activists, who enjoy they coffee while studying or working.  Café-Bookstore ‘Cooperative’, apart from its apparent success in terms of reaching its target group, plays a very important role in the lives of four women from the social housing estate in the suburbs of Lublin. Previously unemployed, all of them gained a place where not only can they spend their time, but a place where they are needed and for which they feel responsible. It is also a place where they can meet new people as well as learn about various ideas and points of view. It is finally the 
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place where they are partners for cooperation, not social service clients or beneficiaries. Apart from professional qualifications and interpersonal skills, everyday work at „Cooperative” is a form of breaking psychological barriers and building social competence for them.  This is an example that is sound and clear. Café-Bookstore „Coope-rative” proves that social enterprises can not only be effective in terms of economical gain but also contribute to change both in individual lives of its members, and communities they operate within. And positive examples are key to changing attitudes towards social economy, still treated with a grain of salt by local authorities, labour market and social services institutions representatives as well as common citizens. Pro-bably this is the reason why so many organizations and social economy entities are interested in opening „Cooperative” in their cities. Once the social franchise model is finished, red-black logo of „Cooperative” will be visible across Poland.  
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