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No easy formula for success
as companies face scepticism
Few big organisations
dispute the need for
social engagement but
not all consumers
have been won over,
writes Sarah Murray

I

n the history of global capitalism, companies have traditionally been more likely to
compete with than collaborate with their rivals, let alone
work with social sector and nonprofit organisations.
Yet in the 30 years since Business in the Community was
founded to drive responsible corporate practice, the number of collaborations designed to improve
companies’ social and environmental performance has grown
rapidly.
BITC, whose CR Index and

annual awards recognise companies that have made progress in
these areas, was an early advocate
of the idea that businesses should,
while making money, become
active members of the broader
community.
Today, few leading companies
would dispute the need to
embrace corporate responsibility
and environmental sustainability.
Topics such as labour and human
rights, climate change and
resource management have made
their way on to the boardroom
agenda.
But while companies’ efforts to
become good citizens have become
more broadly recognised by consumers, businesses still face a
sceptical element of public that is
prepared to take to the streets to
oppose their activities.
Last year, the Occupy movement’s anti-corporate protests
demonstrated just how weak

acceptance of corporate activities
remains. Certainly, few of those
pitching their tents in cities
around the world were convinced
that the corporate sector has been
working to deliver social good.
While the excesses of financial
markets and the banking system
were a focus for the protesters,
the world has been equally profligate in its use of natural
resources, says David Grayson,
professor of corporate responsibility and director of the Doughty
Centre for Corporate Responsibility at Cranfield School of Management.
“We’ve been living way beyond
our means in relation to credit,”
he says. “But in the way in which
we’ve been growing, you could
say exactly the same thing about
the models for how we pay social
and environmental costs.”
Prof Grayson believes that the
Occupy movement served as an

important reminder to corporations about their responsibility to
society. “It was a very important
wake-up call for companies about
the fact that there’s a huge
amount of anger simmering below
the surface,” he says.
For BITC, this is nothing new. It
was founded more than three decades ago in response to the 1981
riots in Brixton, London, and
other English cities. The unrest
motivated a group of corporate
leaders to establish a new business-led organisation.
In its early days, BITC’s focus
was on communities and social
change. It promoted activities
such as volunteering and the
engagement of business leaders in
local social issues.
Appropriately
enough,
this
year’s Awards for Excellence celebrate companies engaged in the
Continued on Page 3
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Foreword Now is the time for action, not reflection
It has been 30 years since Business in the
Community was created by a group of
businesspeople.
Shocked by the riots in Toxteth, Liverpool,
and Brixton, south London, they realised they
and their businesses could play a role in
building trust and cohesion within
communities.
Business in the Community is now the
leading charity encouraging business as a
force for good and is a movement of some
850 members with a further 10,700
companies engaged in our campaigns
globally.
Our members are at the heart of what we
do, with more than 300 senior executives on
our leadership teams steering our campaigns.
We challenge our members to transform
communities by tackling key social and

environmental issues and in doing so,
transform their business models. The
companies recognised in our 2012 Awards
for Excellence (listed on Page 14) have come
up with inspirational solutions that really
make a difference.
Business in the Community and our
members have achieved a great deal. But we
cannot pause or become complacent. With
youth unemployment at more than 1m, one
in seven shops on UK high streets standing
empty and 1.8m young people living in
workless households, now is not the time for
reflection, but for action.
The leading responsible businesses are
thinking longer-term. The global population is
set to increase to 9bn over the next 40
years, while only 3bn of us currently enjoy
a poverty free lifestyle, so the challenge to

UK businesses is how they continue
to operate sustainably and
successfully.
This will have to mean new ways
of thinking and working. Business
in the Community’s 30 years
experience can help your
business plan for that.
In 2010, we asked
our members how
they could increase
business
engagement in local
communities.
Overwhelmingly
they told us that
they wanted to
do more and
identified the need

for a “broker” to co-ordinate efforts as
the most effective way to achieve a
radical scale-up of activity.
In response we developed our
“Business Connector” programme, which
was piloted last autumn (see article below)
and is now well on the way to helping
businesses to create stronger,
sustainable communities.
We are excited that we can
take this enthusiasm for action
into Business in the
Community’s next 30 years.

Stephen Howard
The writer is chief executive of
Business in the Community

Secondees can supply missing link
Business Connectors
Matt Cooke looks
at a programme to
match resources to
community needs

Case study Will Popham of BT

F

or 30 years Business
in the Community
(BITC) has been
supporting
and
encouraging UK plc to get
involved with local communities.
This experience and a
growing body of evidence
show that when companies
create active, long-term
partnerships with their
communities
there
is
mutual benefit. Companies
gain more engaged employees, customer loyalty and
healthier high streets, and
there is the positive impact
on the community itself.
Some of the most disadvantaged areas face acute
social and economic challenges, while community
services are under pressure
to do more with less. The
need for a business to have
an impact beyond the footprint of its buildings has
never been more acute.
In 2010, BITC asked business how they might do
more to help and what prevented them from doing so.
Encouragingly, the overwhelming response was a
desire to do more. Business
leaders identified a “missing link” in the quality brokerage needed to match
their resources to local need
and encourage a radical
scale-up
of
nationwide
business-led activity to create stronger communities.
Their challenge to BITC
was how to create this
scale-up in a challenging
financial environment. This
unearthed questions such
as: how could we transform
brokerage from a paid-for
activity to something that
sourced individuals from
business on secondment?

Making connections: Will Popham of BT has been working with Jobcentre Plus and Kia Oval

How could we make it
worthwhile to release people? Could we provide the
training that would equip
them? Could we support
them and structure it to
provide a unique and valuable development experience? Could we create a
programme that would
attract the brightest and
the best from business?
Our conclusion was a
resounding “yes” and the
Business Connector concept
was born. The programme
has given BITC the opportunity to create a cultural
change in UK businesses.
Talented
employees
acquire first-hand experience of tackling challenges
in disadvantaged communities, and return to their

organisations with a better
understanding of what it
means to be a responsible
business and become advocates for the movement.
Throughout autumn 2011
this approach was piloted in
20 communities across the
UK with secondments from
12 businesses that are members of BITC. The first Connectors ranged from senior
Sainsbury’s store managers
and fast-trackers from BT
to a Lloyds TSB director.
They focused on issues
concerning
enterprise,
employability and education, with connectors building the capacity of local
voluntary sector groups
already
tackling
these
issues with the support of
local business. The results

were striking, particularly
for the businesses that seconded the connectors.
Ken McMeikan, chief
executive of Greggs, the
bakery chain, says: “Every
chief executive should have
a Business Connector – it
hard-wires you into the
community and provides
incredible insight into the
issues people are facing.
“With so many demands
on business leaders’ time, it
is invaluable to have someone dedicated to working at
the heart of the community
who is skilled at making
things happen. If we don’t
provide the leadership and
resources to help our communities, who will?”
Mark McParland, a Connector from Sainsbury’s

In 2011, Will Popham, a BT
employee on its Fast Track
Leadership Scheme, began
working as a Business
Connector in the London
borough of Lambeth.
He quickly gained an
overview of what the local
community needed, what
support existed, and which
businesses had the skills
and resources he could
match to the need –
something other individuals
and organisations lacked
the capacity to focus on.
Mr Popham’s work with
the Kia Oval (home of
Surrey County Cricket Club)
identified vacancies,
resulting in 150 temporary
jobs for local people.
Working with Jobcentre
Plus, part of the
Department for Work and
Pensions, jobseekers were
able to get the training and
development they and the
Oval needed and gain
experience that has helped
many of them get jobs as
stewards and security staff
at the Olympics
Mr Popham is setting up
a mentoring programme
who is working in Brighton,
sums up his experience
with a question. “Are individuals who become Business Connectors going to
return to their business better informed, better colleagues, managers, and
more linked to the local
community? My answer
would be yes – 1,000 times
more than I would ever
have expected.”
Following the successful
pilot, BITC hopes to create
a network of more than 600
full-time Business Connectors over five years, working for three years in up to
200 communities in need.
The organisation recognised early that the value of
these individuals to community groups and small busi-

that will enable
entrepreneurs in Lambeth
to access mentors from the
London branch of the
Institute of Directors.
There are also plans to
transform a disused
community centre at the
heart of the Tulse Hill
Estate (infamous for its
high level of gun crime)
with the help of 100
business volunteers from
Shell.
Mr Popham says: “Being
one of the first Business
Connectors has been an
experience I will never
forget.
“It’s been satisfying and
valuable work and has had
a considerable impact on
my personal development,
providing me with fantastic
leadership skills, such as
determination, patience and
drive.
“It’s also been great for
BT, too, in terms of the
insight and understanding I
have of the local
community and our frontline customers.”

Matt Cooke
nesses was so significant
that the leverage in terms
of support from local businesses they could unlock in
their time in these areas,
would exceed £52m.
With support from partners such as Lloyds Banking Group, which has committed £200,000 to fund
training infrastructure and
will also second up to 20
senior staff as Business
Connectors for a year each
over the next three years,
the momentum behind this
programme is growing.
Matt Cooke is BITC’s social
and economic investment
director
There is further coverage of
Business Connectors online.

Companies face scepticism over efforts
Continued from Page 1

kind of activities BITC first
set out to champion. The
awards highlight businesses
that are, for example, building relationships with communities through BITC’s
Business Connectors programme, a network of individuals seconded from business and trained to tackle
social issues in local communities.
Today, however, BITC
promotes everything from
environmental leadership to
sustainable innovation and
design. Ten years ago, the
UK charity launched the
Corporate
Responsibility
Index as a way of assessing
how successfully companies
– in sectors from construction to financial services –
were
integrating
such
things into their mainstream business operations.
BITC is by no means the
only player in this field.
In recent decades, organisations such as the International Business Leaders
Forum, the UN Global Com-

‘Companies realise
the importance
of . . . being seen as
a force for good in
the community’
pact and the World Business
Council for Sustainable
Development have sprung
up to accelerate the rate at
which corporations adopt
more socially and environmentally sustainable practices.
Some have questioned
how far business-led and
voluntary
membership
organisations with selfimposed goals can really go
in reshaping their operations to meet sustainability
targets.
However, in addition to
these corporate groupings,
non-profit and non-governmental
organisations
–
many of which were once
anti-corporate activists – are
also working with companies, setting up businessfacing departments to collaborate with their former
“enemies” on everything
from global watershed protection to poverty reduction.
Part of the business motivation for embarking on
these activities lies in corporate caution. By taking into
account the needs of the
communities in which they
operate, companies hope to
build local trust, giving
them a “social licence” to
operate.
In a severely depressed
labour market, companies
also believe they have a role
to play in helping prepare
the next generation of workers for employment, something that is highlighted in

this year’s BITC awards.
“The business case for
building employability skills
clearly depends on the
industry,” says Andrew
Devenport, chief executive
of Youth Business International,
which
provides
young people with business
mentoring.
“But companies realise
the importance of having a
licence to operate and being
seen as a force for good in
the community.”
Meanwhile, in working to
lower their environmental
footprint, companies have
recognised that they can
reduce operational costs and
safeguard
the
natural
resources on which they
depend for raw materials
and industrial processes.
Today, some are even recognising that social and
environmental responsibility can have an impact on
the stability of the markets
in which they operate.
Research produced by
Maplecroft, a risk analysis
and mapping company, has
made a connection between
political risk and factors
such as access to education,
food security, corruption
and digital inclusion.
Alyson Warhurst, chief
executive and founder of
Maplecroft, says: “By monitoring sustainability criteria, we may be able to predict political risk and
thereby predict financial
risk. And companies are
starting to see these interrelationships.”
However,
corporate
responsibility is not about
risk management alone.
For many companies,
focusing on sustainability is
a catalyst for innovation.
This year’s awards highlight this trend, with recognition for businesses that
are adapting their products
and services in ways that
minimise their impact on
the planet.
In fact, a glance at some
of the many corporate
responsibility reports that
companies issue reveals
that the corporate world is
now happier to be explicit
about
the
commercial
advantages that sustainability brings to their organisations.
Today, there is less talk
about “doing the right
thing” and more discussion
of how resource-efficiency
or community investment
can have a positive impact
on business operations.
But corporations cannot
afford to rest on their laurels. While public pronouncements are one thing,
ensuring that every department of an enterprise understands the need to conserve
water or reduce carbon
emissions remains an elusive goal.
A recent survey by Business for Social Responsibility, a US-based corporate

membership organisation,
and GlobeScan, a research
consultancy, found that
companies still struggle to
embed sustainability principles into core business functions.
While more than twothirds of respondents said
levels of engagement with
CSR
(corporate
social
responsibility) and sustainability were high in functions

such as corporate communications and public affairs,
fewer than half believed
that their research and
development, product development, investor relations
and human resources functions
were
similarly
engaged.
Yet, with many financial
systems still in crisis, unemployment levels continuing
to rise and anti-corporate

sentiment bubbling under
the surface, this may need
to change. Companies have
seen that their “social
licence” to operate can be
removed at any time.
This should make a
stronger case for intensifying efforts to show they can
be part of the solution to –
rather than the cause of – so
many of the problems facing
the world today.

Andrew Devenport: ‘licence
to operate’ is important
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Olympics offer sporting chance
Social enterprise
London 2012 sponsors
are hoping to create a
legacy of jobs and skills,
writes Rod Newing

T

he Olympic and Paralympic Games are providing
physical legacy and urban
regeneration on a grand
scale. Some of the high-profile
sponsors are also working quietly
with local communities around
the Olympic park to create a longterm social legacy.
Some, like BP, the oil group,
have been involved in projects
with local communities for 40
years. Others, such as Business in
the Community’s “arc: building
better business” project, were set
up specifically around the games.
“We wanted businesses to have
an impact on local needs,” says
Jane Pritchard, director of enterprise at BITC. “Social enterprises
are a good vehicle, as they create
jobs that help solve social issues.”
The arc project enables large
businesses to provide free support
to social enterprises – companies
whose main objectives are to
bring about social change – in the
six London boroughs officially
hosting the Olympic Games. Businesses encourage growth through
specialist support, training, mentoring, business opportunities and
access to social finance.
The project was launched last
September in partnership with
BP, Social Enterprise UK, the
national body for social enterprise, and Deloitte, the business
adviser. CBS Outdoor, an advertising
company,
Freshfields
Bruckhaus Deringer, a law firm,
and
InterContinental
Hotels
Group are also partners, with
development support from BT, the
telecoms group, Coca-Cola, the
drinks company, GE, the industrial group, Procter & Gamble, the
consumer goods company, and
Visa, the credit card company.
Businesses are involved with
more than 30 social enterprises,
with 27 jobs created so far. The
objective is to work with more than
200 enterprises to create 1,000 jobs
by 2015, generating a social return
on investment (SROI) of between
£50m and £100m, depending on
the types of people employed.
SROI (www.thesroinetwork.org)
helps analyse the social, economic
and environmental outcomes created by an activity or organisation.
Peter Holbrook, chief executive
at Social Enterprise UK, says:
“Large corporates are increasingly realising it makes much
more sense to give what they are
good at, rather than just writing a
cheque. Arc allows them to use
their skills, knowledge, networks
and supply chains to support
social entrepreneurs in creating
and growing businesses in
deprived communities with complex social problems.”
BP has six business leaders
working with social enterprises
through arc, while 12 mentors are

Pedal power: Bikeworks employees gain experience and qualifications, helping them get jobs in the cycling industry

Case study Bikeworks social enterprise finds BITC programme allows it to step up a gear
Bikeworks, a London social enterprise, was keen
to use BITC’s “arc: building better business”
scheme to expand its operations.
“Like any small business, we need skills that
we can’t afford to have full time,” says Dave
Miller, the company’s managing director.
Bikeworks was established to use bicycles and
cycling as a tool to tackle social and
environmental challenges at a community level.
It trains ex-offenders, the homeless and young
unemployed as bicycle mechanics. It gives them
skills, qualifications, work experience, personal
development and helps them to get jobs in the
cycling industry.
It also refurbishes bicycles in prisons and
gives them to low income families, organises
disabled cycling projects and encourages Bengali
women to cycle.
“We are really trying to target the noncyclists, rather than the ‘Lycra crew’,” says Mr

helping inception-stage social
enterprises. Another 10 have completed training and are looking to
become actively involved.
Shannon Leano, BP’s community affairs manager, says: “The
total number will be driven by the
arc programme, which we are
committed to support as it
expands. BP is particularly keen
to create a lasting legacy in the
Olympic boroughs.”
BP has been operating Pilotlight, a mentoring programme for
community organisations and
charities, in the area since 2003. It
has been joined by Adidas, a
sports goods company, BT,
Deloitte and Lloyds TSB Comercial Finance.
Deloitte was already involved
with the sector through its Social

Miller. “We are reaching people who would not
normally get a chance to experience cycling.”
Bikeworks has two retail outlets, provides
technical training, including for the Barclays bike
hire scheme; trains adults and children in
cycling skills through local authorities; and
provides on-site cycling services to big
companies, such as Deloitte, to encourage staff
to cycle to work.
BP is working with Bikeworks through the arc
project to build a management information
system to track key performance indicators,
both financial and social. It is also working on a
system to monitor the progress of people who
have been through programmes.
“It is important for us to understand not only
how many people we have placed into jobs, but
where they have gone longer-term,” says Mr
Miller.
“It will improve our social impact reporting

Innovation Pioneers programme,
which provides support valued at
more than £1.5m to a group of 30
social businesses.
“The Olympic boroughs add
another layer to the post-games
business story,” says Heather
Hancock, lead 2012 partner at
Deloitte. “What will make it a success, in a generation’s time, will
be the local population’s skills and
ability to start up businesses.”
Acer, the computer company,
British Airways, Cadbury, the
confectionery company, Deloitte
and Visa Europe are working with
the Chartered Management Institute to develop a mentoring qualification.
More than 60 staff from the
sponsors have begun mentoring
relationships with schools in the

and give a better sense of the overall value of
the work we are doing and the benefits to
society and the state.”
A forecasting system will follow. Mr Miller
wants to replicate the Bikeworks model outside
London and is discussing the possibilities with
Deloitte.
The social enterprise is also providing
technical and mechanic support to the Deloitte
Ride Across Britain event.
“It has been very positive for us, raising our
profile, supporting growth, helping us to expand
our networks and bringing in more
opportunities,” Mr Miller concludes.
“I want both Bikeworks and social enterprises
in general to develop to a greater scale. Then
we can really show that you can do business in
a different way and still be successful, make
profits and achieve greater good in the world.”

Olympic boroughs. British Airways and Deloitte are promoting
investment in carbon-reduction
activities, starting with the
Osprey Leisure Centre in Weymouth, which was launched by
quadruple Olympic sailing medallist Ben Ainslie.
Cisco, the computer group, is
committed to a five-year programme to create a digital legacy
from the games. It has formed the
British
Innovation
Gateway,
which is mentoring and supporting entrepreneurs to start businesses. Using examples related to
building Olympic venues and
training athletes, it is working
with schools to inspire children in
science, technology, engineering
and mathematics, an area in
which BP has long been active.

Rod Newing

Neil Crockett, managing director for London 2012 at Cisco, says:
“When the games close, we want
to keep working to ensure a sustainable legacy in skills.”
The high-profile sponsors are
working quietly but hard on these
and other projects, designed to
leave a lasting legacy in employment and economic growth to
alleviate social problems. Many,
including arc, will be extended to
other parts of the country.
Ms Hancock concludes: “The
sponsors have taken the values of
the games to heart, through sustained and responsible business
participation in the various programmes. They are not generating
column inches, but doing it
because they want to and because
it is the right thing to do.”
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There is no
planet B,
so we need
to adapt
Long-term change
Business must help
ensure that we
all get our fair
share and no more,
writes Rod Newing

I

f everyone in the
world consumed as big
a share of its natural
resources as the average person in the UK, we
would need three planets to
support us.
That is the environmental
problem addressed by One
Planet Vision, a website
from BioRegional, a social
enterprise that delivers sustainable solutions.
Alan Knight, sustainability director at BITC, refers
to a “9bn challenge”. It is
forecast that the fast growing world population, currently 7bn, will stabilise at
9bn by 2050. The traditional
environmental message is
that we must all use fewer
resources.
However,
Mr
Knight
points out that people
emerging from poverty
want the western lifestyle,
in a solidly built house with
a plasma TV.
“As a society, we are keen
for nobody to live in poverty and everybody wants
the ‘plasma screen’ lifestyle,” he says.
“At the moment, we are
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providing that lifestyle for
only 4bn people. If we are
going to deliver 9bn quality
lifestyles by 2050, we have
to transform the way we
supply them, using new
business models, because at
the moment the numbers
do not add up.”
Every organisation has to
reduce its carbon footprint
and use of packaging, but
that is only being “less
bad”, which is still “bad”,
he says. Being “good”
requires a positive contribution towards providing 9bn
quality lifestyles by 2050.
One company that is
doing this is retailer Kingfisher (see case study right)
and another is mining company Anglo American.
Samantha Hoe-Richardson, Anglo American’s head
of sustainable development
and energy, says: “Access
to water is a basic human
right and business can play
a key role in helping communities tap increasingly
scarce resources.
“With more than 80 per
cent of our operations
located in water-stressed
areas, many in developing
countries, we are already
making a positive impact
through innovation and
new technologies.”
In South Africa, its
eMalahleni water reclamation plant treats 30m litres
of dirty mine water every
day and provides some 12
per cent of the local municipality’s drinking water,
together with 200 tonnes of
gypsum for building homes.
It is also working in partnership with government,
local
communities
and
other businesses in South
Africa’s Limpopo Province
to build essential water
infrastructure that will provide up to 2m people with
access to clean, safe water
for the first time.
Richard Mattison, chief
executive of Trucost, an
environmental data provider, says the UK’s large
international companies are
in a strong position to make
a positive impact.
For example, the global
supply chains of the country’s 500 largest companies
currently produce more carbon emissions than the
entire UK.
Dominic Barton, global
managing director of Mc-

Showing its true colours: Kingfisher has selected four areas where it can have a positive impact over 10-20 years

Bloomberg

Case study Kingfisher paints sustainability into the picture
Senior managers at Kingfisher, the
holding company for a number of home
improvement companies, realised
during a planning exercise that the way
they run the business is just as
important as the key strategic themes.
Net Positive, a commitment to make
business operations put back more into
the environment than they take out,
became a core part of Kingfisher’s fiveyear strategy to become a clear leader
in its market.
Ian Cheshire, chief executive, says:
“The more we looked at it, the more
we thought we needed to take
sustainability from doing less [damage]
to trying to make a real positive
impact. Making it a strategic pillar was
good, because we could embed it in all
our plans, rather than have sustainability
sitting alongside or being a bit of a
token effort.”
Kingfisher is Europe’s leading home
improvement retailer and the third
largest in the world. Its main retail

‘The UK’s large
international
companies are in a
strong position to
make an impact’

brands are B&Q, Castorama, Brico
Dépôt and Screwfix.
The company has already achieved
the usual “green” objectives by
doubling its sales of ecologically
sustainable products, reducing waste
and emissions by 25 per cent and
using more timber from sustainable
resources.
However, it has selected four key
areas where it can create a positive
impact over a 10-20 year period. These
are timber, energy, innovation and
communities.
Mr Cheshire says that, as a retailer,
Kingfisher is well positioned, because it
can work both upstream to change the
way its supply chains operate and
downstream with customers, to change
behaviours and relationships.
Instead of merely increasing its use
of sustainable wood, Kingfisher will
work on reforestation projects to
increase the total supply of sustainable
timber.

Kinsey & Company, says
business must lead deep
reform away from “quarterly capitalism” to a five to
seven-year horizon.
“It is about rewiring the
fundamental ways we govern, manage, and lead corporations,” he says. “It is
also about changing how
we view business’s value
and its role in society.
“By rebuilding capitalism
for the long term, we can
make it stronger, more
resilient, more equitable,
and better able to deliver
the sustainable growth the
world needs.”
Setting corporate objectives for increasing internal
efficiency and reducing
emissions and resource
usage is just the start.
There is a limit to how
much any individual com-

It will innovate by working with the
whole supply chain to produce products
that are designed from the outset for
reuse and recycling.
Kingfisher is training customers to
give them skills in improving their
homes. It is also piloting community
projects, where people can help each
other to improve their homes, possibly
“swapping” time, and their
neighbourhoods.
They can share community tool
chests, paying to use tools for
occasional use, not buying them
outright.
Mr Cheshire says each business
should identify areas where it can make
a positive contribution and focus on
transformational change to achieve it.
“It is enormously liberating and
energising for people inside the
business,” he says. “Don’t be scared,
get involved.”

pany can achieve on its
own. Businesses have to
collaborate across the supply chain, which will
improve their individual
environmental performance
considerably.
Organisations also have
to work with competitors.
Mr Knight points out that
trade associations traditionally worked to slow the rate
of change.
However, he is now seeing them lobbying for
changes in competition regulations that inhibit competitors working together.
But efficiency improvements alone will not meet
the 9bn challenge. There is
a need to shape companies,
products and lifestyles to
ensure business can deliver
a sustainable future for the
planet and its entire popula-

Rod Newing

tion, which can only be
achieved by transforming
how it operates.
Mr Knight says that business is good at transformation, because when it
decides to do something difficult, such as building a
skyscraper in the desert, it
can be ingenious. This same
intellect must be directed
towards replacing conventional business models with
new ones, by achieving new
levels
of
collaboration,
with supply chains and
competitors.
“A ‘three-planet’ highcarbon economy will eventually collapse,” he says.
“If we as a business community decide that we want
to make our products and
services available to all 9bn
people by 2050, then surely
we can do it?”

FINANCIAL TIMES WEDNESDAY MAY 30 2012

7

FINANCIAL TIMES WEDNESDAY MAY 30 2012

8

Responsible Business
Case Study
BAE Systems goes
back to school to
plug skills gap

Showing the way: businesses have a key role in helping young people acquire the skills that can prevent them becoming a ‘lost generation’

Alamy

Shrinking skill base fires up
apprenticeship programmes
Youth unemployment
Companies recognise
they must rejuvenate
ageing workforces,
writes Sarah Murray

Y

oung people are bearing
much of the pain of western economies’ deepening
financial
crisis.
According to the International
Labour
Organization,
youth
unemployment rates in 2012 in
developed economies and the EU
are, at 18 per cent, close to their
peak since the ILO started recording them in 1991.
Businesses have an important
role to play in helping young people acquire the skills that can prevent them becoming a “lost generation”. In the UK, the time has
come for corporations to step up
their efforts, with more than 1m
young people between the ages of
16 and 24 out of work.
Companies, however, should
engage in the issue of youth
employment, not just out of a
desire to “do the right thing” but
because a genuine business case
exists for doing so.
Despite the currently high levels of unemployment, demand for
skilled workers is set to rise in
years to come, as the UK workforce ages and many of today’s
employees retire.
Some companies are clearly
starting to see this logic. In the

CR
(corporate
responsibility)
index for 2012 from Business in
the Community, the outreach
charity, most of the participating
companies cited youth unemployment as one of their most pressing issues of the year.
In the UK, more and more companies are offering apprenticeships, helping young people to
learn while they are earning.
McDonald’s, the fast-food chain, is
among them. The company offers
a large number of programmes
through which apprentices can
work towards nationally recognised qualifications.
Meanwhile, Starbucks, the coffee bar chain, recently launched
an apprenticeship programme
through which it will offer up to
45 positions to young people over
the age of 16. The year-long programme involves on-the-job and
classroom training.
Apprenticeship programmes are
also offered by some of the companies in BITC’s CR index and its
awards for excellence this year.
Wm Morrison, the supermarket
chain, says these programmes
have proved to be a powerful talent management tool – about 30
per cent of the company’s senior
management team started work
on the shop floor without a university degree, while about 95 per
cent of store managers are promoted from within.
The company, which provides a
range of in-house training programmes, also offers entry-level
jobs that allow employees to
acquire the skills and qualifica-

tions they need to move up
through the company.
Apprenticeship schemes have
not escaped controversy. Earlier
this year a BBC Panorama programme revealed that many of
Morrison’s apprentices were in
fact existing employees, rather
than new hires.
Nevertheless, skills development can also be a way of retaining employees, which is important
for sectors that suffer from high
staff turnover rates.
This is the case in the waste
management industry. Veolia

More companies
are offering
apprenticeships, helping
young people learn
while they are earning
Environmental
Services,
for
example, invests about £5m a year
in a recruitment, retention and
learning and development programme.
This allows the company to
offer routes to employment for
disadvantaged people and nonEnglish speakers, while also
developing talent and improving
its succession planning process.
Vocational training also provides a financial return on investment. ScotRail, the train operator,
has found that investing in staff
training has helped it to keep
more employees. Its attrition rate

is now 3.7 per cent, down from 5.5
per cent at the start of 2009-10.
Meanwhile, Tata Consultancy
Services, the information technology and outsourcing business that
is part of India’s Tata conglomerate, believes its continuous learning programmes have played a
role in reducing its attrition rate
(which was 12.7 per cent in 2012)
to among the lowest in its sector.
Of course, as BITC points out,
despite some impressive corporate
efforts, young people still face barriers to entering the workforce:
many organisations are still failing to offer entry routes to
employment for young people
with no previous experience.
To address these obstacles,
some businesses have realised
that it is necessary to act collectively, working across sectors and
with competitors.
Nine of the UK’s largest IT consulting and business services companies – Accenture, Atos, Capgemini, CSC, Fujitsu, HP, Logica, Siemens and Steria – agreed this February to sign up to a new charter
for the employment of apprentices.
With the support of organisations such as the UK’s Ministry of
Justice, the National Apprenticeship Service and BITC, the companies will standardise six common
roles: software development, testing, IT support, project management, networks and business
analysis.
The idea is to bridge the gap
between college and the workplace and open the IT industry to
a more diverse talent pool.

One of the biggest barriers to
youth employment is often
erected at school, in the form
of poor careers advice.
In a study conducted by
the British Youth Council and
the National Children’s
Bureau, more than 80 per
cent of respondents who had
received formal careers
advice said they found it to
be only “a little bit” helpful,
or “not at all” helpful.
The problem is that a gap
frequently exists between the
advice and training given to
young people at school and
the types of skills and
experience that businesses
are likely to need.
BAE Systems, the
aerospace company, is
working to fill that gap. It
runs education programmes
in partnership with a
network of schools that
are linked to BAE Systems
sites around the UK.
The programme includes
the company’s Employee
Ambassador Programme,
through which BAE Systems
employees become involved
in curriculum-based science
and technology activities.
The company also offers
opportunities for young
people from schools to
gain up to two weeks’
work experience with BAE
Systems.
A key element of the
education programme is a
roadshow, which the
company takes to more
than 100 schools a year.
The roadshow consists of
an interactive theatre
performance based on
engineering themes aimed
at children between the
ages of nine and 12. The
performances are supported
by a series of workshops.
As part of the roadshow,
the company runs a
schools’ challenge in which
teams of pupils are asked
to design a specific product,
such as an unmanned
vehicle or an eco-house.
The most innovative entries
receive prizes.
In designing programmes
for schools, BAE Systems is
not merely being altruistic.
The programme enables the
company to raise awareness
among potential employees of
engineering as a career.
For companies, this is an
important part of a talent
management strategy.
Despite high levels of
unemployment, companies
still report that they struggle
to identify sufficient skilled
job candidates, particularly in
sectors such as engineering
and technology.
By collaborating with
schools, BAE Systems can
play a role in building a
pipeline of people with the
right skills for its business.

Sarah Murray
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Responsible Business

Web tool offers tips for SMEs
Progress tracking
Jane Bird finds out
how smaller companies
are using a new service
launched by BITC

S

mall and medium sized
enterprises (SMEs) lack the
resources of larger companies to manage corporate
responsibility. Yet they are often
more closely involved in local
communities and highly motivated to be good citizens.
The
Responsible
Business
Check Up tool aims to solve this
problem by providing a simple,
affordable way for companies
with 20 to 1,500 employees to
track progress and develop strategy.
Companies want inspiration and
a few guiding tips, says Stephen
Gee, senior development and business support manager at Business
in the Community. “We saw a gap
in the market that was underserved.
“Small and medium sized businesses don’t have the same analysis and benchmarking tools as big
companies to give them a framework for what a responsible business looks like.”
The Check Up tool comprises a
simple online tick-box survey that
takes two to three hours to complete. Questions focus on areas
such as leadership, values, communication skills, suppliers, sustainability record, environmental
awareness and employee relationships.
Within 30 minutes of completion, automatic feedback highlights strengths and weaknesses,
provides benchmark comparisons
with other companies, and suggests next steps for continuous
improvement.
It requires significantly less
resource than BITC’s Corporate
Responsibility (CR) Index, which
took six weeks and a team to complete, says Anne-Marie Wedd,
head of procurement for Styles &
Wood, a property services company. “It is a short, sharp, hard
look at your business that provides a snapshot at where you are
with CR.”
Styles & Wood was one of the
first companies to do the Check
Up when it was launched in
November 2011. Ms Wedd says: “If
you answer honestly, it helps
identify where you are doing well
and where you need to improve,
and stops you focusing on one
area to the exclusion of others,”.
The succinct feedback with
graphics was exactly right to take
to the board, she says, “which
hasn’t got the time for something
the length of War and Peace.”
Styles & Wood scored high for
community involvement, but low
for associated planning and management. In response, it drew up a
2012 calendar outlining the budget
and plan of action for each month.
The company also rated poorly
for its work experience activity
and apprenticeships. It has now
formalised schemes for both, and

Food for thought: the Check Up helped Cleone Foods understand how to improve corporate responsibility, says Wade Lyn

Case study Cleone Foods spices up its CR efforts
People living in the Caribbean tend to be much
more conscious of reusing and recycling
resources than folk in the UK.
So says Jamaica-born Wade Lyn, managing
director of Birmingham-based Cleone Foods,
which makes savoury “patties” – a spicy
equivalent of the Cornish pasty.
From saving food scraps for pigs and
chickens in the backyard, to collecting glass
lemonade bottles for reuse, recycling habits
have never gone out of fashion in the West
Indies, he says.
Hence his enthusiasm to make Cleone Foods
a pioneer of sustainability.
The company, which he founded in 1989,
employs 500 and makes 100,000 patties a
week. Annual sales to April 2012 were £2.4m.
This year, it used the Responsible Business
Check Up tool for the first time. It helped the
company understand where it is on the

has committed itself to taking on
four apprentices this year.
The feedback found weakness in
Styles & Wood’s ability to ensure
that employees act according to
the company’s values. To address
this, a team rewrote the corporate
mission statement based on canvassing employee’s views on the
vision and values it should contain.
Ms Wedd says: “We are now
including the values in training
and have recognition rewards for
employees who demonstrate that
they are following the principles.”
For Leeds-based Callcredit Information Group, the attraction of
the Check Up was a framework
for best practice and to benchmark the company against other
industry groups.
It revealed weakness in community involvement, says Gavin
McNaughton, group head of commercial services.

path to improving corporate responsibility, and
plan what to do next, Mr Lyn says.
The Check Up showed that Cleone Foods
needs to improve its management and
organisation with regard to corporate
responsibility.
“So far, we’ve had rather a scattergun
approach, seizing on what seem like good ideas
without more foresight and planning,” Mr Lyn
admits. “It’s difficult for a small company that is
busy with many other activities, but we need to
be more strategic and set targets, so we can
check we’ve achieved what we set out to do.”
The tool showed little room for improvement
on recycling, with just 0.62 per cent of Cleone
Food’s waste sent to landfill. But it helped
identify specific next steps, such as the need to
look at energy use.
Much of the company’s lighting has been in
place for 15 years and needs updating, says Mr

The results enthused directors
to champion specific areas, he
says: the financial director now
does this for charity, the chief
operations officer for the environment, and the human resources
director for employee volunteering.
Callcredit Information now
matches charitable donations
raised by staff and lets them work
a day a year on a community
project. “It could be mentoring
schoolchildren on financial literacy, creating wildlife habitats in a
nature reserve, or refurbishing a
children’s playground,” says Mr
McNaughton.
The company has also improved
recycling and now requires suppliers to meet specific standards
such as environmental protection,
human and labour rights.
“Our slogan is ‘responsible is
profitable’,” Mr McNaughton says.
“We can save money and improve

Lyn. “We believe we can save 40 per cent of
our electricity costs.” Solar roof panels are
another plan, as is obtaining a Mercedes van
that runs on domestic gas for deliveries to
London.
The Check Up performance comparison with
other companies has also been useful, says Mr
Lyn, who is keen to get others to use the tool.
He switched his law firm to one that was
willing to make commitments to sustainability,
and refused to do business with food distributor
Oakland International until it signed up for the
Check Up.
“It’s very much about the Big Society,” says
Mr Lyn, who plans to use the Check Up
annually.
“The more companies get involved, the more
we can see we are making a difference.”

the business because people are
more productive and loyal, while
suppliers will go the extra mile.”
The ability to improve the business while benefiting society was
a major attraction of the Check
Up to Huntingdon-based Solo Cup
Europe, which manufactures plastic and paper cups, plates and
food containers.
Tony Waters, managing director, says: “It is not like being
charitable, because you also cut
costs.”
The company manufactures
cups by combining material recovered from the plastic bottles it
makes for fizzy drinks with new
materials. In future, Mr Waters
hopes to look at ways of using
green energy such as biofuels and
wind generators.
“The Check Up tool is proving
very helpful in planning strategy
by ensuring that we are asking
the right questions, comparing us

Jane Bird

with other businesses, and helping track progress,” he says.
Of the 85 companies that have
completed and submitted surveys,
the biggest proportion has been
law firms and property and construction companies, enabling
BITC to provide sector-specific
analysis for those areas.
BITC hopes to build up enough
data to do the same for food and
beverages, professional services,
and industrial manufacturing. “I
would love to think we can sign
up 300 to 500 organisations within
a year,” says Mr Gee.
The Check Up is free to BITC
members to use every six months,
and costs £100 for non-members
with fewer than 50 employees and
£250 for those with more.
For the future, BITC is considering developing an award for a
high score on the Check Up to
give companies public recognition
of their achievement.
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Green account stuck in the red

Fostering
creativity in
staff pays
dividends
Innovation
Pressure from
regulators and
customers is
driving change,
writes Jane Bird
As

the
world’s
natural resources deplete
and the population rises,
there is increasing pressure
on companies to come up
with
environmentallyfriendly ideas.
Demand for innovative
sustainable products and
services is being driven by
changes in consumer preferences, increasing legislation
and the cost of resources.
Oil prices will continue to
rise, so it makes sense to
reuse as much as possible,
says Stef Kranendijk, chief
executive and co-owner of
Desso, a carpet and sports
surfaces
manufacturer
based in The Netherlands.
Desso separates bitumen
backing from used carpet
tiles and sells it to the road
and roofing industry. The
remaining yarn is then
recycled into its original
polymer, from which Desso
makes new carpet tiles.
“Now 60 per cent of our
carpet tile production is
from recycled yarn,” says
Mr Kranendijk, who aims to
make it 100 per cent by
2020. Focusing on the environment fosters creativity,
believes Mr Kranendijk,
whose plan was to make
healthier carpets when he
invested in Desso in 2007.
Conventional carpets generate a fine dust containing
volatile organic components
that can cause asthma and
other respiratory problems.
Desso’s AirMaster carpet
tiles contain the dust more
effectively than standard
carpet, Mr Kranendijk says.
Meanwhile, the drive to
sustainable innovation at
Jaguar Land Rover (JLR),
the Indian-owned automotive group, has opened new
markets, says Donna Eustace, environmental management systems manager.
The Range Rover Evoque
is JLR’s most sustainable
vehicle to date, she says.
“Some 85 per cent of customers ordering the new
Evoque have not previously

owned a Land Rover. These
new buyers tend to be
younger and more urban
based than traditional Land
Rover customers,” she says.
The Evoque has 16kg of
recycled plastics and 21kg
of natural materials. Using
recycled material results in
a 66 per cent less energy
and a 54 per cent lower carbon footprint during production.
A strong potential market
also awaits the “carbon negative” cement being developed by Novacem, a spinout
of Imperial College, London.
Ordinary Portland cement
is made from limestone –
calcium carbonate – and
production emits a huge
amount of carbon dioxide.
Its production accounts
for about 5 per cent of manmade CO2 – twice that of
the global aviation industry, says John Prendergast,
Novacem’s strategy and
planning manager.
The new cement is made
from magnesium oxide and
silicates and absorbs more
CO2 during the process than
is emitted.
Still in development, it is
currently two-thirds of the
strength
of
Portland
cement, but Novacem hopes
to match it within a year.
Price parity is also a goal.
“Big cement companies
usually don’t have strong
research
departments,
whereas startups such as
Novacem can bring geoscientists
and
chemists
together,” says Mr Prendergast. “This doesn’t happen
in large companies because
they
don’t
prioritise
research and tend to focus
on improving processes
with current technology.”
JLR’s Ms Eustace agrees
that coming up with ideas
in big companies can be a
challenge. “There’s no silver bullet,” she says. “It’s
more about having a holistic approach to tackling
climate
change
and environm e n t a l
impact.”
JLR uses
a life cycle
analysis
software
tool
that
measures
a
vehicle’s effect on the environment, from raw materials through production and

Environmental impact
Progress is being made
but more needs
to be done, writes
Sarah Murray

Case study
Lessons for schools
on sustainability
If you want to instil respect for
the planet in society, a good
place to start is in the
classroom. This, at least, was the
logic for EDF Energy when it
designed a UK schools project
called the Pod, an online learning
resource that is part of a range
of educational programmes
initiated by the company.
Launched in 2008, the Pod
website is designed to inspire
students and help teachers to
develop and run environmentally
focused classroom projects.
The idea is to help schools
reduce their emissions, water use
and waste – with “Podometers”
to record the savings – while
also educating children about
climate change, biodiversity and
other environmental issues.
To develop the programme,
EDF has worked with the UK’s
Met Office, Eco-Schools, the
world’s largest sustainable
schools programme, and the
Eden Project, the ecological
theme park in Cornwall.
Schools that join the
programme get their own
homepage, which they can
customise, allowing children to
play online games, blog their
activities and upload images and
video of their projects.
Meanwhile, teachers can
access online teaching materials,
lesson plans and related links
and download resource packs.
So far, the Pod has involved
more than 5.5m schoolchildren
and helped British schools
reduce emissions by more than
133 megatonnes, cut waste by
more than 15,000 tonnes and
reduce water consumption by
42m litres.

I

Core business: Edward Lewis has made a big investment in a new crop of early fruiting cider apple trees

Alamy

Case study Cider apple growers pressed to modernise and save an old tradition
Edward Lewis, a third-generation
supplier of cider apples to Bulmers, is
accustomed to thinking long-term.
Many of the trees he will harvest this
October and November at his farm
near Hereford were planted by his
grandfather in the 1940s.
But, alongside the older orchards, Mr
Lewis is creating a new crop of apple
trees that will fruit in September,
thereby extending the season.
Bringing harvest time forward will
make a big difference, as weather
conditions are likely to be better, says
Mr Lewis.
The harvest should also produce less
leaves, twigs and grass that clog up the
presses. With lower tannin levels than
older varieties, they will also better suit
current consumer preferences for
softer, fruitier drinks.

use to the end of its life.
“It’s important to consider all these factors,
because you can have very
efficient electric powertrain, but that’s no good if

Range Rover Evoque : JLR’s
most sustainable vehicle yet

Moreover, the trees are lower,
making them easier to prune and pick.
They can also be grown closer
together, enabling farmers to boost
yield, says Fenella Tyler, head of
corporate responsibility for Heineken,
which owns Bulmers.
The new apples are the result of a
10-year research project at Bulmers,
which has bought cider apples from Mr
Lewis’s farm since his grandfather’s
day.
Developing better varieties is part of
Bulmers’ support for farmers, with
which it signs 25- to 30-year contracts,
undertaking to buy all their output.
Bulmers’ research has also
established the optimum pruning shape,
which tapers towards the top like a
Christmas tree. This lets in the
maximum amount of light, creating

you have a really heavy
vehicle with a battery that
uses rare earth metals,”
says Ms Eustace.
JLR recently developed a
simplified, rapid tool that
can be used at an earlier
stage in the design process to enable sustainable design decisions to
be made.
The
company’s
employees at every
level are asked to
suggest ways to
improve sustainability.
“The paintshop is
one of the biggest users
of energy, so staff are
encouraged to think about
cutting power consumption,

more potential for buds and blossom to
form, leading to increased quantities of
fruit. The shape also has better
weather tolerance and holds less
moisture in the leaves, which results in
improved longevity of the tree, Ms
Tyler says.
At £2,500 an acre to prepare the
ground, buy and plant cider apple
trees, it is a big investment, on 140 of
Mr Lewis’s 400 acres, creating three
jobs.
“This is good for the community as
we don’t want to lose all our people to
the cities,” he says.
“Bulmers, meanwhile, gets security of
supply, so it’s a win-win situation.”
You need trust on both sides, agrees
Ms Tyler.

for example, by optimising
the use of air compressors,”
Ms Eustace says.
So far, the paintshop has
achieved a total reduction
of 49 gigawatt hours of
energy, saving 13,200 tonnes
of CO2 emissions and £1.5m
in energy costs.
Harnessing staff creativity is an excellent way to
develop new products, as
employees are often in the
best place to spot opportunities, notes Andrew Torrance, chief executive of
Allianz Insurance.
During the past six years,
Allianz has implemented
30,000 ideas from its 5,000
employees. These have
saved the company about

Jane Bird

£1m a year as well as
improving customer service, says Mr Torrance.
One employee noticed a
change in EU legislation
requiring commercial buildings of a certain size to
report on their energy efficiency.
As a result, Allianz introduced an energy efficiency
survey that gave customers
the documentation they
needed to comply with the
new rules, and enabled the
company to provide recommendations for action.
“Fostering staff creativity
makes business sense as
well as improving employee
engagement,” says Mr Torrance.

t is one thing to create a
small enterprise whose specific mission is to conserve
natural resources. But for
large companies, trying to embed
environmental sustainability into
their existing operations meets
with different hurdles – particularly if they are in the business of
marketing cheap goods or meeting growing demand for energy.
Most leading companies have
adopted sustainability strategies,
yet they still have to balance
these strategies with the commercial pressures to increase output
and sales which, in turn, intensifies their impact on the planet.
Another part of the problem
that companies face is that a
financial value for many of the
natural resources on which their
operations depend has, so far, not
been established.
Take water conservation. While
water prices are rising in many
places, some argue that its true
value needs to be set in order to
create genuine incentives for business to conserve water.
Some companies are starting to
take internal steps to measure the
real value of what they use. PepsiCo’s ReCon water conservation
tool allows sophisticated measurements of the real cost of water in
its operations.
The tool tracks the water
brought into a facility and shows
where it was used and how processes such as heating it or disposing of it affect its cost, helping the
company establish a stronger
business case for investments in
water conservation.
Some companies are attempting
to measure their entire environmental footprint.
Puma Group, the sports lifestyle
company that is part of PPR, a
French multinational holding
company, now issues an environmental profit and loss account.
In 2010, this showed a €145m
environmental impact, of which
the lion’s share – €83m – was
accounted for by the raw materials needed for its products, such
as leather, cotton and rubber.
Companies in this year’s BITC
CR Index and awards are also
working to link the value of natural resources more closely with
the success of their businesses.
Moreover, the awards highlight
companies that are driving environmental sustainability, not just
internally but across their sector,
while also encouraging customers,
clients or suppliers to embrace
environmental best practices.
For Anglian Water, which
supplies customers in the east of
England, this means not only
looking inside the company
but also to its customers. The
company – which has experienced
water stress at close hand in its
East Anglian base – is addressing

The Pod is part of a range of educational programmes initiated by EDF Energy

Some believe growth
can be achieved while
simultaneously
conserving the planet’s
natural resources

these challenges though a programme it calls “Love Every
Drop”, with several initiatives
that help consumers reduce their
environmental impact.
For example, to reduce sewer
and drain blockages, which are
responsible for a range of negative
environmental effects, the company launched a “Keep it Clear”
social
marketing
campaign
informing customers on how to
avoid them.
In Peterborough, this has led to
the number of blockages falling
by some 80 per cent.
Another campaign, “Drop 20”,
encourages customers to take a
range of actions that will reduce
their consumption by 20 litres a
day. As part of this, it offers free
water efficiency packages and
water-saving kits to cut down
water use in gardens.
EDF Energy, the UK subsidiary
of the French utility Électricité de
France, is helping both business
customers and consumers reduce
their carbon footprint.

The company offers contracts
that incorporate incentives for
businesses to further their carbon
reduction and encourages residential customers to do the same by
helping them monitor their
energy use and allowing them to
generate their own renewable
energy
Increasingly, however, companies are also working with suppliers to extend the impact of sustainability strategies further.
United Biscuits, for example,
has focused on its supply chain in
order to lower the environmental
impact of the raw materials it
consumes.
While working to reduce its consumption, the company’s palm oil
strategy also involves tracing
palm oil all along the supply
chain to ensure that 100 per cent
of what it does use has been sustainably produced.
Companies such as these are
reporting proudly on the achievements of their sustainability
efforts. In 2011, United Biscuits

Sarah Murray

reduced its energy consumption
by 8 per cent and water use by 15
per cent per tonne of product
manufactured.
EDF has cut its transport emissions by 38 per cent and is working to cut carbon dioxide emissions from commercial buildings
by 30 per cent by the end of the
year.
These figures are impressive.
However, the question for BITC –
and for the corporate world – is
whether such initiatives go far
enough. Some believe that growth
and profit increases can be
achieved while simultaneously
conserving the planet’s natural
resources.
Yet so far, the earth’s environmental profit and loss account is
in the red.
As
the
Rio+20
summit
approaches, many are asking
whether corporate leaders can
scale up the sustainability of their
operations fast enough to prevent
natural resources being damaged
beyond repair.
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ENVIRONMENTAL
SUSTAINABILITY
Asda Environmental
Leadership Award
For companies demonstrating
leadership in environmental
sustainability by embedding
environmental strategy into core
business processes
Anglian Water Services*
EDF Energy*
Northumbrian Water Group
RWE npower
The Co-operative Group

Climate Change Award
In association with the Mayday
Journey supported by the
Environment Leadership Team. For
businesses taking leading steps
along the journey to a sustainable
future
Chime Communications*
Jaguar Land Rover*
Veolia Environmental Services (UK)*
ways2work Award
Inspiring better ways of working
and travelling
Allstate Northern Ireland*
Ernst & Young
Quorum Business Park*
NHBC

EDUCATION AND
YOUNG PEOPLE
Bank of America Merrill Lynch
Education Award
Recognising companies that are
taking action in education to raise
the attainment and aspirations of
young people by building
sustainable partnerships with
schools for the benefit of pupils
aged between five and 19 in the
UK
Coca-Cola Enterprises*
EDF Energy
Hadley Group*
HSBC Bank
Inspired Change*
Johnson Matthey
KPMG UK
Logistik
Pinsent

MARKETPLACE BEHAVIOUR
Anglo American Responsible
Supply Chain Award
Recognising companies that can
demonstrate innovation and impact
across their supply chain
Heineken in the UK*
Lakes Free Range Egg Company*
John Lewis Partnership
United Utilities Water*

WORKPLACE & EMPLOYEES
Elmfield Training: Workplace
Talent and Skills Award
(Previously the Skills Award)
This award recognises employers
that are addressing the talent
challenge by meeting the current
and future skills needs of their
business and their people
BAE Systems
Northgate Managed Services*
ScotRail*
Tata Consultancy Services*
Wm Morrison Supermarkets*
Veolia Environmental Services
(UK)
Workwell Award supported by
the Workwell Leadership Team
This award recognises companies
that are improving the wellness
and engagement of their
employees
City College Norwich*
HSBC Bank
Northumbrian Water Group*

Masons*
Tata Consultancy Services
The Crown Estate*
Wates Group
Wm Morrison Supermarkets*

Channel 4 Work Inspiration
Award
Recognising employers that are
addressing the talent challenge by
turning work experience into Work
Inspiration, to bridge the gap
between the classroom and the
world of work
BAE Systems – Military Air
Information
Boots UK*
Capgemini*
ITV*
John Lewis (Scotland)
Merseytravel*

ENTERPRISE AND CULTURE
Arts & Business Award
For companies that have developed
a sustained partnership with a
cultural organisation that
demonstrates significant benefit
and engagement with local
communities and its employees
Allen & Overy*
Bank of America Merrill Lynch
British Land*
British Sky Broadcasting Group
Husqvarna Viking Sewing
Machines*
Logistik*
Dairy Crest Rural Action Award
For companies that support rural
communities
Heineken*
Harper Adams University College*
Lakes Free Range Egg Company*
The Jordans & Ryvita Company*
Jaguar Land Rover Building
Stronger Communities Award
Recognising genuine partnerships
between businesses and
community organisations, where
businesses have worked with a
community partner to identify a
key social issue. The award will
recognise sustainable projects or
initiatives that are making a lasting
impact
Accenture (UK)*
Asda
British Land (Scotland)*
British Land
Danone UK
EDF Energy*
Eon
ISG
KPMG UK
Lloyds Banking Group*
Places for People*
Wakefield and District Housing

REACCREDITATIONS

Business in the Community
celebrates and recognises
companies that have continued to
invest in CR and can show
evidence of the positive impact of
investment. These companies have
achieved the Big Tick in the past
one or two years and have chosen
to reaccredit their programme in
2012. There is a full list of
reaccredited companies on the
BITC website: www.bitc.org.uk/
reaccredited2012

Stephen Howard is chief executive of
Business in the Community
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Construction & Materials
Banks
Support Services
Media & Entertainment
Support Services
Food Producers
Electronic & Electrical Equipment
Legal
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PLATINUM
Alliance Boots
Anglo American
Ausgrid
Australian Broadcasting Corporation
British Broadcasting Corporation
BSkyB
Capgemini UK
Carillion
Centrica
Costain Group
The Crown Estate***
Deloitte
Diageo Australia
Ernst & Young
F&C Asset Management plc
Hallmark Cards
Heathrow Airport Limited
Home Retail Group
Jaguar Land Rover
John Laing plc
John Lewis Partnership
Legal & General Group
Lloyds Banking Group
The Midcounties Co-operative
National Grid
Pearson
Places for People
Premier Farnell
Provident Financial
Reed Elsevier
Royal Mail Group
RSA Insurance Group
RWE npower
Tesco
Thames Water
Toyota Motor Manufacturing (UK)
United Biscuits
Unipart Group
Veolia Environmental Services (UK)*
Veolia Water UK
WH Smith
Whitbread

GOLD
BAM Construct UK
Barclays
Brakes Group
Camelot UK Lotteries
CSC
Dairy Crest Group**
e2v technologies
Eversheds

G4S UK & Ireland Region
Gentoo Group
The Go-Ahead Group
Imperial Tobacco Group
Kelda Group
Kier Group
Manchester Airport
Marshalls
MITIE Group
Morrison****
Northern Rail
Serco Group
Sodexo
Speedy Hire
VocaLink
Willmott Dixon
Zurich Financial Services
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Financial Services
Industrial Engineering
Construction & Materials
Electronic & Electrical Equipment
Real Estate Investment Trusts
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Food & Drug Retailers
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Coverage

International Award
The International Award supported
by the International Leadership
Team recognises company
programmes that can demonstrate
a positive impact on those in
greatest need globally through one
or more of the United Nations
Millennium Development Goals
Citigroup*
Ferrovial*
Goldman Sachs
KPMG International Cooperative
Procter & Gamble*
Tata Consultancy Services
The Co-operative Group
The Redbush Tea Company*

The Midcounties Co-operative
Unilever UK and Ireland
United Biscuits*

Bloomberg

Anglian Water
BT Group
The Co-operative Group
EDF Energy
Heineken UK
Kingfisher
KPMG
Marks & Spencer
Northumbrian Water Group
PwC
J Sainsbury
Tata Consultancy Services
Unilever
United Utilities
Wates Group

Industry
Sector

Santander Responsible
Small Company Award
For small and medium-sized
businesses that can demonstrate
how they are operating their
business in a successful and
responsible way, creating a positive
impact on the environment and
their local community while also
supporting and developing their
workforce and creating positive
change in the marketplace in which
they operate
Shortlist:
Cleone Foods
Henry Orchard and Sons
Opus Restaurant
Pachacuti
Red Hotels also received a Big
Tick in this category

Cementing success: Wates Group was the 2011 Company of the Year

Gas, Water & Multiutilities
Telecommunications
General Retailers
Electricity
Food & Beverage Producers
General Retailers
Accountants & Consultants
General Retailers
Gas, Water & Multiutilities
Accountants & Consultants
Food & Drug Retailers
Accountants & Consultants
Household & Personal Goods
Gas, Water & Multiutilities
Construction & Materials

PLATINUM PLUS

Company
Name

This award is open only to
Business in the Community
member companies that have
attained Platinum or Platinum Plus
level in the CR (corporate
responsibility) index in the current
or previous year.

T

his year we are celebrating 10 years
of Business in the Community’s CR
(corporate responsibility) index, the
UK’s leading benchmark of corporate responsibility.
Since its launch in 2002, more than 350
companies have used the CR index to take
an honest look at how they measure their
responsible business practice.
The index is a unique tool designed to
help companies integrate and improve
responsibility throughout their operations.
It helps large companies by providing a
systematic approach to measure and report
on responsibility, enabling them to track
their progress and achievements, and continually improve their impact on society.
This year, 110 companies took part publicly and the overall index average score
stayed at 89 per cent for the second year in
a row. This fairly high average suggests
that many participating companies have
integrated responsible business practice
across their operations.
Those companies with a bronze ranking
have achieved a significant milestone on
the journey towards measuring and managing the integration of responsible business
practices. For companies higher up the
ranking, especially in the platinum performance band, their ranking highlights
their advanced progress and demonstrable
achievements in creating a positive social
and economic impact.
Over the past 10 years, 37 companies have
consistently made the index rankings, paving the way for others to follow. There have
been significant changes to the business
environment and the expectations of stakeholders and society in general. In response,
the agenda has matured. In 2002, corporate
responsibility was seen as an add-on; today,
high-achieving companies in the index display a strong link between sustainability,
business operations and strategy.
The key issues that have emerged from
the index over the 10 years are: closing the
gap between strategic thinking and actions;
board-level commitment; remuneration and
bonuses linked to corporate responsibility
targets; and reporting quality and scope.
For example, in 2004, 64 per cent of companies taking part had boards that regularly discussed responsible business issues;
this had increased to 92 per cent in 2012.
Looking ahead, we must continue to raise
the bar so that the index remains relevant
and challenging.
Competitive and resilient organisations
now seek to integrate their corporate
responsibility principles into their day-today operations so that they are able to
deal with a hyperconnected world where
technology can expose or help progress
companies.
Just as in the early days, our aim is to
encourage best practice, provide a meaningful benchmark and support businesses
on their collective journey towards a more
sustainable future.

Coverage

Responsible Business
of the Year
This award aims to recognise the
most responsible and sustainable
business as demonstrated by the
degree to which the business has
integrated its thinking on the most
critical sustainability issues into the
core of its business and has
adapted its business approach as a
result
Shortlist:
Alliance Boots
Anglo American
EDF Energy
Marks and Spencer Group
The Co-operative Group

Background
Stephen Howard considers
the 10 years of the CR index

The CR Index aims to challenge and support companies to integrate responsible business practice throughout their organisations. This ranking represents progress on a journey towards more responsible
and sustainable business. While participating companies are at different stages, they all have in common a commitment to transparently improving their impact in society and the environment.
Industry
Sector

The Big Ticks are awarded to
companies whose programmes are
the best examples of business as
a force for good. This year 87
entries have received a new Big
Tick and these are listed here.
The companies marked with an
asterisk will go forward to judging
panels to find the overall winner in
each category and these will be
announced in the Financial Times
on Thursday June 28.

The Corporate Responsibility Index 2012

Company
Name

Index leads
to positive
impact on
society

Awards for
Excellence
2012 –
Big Ticks

SILVER
3i Group
AESSEAL
Balfour Beatty
Brother UK
Capital Shopping Centres Group
Elior UK
ENERGEX
FirstGroup
Fujitsu UK & Ireland
InterContinental Hotels Group
Irwin Mitchell
Magnox
Morgan Sindall
NHBC
Pace
Rentokil Initial
Royal London Mutual Insurance Society
Siemens

BRONZE
The Clancy Group
DTZ
Greggs
Miller Construction UK
Ricoh UK
State Street Corporation
Teachers Credit Union

The table explained
Performance bands: Companies listed alphabetically by band, based on overall Index score: Platinum
(≥95%); Gold (≥90%); Silver (≥80%); Bronze (≥70%)
Please note: In addition to completing the online survey, Platinum Plus achievers have been evaluated on
the extent to which the business strategy is underpinned by their commitment to long-term sustainability. The Platinum Plus process is currently under review, as part of the general 10 year anniversary review
of the CR Index. As such, Platinum Plus was not offered to CR Index 2012 participants.
Key
Companies in bold have participated in the CR Index since launching in 2002
* Most Improved
** Best New Entrant
***Best New Entrant 2011
****Most Improved 2011
Year on year:
↗ Improved in banding
= Maintained previous banding
↘ Dropped in banding
R Retained - have carried over the score from previous submissions
N New entry to the ranking
Coverage:
Global – multinational companies reporting on 100% of their global business operations.
National – UK companies reporting on 100% of their business operations
UK only – multinationals companies reporting on UK operations only
Australia – Companies reporting on Australian operations

16

FINANCIAL TIMES WEDNESDAY MAY 30 2012

