SPECIAL REPORT BUSINESS IN THE COMMUNITY AWARDS

SMALL AND MEDIUM-SIZED ENTERPRISES
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Clare Gascoigne finds the business case for social and corporate
responsibility is different from company to company

What makes the difference
between success and failure
for a restuurant? Forget Gor-
don Ramsay-style make-
overs; according to Kelvin
Muacdonald, owner and
founder of Bankside restau-
rant in London, SE1, getting
involved with the local com-
munity is key,

“One of our major differ-
anees is by being part of the
community,” he says. I
always wanted it to be a
‘neighbourhood' restaurant,
part of the community.”

Bankside, winner of the
Business in the Commu-
nity's Impact on Society for
a4 Small Company award,
typifics the small business
b to corporate and
responsibility (CSR). If
anyone needs the busine:
caso for taking CSR s
ausly, look at its success,
hidden away in a back
street, it relles on word of
mouth yet does 1,500 covers
u week, generating profit
well above the national aver-
age, and is soon to open
another branch across the
River Thames in the City of
London.

Community involvement
i5 not the only way a small
business can make a differ-
ence (nor the only way in
which Bankside has

y IS it has also

te, reducing the

number of wheelie bins it
fills from 12 to four a week).

GoodCorporation, a consul-
tancy that verifies whether
or not businesses of all sizes
are matching up to a set
CSR standard, has 65 prac-
tices on which a company
can be judged, ranging from
dealing with customer com-
plaints to an assessment of
environmental impact.

“4& lot of people have
never given these activities
a CSK label and why should
they?" says Leo Martin,

The business is
creating a culture
that treats people
with care because it
matters to the owner'

director, “There's so much
spootiness among big com-
panies about small and
medium-sized enterprises
(SMEs), but what we see is
very motivated people who
are often really interested in
corporate responsibility, and
are running their business
well."

Indeed, it has found that
SMEs tend to be better cor-
porate citizens than large
listed companies, Of the 70
organisations it has verified
since 2001, 84 per vent of the
grades given to small organi.

sations were either merits or
commendations, compared
with only 70 per cent of
grades given to large compa-
nies. The proportion of fail
grades was significantly
lower as well.

“When it comes to actual
CSR performance, smaller
seems to be more responsi-
ble,” says Mr Martin, “The
findings run counter to the
common perception that
large companies need to
teach SMEs about CSR. But
this is probably because
large companies have far
greater resources and man-
power devoted to reporting
on CSR."”

David Grayson, chalrman
of the small business consor-
tium, agrees. “This isn't a
one-way street - big, Interna-
tional companies can get
new insight from small
firins,” he says.

But there has been a prob-
lem of perception with
SMEs. "A lot of businesses
think it isn't worth starting
unless they can do every-
thing straight away. They
belleve it will just be extra
time, cost and effort - an
extra burden,” says Mr Gray-
S0N,

Yet this Is not the reality
among SMEs that have
become involved, according
to a joint report from the
Department of Trade and
Industry and BITC. It found
that barriers to invelvement

¥

were In the mind rather
than reality. “There is clear
feeling of bombardment and
too many organisations over-
lapping in advice,” it said

BITC believes SMEs need
to be approached in a differ-
ent way, and has developed
a toolkit to help SMEs tackle
CSR bit by bit (available
from wewew, sralibusinessjour-
HERLeOm ).

“We wanted to find easy
and practical first steps for
people to try,” says Mr Gray-
son. "You can't use the same

Defying common perceptions: Smaller b

such as the Bank

F]

langupge and arguments to
convince small business
owners as [you use] for large
consortiums.”

Many SMEs are already
carrying out good corporate
practices for good business
reasons,

With a small company,
treating customers and sup-
pliers well s relatively more
important than for a large
organisation, for example.
“For a lot of people, this is
part of the way they want to
ran thelr business - part of

the reason they wanted to
run o business,” says Mr
Grayson. “It's very much an
extension of the personality
of the founder.”

Mr Martin agrees. “Small
companies can be more fexi-
ble and con respond to the
personal whether with cus-
tomers or employees,” he
says.

“Often we find the busi-
ness is crenting a culture
that treals people with rea-
sonable care because it mat-
ters personally to the

t, tend to be better corporate citizens than larger

owner." But Mr Grayson
emphasises that there is no
single business case for act-
ing in this way. “There are
3.8m small busi in this

companies

; q:uu'e'm;
important sense of goodwill.
Some SMEs enjoy the public

ition from y
involvement, or revel in the
h d reputation that

country and there's a whole
range of different drivers.”
For some, it may be that
treating employees with care
and consideration is a good
way to cut absenteeism and
encouraging staff prepared
to go the extra mile for cus-
tomers. For others, paying
suppliers on time is good
business sense, creating an

comes from making energy
savings. Good CSR is often
good PR. Whatever the moti-
vation, small businesses can
get involved in a huge vari-
ety of ways.

The. business case tan be
demonstrated: it is just a
question of ldentifying
where It would make a dif-
ference.




