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FOREWORD

Business in the Community is committed to involving employees from
all types of businesses with their local communities. In 1988 we set up a
Marketing Target Team, chaired by Mike Heron, to develop
cost-effective marketing techniques for spreading the community
involvement message to a significantly wider audience of medium and
small-sized businesses.

The resulting in-depth research and development work has enabled us
to involve nearly 1,000 medium-sized businesses with their
communities. This is a tremendous achievement and we are indebted
to the Target Team members, as well as their companies, for helping us
broaden the scope of corporate community involvement.

Business in the Community is also committed to sharing its knowledge
with its partners in the community and we have learned an enormous
amount throughout the unfolding of the campaign. We hope the
experience will be helpful to those wishing to engage the private sector,
including Training and Enterprise Councils, Education Business
Partnerships, Local Enterprise Agencies and the voluntary sector. Our
hope is that Sparking Action will help both to enrich the quality of all
partnerships between communities and their local businesses and
achieve greater results.

Julia Cleverdon
Chief Executive, Business in the Community
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EXECUTIVE SUMMARY

As part of its mission to promote the quality and extent of corporate
community involvement, Business in the Community (BITC) invests
considerable effort in attracting new businesses to the community
involvement movement. Although BITC members are traditionally
drawn from larger companies in the Times Top 1000, it is clear that firms
of all sizes have a role to play in their local communities.

Historically BITC has sought to influence major companies through
one-to-one contacts. However, marketing community involvement to a
large target audience of medium-sized businesses would necessarily
require the development of alternative, less resource-intensive,
communication techniques.

DEVELOPING THE COMMUNITY INVOLVEMENT CAMPAIGN

In 1988, Business in the Community (BITC) asked Michael Heron, then
of Unilever, to form and chair a Marketing Target Team whose goal was
to involve medium-sized companies in locally-based economic and
social activities in their local communities.

The key question was whether conventional marketing techniques,
supplemented by BITC staff providing links to local voluntary
organisations, could persuade alarge number of businesses to become
involved with their communities without requiring a significant increase
in staffing levels.

The national objectives were:

¢ toreach and persuade 1,000 medium-sized companies to become
actively involved with their communities within two to three years;

¢ toinvolve those companies in economic and social regeneration
activities in their local communities;

¢ to ensure the developed methodology could be passed on and used
by BITC staff in each of its regions.

A pilot test conducted in Yorkshire indicated that direct mail to
businesses in a small geographical area, with BITC staff responding
rapidly to link up respondees with local voluntary organisations, would
be the most effective technique to get companies ‘plugged in’ to
community activities.
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WHAT WAS ACHIEVED

The resulting Community Involvement Campaign rolled out in nine
BITC regions covering approximately 60 per cent of the UK, activating
some 920 companies out of an initial mailing to some 45,000 businesses.
The overall quality of business involvement was rated as ‘medijum’” to
‘high’ in terms of its value to the final beneficiary.

Response rates were better than those of other direct mail operations,
with approximately 3 per cent of the total number mailed replying
through either a response card or by telephone. The proportion of
businesses which became active in the community after follow-up
contact with BITC and voluntary organisation partners was
approximately 2 per cent of the original number mailed.

Businesses became involved with a wide range of initiatives,
particularly those involving support for education and small business
development.

Business donations of vital equipment and support for curriculum development help
pupils achieve more at school.

In Northern Ireland, for example, the campaign resulted in the
establishment of a Newry Education Team, linking five companies
(Felix O’Hare & Co, Nicholas O’'Dwyer & Partners, Shriver & Co,
Haldane Fisher Ltd and SCA Packaging) with five secondary schools in
the Newry and Mourne area. Initial meetings between schools and
business representatives led to development of a career skills training
package, managed by a Marks & Spencer secondee; organisations of an
art competition to produce the Education Team’s Mission Statement in
an attractive background; and agreement of guidelines to help
companies and schools deliver effective work experience placements for
pupils.
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Following a BITC West Midlands meeting with the chairman of GKN
Axles, the Witton Business Group, representing 260 local companies,
was launched to take action on local environmental concerns, economic
regeneration and school links. The group attracted support from
Birmingham Training and Enterprise Council and the City Council and a
project worker was employed to support the initial phase of
development. A formal committee was elected and a newsletter has also
been published to help the Group develop a clear identity.

WHY THE COMMUNITY INVOLVEMENT CAMPAIGN IS IMPORTANT

Beyond building links between nearly a thousand companies and their
local communities, the Community Involvement Campaign broke new
ground for BITC in a number of important ways:

¢ It was the first campaign aimed to extend the involvement of
medium-sized businesses with their communities.

¢ It was the first community involvement campaign to apply mass
marketing techniques.

¢ It was the first attempt to quantify the cost of securing active
business involvement with the community.

¢ It was the first attempt to cotrelate the level of campaign
investment with the resulting quality of business involvement.

¢ It was the first systematic investigation of the motives underlying
business involvement in the community, focusing on both those
who become active as well as those who do not.
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WHAT WAS LEARNED

During the course of the campaign, much was learned about connecting
with businesses, securing their commitment and producing effective
action in the community. Critical success factors were identified,
encapsulated in the acronym SPARK:

SELECT audiences and techniques carefully.

REACHING THE TARGET AUDIENCE

To achieve the best possible response from the business community, the
target audience needed to be precisely defined. While a variety of
mailing lists were available, these had to be assessed carefully to ensure
the mail-out reached a maximum number of individually named chief
executives of medium-sized businesses (those employing 20 to 1000
staff). These decision-makers would determine whether the company
would be involved with the community.

Larger and “newer” non-manufacturing companies were more likely to
respond, suggesting that larger companies might have more resources or
that newer companies are more innovative in developing community
relationships.

l

DEVELOPING A COST-EFFECTIVE TECHNIQUE

Considerable effort was spent in determining the most cost-effective
method for securing active business involvement in the community,
given a large target audience.

The campaign demonstrated that direct mail can be a powerful,
cost-effective method for engaging smaller companies through their
chief executives. Compared with press advertising and television, direct
mail was most effective in reaching the target and communicating a
complex message. It also enabled respondents to obtain more
information without creating pressure for further action.

The mail pack was specially developed to appeal to the target business
audience. It needed to appeal to them personally, persuade them why
business should be involved in the community and provide examples of
how to become involved with community initiatives.

Direct mail also proved effective in raising BITC’s profile and proved a
strong vehicle for promoting key BITC initiatives, such as Employees in
the Community and Business in the Environment.
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The cost of achieving active community involvement was, on average,
£500 per business. At one end of the scale, a direct mail campaign with
telephone follow-up and limited action targets cost approximately £300
per business. At the other end, a full-scale effort involving
resource-intensive BITC follow-up with “Seeing is Believing” project
visits and formation of Business Leadership Teams cost approximately
£700 per business but generated a significantly higher quality and level
of response.

To increase the response level further, follow-up mailings to
non-responders were conducted in several regions. While they doubled
the response rate, such mailings were more likely to produce offers of
one-off assistance, rather than longer-term involvement.

PERSONALIZE approaches to business.

Although direct mail is a mass market medium, the process of making a
commitment to the community is highly personal. Preparing
appropriate promotional materials therefore required in-depth local
knowledge of the target audience. Qualitative research indicated that to
secure commitment from the chief executives of medium-sized
businesses, it was essential to:

Appeal simultaneously to the heart and the head. While it was
important to highlight business benefits of community involvement, it
was equally important to “tug at the heartstrings” of chief executives to
tap their natural desire to play a positive role in their local communities.

Demonstrate how to get involved. The brochure was seen by recipients
as particularly helpful in outlining the range of activities in which
business could become involved. BITC staff played a critical role in
matching businesses with specific community initiatives.

Prove businesses can make a difference locally. Chief executives of
medium-sized businesses needed to be persuaded that they could make
a real difference to their local communities by working in partnership
with public and voluntary sector organisations. Community
involvement was often perceived as the province of big companies,
voluntary organisations or charities. Telephone interviews with
individuals who did not respond to the first mailing revealed that they
believed the content was not relevant to their business, their company
was too small or they had too little time to get involved.

Make personal contact. The mail pack was personalized by including
an individually addressed letter, signed by a recognised local business
person, accompanied by a response card bearing photographs of other
local business personalities who were already involved.
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AIM for precise geographical areas and time periods.

The quality of BITC follow-up and the ensuing links between business
and voluntary organisations were better in small areas which could be
covered quickly and where BITC managers” knowledge of local
initiatives was most accurate.

To ensure that the response could be managed effectively, the national
campaign was rolled out region by region. Each region was further
divided into three or four areas which were mailed consecutively,
allowing the respondents in each area to be linked up with the local
voluntary network before the next area was mailed.

Businesses located in smaller, more discrete communities were more
responsive than those in and around major cities. These businesses may
have shared a stronger sense of community responsibility and perceived
better opportunities to achieve greater local profile with customers,
suppliers and recruits in a smaller, closer-knit community.

Timing of mailings was also important in securing maximum attention
from business people. Three key periods to be avoided were Christmas
(from end-November until after New Year), summer school holidays
(mid-July to end-August) and the Easter period.

REsSPOND quickly and apﬁropriately to those who show interest.

10

Rapid, in-depth follow-up after the direct mail shot proved to bea
critical variable, with the level of investment in the follow-up procedure
correlating with the quality of resulting business action. Face-to-face
contact and the presentation of tangible options for action were crucial in
persuading businesses to get involved. The follow-up procedures
included:

- inviting a business to a talk or dinner, followed by “Seeing is
Believing” visits to community projects, signing of a community
involvement charter and establishment of local Business Leadership
Teams (e.g. Northern Ireland); and

- targeting a small number of business around a small, well-defined
community, followed by a telephone call to arrange a meeting and
an invitation to get involved with a local Training and Enterprise
Council, Development Agency initiative or set up a local Business
Leadership Team (e.g. West Midlands) or Business Action Group
(e.g. Wales). :
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BITC managers played a critical role in maintaining the respondent’s
interest, providing information and advice on local initiatives and
introducing the business person to potential partner organisations in
the community. In regions where the BITC team worked to sustain
relationships with local business and voluntary sector partners,
higher-quality initiatives resulted (including Business Leadership
Teams, Business Action Groups and Task Forces).

Education Business Partnerships enable busy executives and pupils to learn more about
the worlds of education and work.

BITC was most effective playing a supportive, rather than a directive,
role. Evidence indicated that groups of willing companies could make
an effective team on their own, given a certain amount of guidance from
BITC.

Education and training, particularly work experience were of greatest

interest for companies wishing to get involved with the community,
followed by support for small businesses and the environment.

11
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Know your local partners and their abilities.

Businesses needed guidance in choosing among the many initiatives and
organisations with which they could become involved. Focusing
business involvement on a few key areas enabled BITC to develop
quality relationships with both businesses and voluntary organisations
and add value to existing local activities.

Rapid follow-up by voluntary sector organisations was a critical success
factor in securing active business involvement with a community
initiative. BITC staff needed to ascertain in advance that partner
organisations would be capable of responding quickly and
comprehensively to business people wishing to become active with their
local communities.

12
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THE CHALLENGE

BACKGROUND

As part of its mission to promote the quality and extent of corporate
community involvement, Business in the Community (BITC) invests
considerable effort in attracting new businesses to the community
involvement movement. Although BITC members are traditionally
drawn from larger companies in the Times Top 1000, it is clear that firms
of all sizes have a role to play in their local communities.

Historically BITC has sought to influence major companies through
one-to-one contacts. However, mobilising a large number of smaller
businesses would necessarily require the development of alternative,
less resource-intensive, communication techniques.

THE BRIEF

In 1988, Business in the Community (BITC) asked Michael Heron, then
of Unilever, to form and chair a Marketing Target Team. The challenge
was to involve medium-sized companies (subsequently defined as those
employing between 20 and 1000 staff) in community-based activities.

The primary aim was to determine whether conventional marketing
techniques, supplemented by BITC staff providing links to local voluntary

organisations, could engage a large number of businesses with their
communities without requiring a significant increase in staffing levels.

OBJECTIVES

The national campaign objectives were:

¢ toreach and persuade 1000 medium-sized companies to become
actively involved with their communities within two to three years;

¢ to involve those companies in economic and social regeneration
activities in their local communities;

¢ to ensure the developed methodology could be passed on and used
by BITC staff in each of its regions.

13
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Conventional marketing techniques would be used to reach a wide, but
selected, target audience. The objectives were:

1) to interest business people in learning more about community
involvement through a one-to-one meeting with a Business in the

Community representative and subsequently,

2) to persuade the respondees to become actively involved with a
local community initiative.

14
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DEVELOPING THE CAMPAIGN

In developing the campaign, market research was necessary to
understand how best fo reach and persuade busy business people to
become involved with their communities.

TARGET AUDIENCE RESEARCH

Qualitative market research was conducted by Young & Rubicam with
chairmen, managing directors and chief executives of medium sized
companies (50 to 1000 employees) in Chester, Norwich and Carlisle. The
research objectives were to:

¢ determine awareness of the ‘corporate social responsibility” concept
as a means of revitalising economic life in local communities;

¢ evaluate subjects’ attitudes to corporate social responsibility at a
personal, as well as professional, level;

¢ determine why subjects have/have not responded previously to
pressure in this area; and, most importantly,

0 éxplore which lines of argument might persuade the subject to
become involved, particularly comparing the effectiveness of
‘emotional’ versus ‘rational’ appeals.

The research revealed a number of important points.

¢ While all the subjects interviewed were to some degree sympathetic
to the concept of ‘corporate social responsibility’, perceptions varied
as to how corporate responsibility should translate into specific
business activities. This variance appeared to depend on the
company’s nature (e.g. privately-owned or satellite of national
company), prominence within the community, attitudes of the prime
decision maker and company’s sense of confidence.

¢ Those respondents already involved in community activities said
these activities were initiated to meet staff development needs,
such as building motivation or providing training for potential
employees. Examples included staff-led initiatives (fund-raising,
charitable events, sports and social events), education-business links,
collaboration with Government Bodies and Charitable Trusts and ad
hoc projects resulting from community requests.

¢ Current community involvement was motivated primarily by
‘enlightened self-interest’. While business leaders were responsive

15
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to community requests for help, they were proactive largely on
issues which were seen to impact directly on the business and its
staff morale. As with any business activity, the investment of key
resources such as executive time needed to be controllable.

These chief executives defined “social responsibility” in narrow
terms - e.g. supporting charities, hospitals and people with
disabilities - and not the more “macro” activities such as urban
renewal, helping the unemployed, business start-ups, which were
seen to be the province of experts in local and central government.

Companies offered a number of reasons for not having previously been
involved with the community:

They were too busy or short of time to be of use to charities;

They did not have the specialist skills needed to help charities or
the community;

Only big business had the resources and expertise required to
help the community.

As aresult of the research, it was decided that the best way to persuade
business people to respond to the appeal from BITC was to recognise

that they were verj‘r busy people, short of time;

that their business skills were valuable to community organisations
and initiatives;

¢ people needed to know how to become involved, once they had
responded.
THE CREATIVE CONCEPT

The creative concept developed addressed these concerns by:

challenging chief executives to stop to read the ad /mailing even
though it was recognised that they might be too pressed for time to
do so; and

challenging them to respond because the community needed the
very skills which had made their businesses successful.
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ACHIEVING COST-EFFECTIVENESS

Considerable effort was spent in determining how best to invest
campaign resources most cost-effectively to secure active business
involvement in the community, given a large target audience. The areas
considered for investment included:

AWARENESS-BUILDING
direct mail
direct response press advertising
television advertising

LINK-UP

hiring of additional BITC regional staff to link businesses with
local voluntary organisations
!

PLUG-IN
training for voluntary organisations to
achieve business involvement with
community initiatives.

The Target Team decided to focus its resources initially on building
awareness through use of appropriate marketing media.
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SELECTION OF MARKETING MEDIA

Unlike the marketing of tangible products and services, the “selling” of
community involvement to medium-sized businesses requires
transmission of a highly complex message. Television advertising was
seen as an unsuitable medium as it was expensive, transmission time
(up to 60 seconds) was too short to carry a complex message, and
targeting a narrowly-defined audience would be virtually impossible.

By contrast, both press advertising (particularly the business sections of
weekly papers) and direct mail could carry a complex message to a
specifically defined audience. The Target Team therefore elected to
conduct a pilot test comparing the relative effectiveness of direct
response press advertising and direct mail.
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THE PILOT TEST

In spring 1989, a pilot test was conducted in the Yorkshire region, which
was seen as having a strong business base with a clearly defined
advertising catchment area. The process was divided into three stages:

via direct
response press
(freefone number or coupon)
Yorkshire (Yorkshire Post)
National (Daily Telegraph)
(target group approx 89,000)
Number of respondees =210
(approx 0.2% of target group)

via direct mail
Yorkshire
(4800 named individuals)
Number of respondees = 215 (4.8% of target group)

2 LINK-UP

Respondees are invited by telephone to attend Business
Action Forum (Yorkshire only) or a one-to-one meeting with a BITC
: representative
Number of ‘link-ups’
via direct response press = 29 (0.03% of target group)
via direct mail = 49 (1% of target group)

Respondees referred by BITC to local
voluntary sector partners for ‘plug-in' to
community initiatives
Number of 'plug-ins’
via direct response press = 17
(0.02% of target group)
via direct mail = 44
(0.9% of target group)

19
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RESULTS

A press advertisement and a mail pack were specially developed to
assess the efficiency of both methods in reaching the target business
audience (see Appendix 1).

Analysis of the pilot test results indicated that direct mail was more
effective than direct response press advertising in mobilizing business
support, producing more than 20 times the proportion of respondees
elicited through press advertising. The direct mail material offered two
distinct advantages over press advertising: it communicated a complex
message more efficiently and it enabled the recipients to retain the
information, mull over the offer and respond in their own time.

Several additional points emerged:

o Respondees tended to offer short-term support - usually gifts or
other ‘one-off’ offers of time or expertise - rather than the
longer-term commitment to community work sought by the team
and BITC. This was not surprising inasmuch as neither the direct
mail material nor the press ad overtly solicited long-term support
from the reader.

¢ A quicker response was needed from BITC to persuade businesses
to become involved on a longer-term basis. Because the response
process was spread across two stages, a BITC representative needed
to achieve rapid one-to-one contact with respondees following their
telephone/coupon reply to maintain their enthusiasm.

¢ BITC needed to improve its knowledge of community initiatives
active in the respondent’s region if it was to match offers of support
with community need effectively.

¢ Smaller geographical areas needed to be targeted to ensure that

BITC staff could respond swiftly and provide accurate knowledge of
local initiatives.

20
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REFINING THE MARKETING TECHNIQUE

In light of the pilot test results, it was agreed in September 1989 to
roll-out the campaign nationally using direct mail as the medium,
adjusting the methodology used in the pilot test to enhance the business
response, ensure a rapid and appropriate link-up with BITC and secure
active business involvement with local community initiatives.

ENHANCING THE BUSINESS RESPONSE

The direct mail pack was substantially revised. A copy of the revised
direct mail pack appears in Appendix 2.

¢ To capture the attention of chief executives more effectively,
approaches to business people were personalised. Each individual
in the target group was addressed by name on the envelope. The
quality of database names and addresses was critical and the
marketing team had to choose from several databases targeting chief
executives of medium-sized businesses.

¢ The quality of information was improved. A brochure was
designed to cover three key areas: 1) business benefits of community
involvement; 2) examples of how businesses could become involved;
and 3) examples of how other companies had already contributed to
their communities. r

¢ The recruitment process was streamlined by including a response
device in the mail pack to ensure more rapid one-to-one link-ups
with BITC staff.

¢ Theregional flavour of the mailing was enhanced to reassure small
and medium-sized businesses that the campaign was locally based
and not produced by ‘big brother’ (London-based multi-national
corporations), sometimes perceived as talking down to them.

- A personally addressed letter was signed by a local business
personality on behalf of BITC.

- The response device featured photographs of three business people
who were already active in the recipient’'s community.

- The brochure was customised even further for audiences in Wales
and Northern Ireland.

21
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¢ Peer group pressure was increased in the brochure and letter by
featuring examples of how local business leaders in the
respondents’ region were already involved and contributing to the
community.

¢ The personal involvement of the BITC President (HRH The Prince
of Wales) was emphasised to encourage more businesses to
respond.

As an experiment to increase the response rate even further, a follow-up
letter was sent to non-responders shortly after the initial mail-out in the
West Midlands, North East, Wales and Yorkshire & Humberside
regions. The letter reminded the recipients that they had recently
received a mail pack with a brochure and enclosing a further response
device. This technique was designed, not only as a reminder to those
who had intended to respond to the initial mailing, but also to place
subtle pressure on those who were interested but not planning to
become active in the community.

While such mailings increased the response rate markedly (from 3 per
cent to 5-6 per cent), the quality of offers of support was much lower.

SECURING COMMITMENT

BITC Regional Directors became more actively involved to ensure
that they ‘owned’ the campaign in their regions and that there would be
rapid and knowledgeable contact with responding companies.
Additional personnel were also provided to support the campaign,
namely:

a Regional Co-ordinator, supporting the Regional Director and
working with a personal assistant/secretary, who would be
responsible for:

- understanding the local region’s community and business needs;

- evaluating potential partner organisations in the voluntary sector;

- establishing a menu of areas/regional initiatives;

- providing a rapid, sustained link between business and the
voluntary sector;

- auditing the quality of ‘link-ups’ and “plug-ins’ achieved;

and a roving Campaign Co-ordinator to ensure the transfer of
learning from one BITC roll-out region to the next.

22
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The quantity of businesses targeted in a single mailing was reduced to
ensure that the volume of respondees could be properly managed. This
meant the campaign was rolled out one region at a time and each region
was further subdivided into three to four areas which were mailed in
sequence. This enabled the respondents in each area to be linked up
with the local voluntary network before the next area was mailed.

To create strong links between business and local initiatives, BITC
needed to ascertain in advance the range of programmes on offer. In
addition, BITC had to determine the partner organisation would be
capable of responding quickly and comprehensively to business people
wishing to become active with their local communities.

23
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NATIONAL CAMPAIGN

24

STRATEGY

The national campaign had planned to target approximately 100,000
chief executives of medium-sized businesses (employing 20 - 1000 staff)
with a goal of securing the active involvement of approximately 1000
companies (1% of the mail-out) in their local communities.

With estimated overall campaign costs of £460,000 across ten regions
(including personnel, mailing, printing, market research, purchase of
database of business names and the names of their chief executives and
direct mail agency management fees), the projected cost of securing the
active involvement was approximately £500 per business.

To ensure that the response could be managed effectively, the campaign
was rolled out one region at a time and each region was further
subdivided into three to four areas which were mailed in sequence.

This enabled the respondents in each area to be linked up with the local
voluntary network before the next area was mailed.

MAIL-OUT

Packs mailed to 10,000 named chief
executives per region
(approximately 2,000-2,000 in each of 3-4 areas)
Expected response = 3-4% of mailing audience
(300-400 per region)

LINK-UP

Regional Co-ordinator links businesses with voluntary sector network
Expected response = 1-2% of mailing audience (100-200 per region)

PLUG-IN

Businesses become actively involved with
community initiatives
xpected response = 1% of mailing
audience (100 per region)
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ROLL-OUT

The campaign stages and response rates were expected to be as follows:

REGION CAMPAIGN PERIOD

North West March 1990 - February 1991

West Midlands November 1990 - March 1992
North East April 1991 - March 1992

Wales (Phase 1) September 1991 - December 1992
Northern Ireland January 1992 - December 1992
Yorkshire and Humberside January 1992 - May 1993
Sandwell September 1992 - June 1993

East Midlands/Leicestershire June 1993 - November 1993
Wales (Phase II) January 1993 - June 1993

The campaign was to roll-out according to the following timetable:

At the time of publication, data were available for all roll-outs up to and
including Yorkshire and Humberside (see Appendices 4(a-f) and 5 for
results). As the response rate averaged 2 per cent across all regions
(approximately double the expected level) the target of 1000 actively
involved businesses was virtually achieved following mail-outs to some
45,000 businesses, less than half the number originally anticipated.

In some regions, modification of the recruitment strategy secured more
and better business commitment. In the link-up and plug-in stages
following the mail-out, increased BITC staff involvement produced
significantly greater ‘plug-in’ rates in Northern Ireland (17%), Sandwell
(8%) and in the second Wales roll-out (50%). BITC staff encouraged
businesses to form local Business Action Groups or regional Business
Leadership Teams to address specific problems of common interest.

Secondees can enhance the work of community organisations by providing specialist
expertise as well as broadening their own skills and experience.

25
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RESULTS
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NORTH WEST

The mailing in the three North West areas yielded excellent results,
suggesting that the revision of the brochure and the rapid response from
the Regional Co-ordinator encouraged businesses to look to longer-term
involvement and to consider more imaginative schemes than those
which emerged in the pilot test.

¢ The ‘plug-in’ rate was over 2 per cent, twice the rate expected
following the pilot test.

¢ Follow-up mailing increased the response rate by a further 1%.

¢ Thelength of time which businesses were prepared to commif was,
on average, well above one year.

¢ Nearly three-quarters of the companies which linked up with a BITC
representative (110 of 150 respondees) became actively involved with
a community initiative.

EVALUATION

{
To investigate the initial impact, effectiveness of the pack in
communicating key messages and its ability to elicit a response, further
market research was conducted via 100 telephone interviews six weeks
after the Bolton/Oldham area mailing in July 1990. Subjects included
both those who had responded (28) and those who had not responded
(72) to the initial mailing.

The results indicated that the mail pack created impact, was well-liked
and perceived as informative and motivating - so much so, in fact, that
nearly 50% of respondents had retained the brochure for future
reference. What needed to be emphasized more was BITC's
understanding of local community conditions and needs and the
business benefits of community involvement.

The quality of business involvement which resulted from the campaign
was evaluated according to its value to the final beneficiary and the
longevity of the offer. Below are examples from the various categories.

The time commitment on offer was also evaluated as short-term
(immediate to six-months), medium-term (six months to one year) or
long-term (more than one year).
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Scale Low (1-3) Med (4-7) High (8-10)
Education One-off business School links Curriculum
advice involvement or
equipment
Skills training Bus start-up advice Skills program
Environment Litter bins Plant trees Site enhancement
Secondment Second to voluntary
organisation
Equal opportunities Creche set-up or job
share
Partnership sourcing Buy locally
Workspace/equipment Small office Large office
or workspace or industrial unit

The quality of support offered by business was judged to be in the
high-to-medium range (average 6.2 on 10-point scale), a significant
improvement over the pilot test results.

Y
Numerical Weighted Pilot test audit
(actual no (taking multiple
companies involved) initiatives into account)
High (8-10) 40% 56% 40%
Medium (4-7) 40% 39% 32%
Low (1-3) 20% 5% 28%

Types of involvement offered were distributed as follows:

Number of initiatives %
Work experience or training 59 33
Education links 28 18
Supply of equipment, expertise or space 14 9
Environmental measures 18 12
Community care/CVS/elderly/creche 26 17
Start-up enterprise support 18 11
Total 156 100
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SNAPSHOT: DAWN PROCESSING

Dawn Processing operates two sites in Shaw and Bradford. Working
with the Bradford City Challenge Hope Centre, Rathbone Training and
Rochdale Training and Enterprise Council, the company developed a
customised training programme to create employment opportunities for
the Asian community, who were more inclined to seek jobs through
word-of-mouth contacts than to visit job centres or read classified ads in
newspapers.

A number of local people completed the company’s MAPS (Machine and
Processing Skills) scheme leading to a City and Guilds Certificate. In
addition, an administrative assistant and an office assistant were
employed through Rochdale TEC.

SNAPSHOT: WARRINGTON BUSINESS VENTURE

In 1990 the community of Warrington (Cheshire) was bracing for the
impending redundancy of 250 civilians employed by the U.S. Army base
at Burtonwood. Through the campaign, BITC introduced U.S. Army
personnel to Warrington Business Venture, who provided their
employees with advice;,in the following areas:

Starting up new businesses

Applying for enterprise support

Marketing

Finance, accounts and cash flow

Business plan preparation (e.g. for presentation to banks)

Peter Robinson of Warrington Business Venture praised the way in
which the U.S. Army, particularly Tom Stevens, John Collins and Roy
Weston, were handling the closure, noting that “if every employer set
about an outplacement programme as the U.S. Army have done, there
would be a lot less to worry about”.

Tom Stevens, in turn, commented that “Peter Robinson and Warrington
Business Venture have helped to restore people’s confidence in
themselves, boosted their egos and made them realise that life goes on
and there are still opportunities out there”.
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WEST MIDLANDS

The West Midlands roll-out targeted three principal areas: Coventry/
Hereford /Worcester; South Birmingham and North Birmingham.
Response rates averaged 2.5 per cent and plug-ins at 1.3 per cent. The
campaign opened a number of doors, providing useful insights into the
vision and ambitions of local business people.

While the campaign was aimed primarily at smaller businesses, the
responses of larger companies also proved interesting.

SNAPSHOT: WITTON BUSINESS GROUP

One follow-up link which led in a totally unexpected direction was a
meeting with Keith Burke, Managing Director of the Salisbury division
of GKN Axles.

Keith shared with BITC staff his vision of a business group,
representing the commercial community centred on Witton
(Birmingham), to take action on local environmental concerns,
economic regeneration and school links. Following a further meeting
with BITC Regional Director Vince Brennan, GKIN Axles hosted a
meeting at which Witton’s 260 l?cal businesses were invited to form a
working group.

The group attracted support from Birmingham Training and Enterprise
Council and the City Council and a project worker was employed to
support the initial phase of development. A formal committee was
elected and the Witton Business Group was officially launched in late
1992. A newsletter has also been published to help the group develop a
clear identity.

SNAPSHOT:  BIRMINGHAM ONE STOP SHOP

The local businesses recruited for Witton were subsequently able to
make significant contributions to the Birmingham One Stop Shop.
This was established as part of a national programme launched by the
Department of Trade and Industry. One Stop Shops have been
designed to consolidate a range of local business support services to
promote long-term industrial and economic growth.
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Birmingham One Stop Shop is working with employer groups (such as
the Witton Business Group and Aston Science Park group) as well as
Birmingham Training and Enterprise Council, the City Council and the
City Action Team to reach target customers for its services.

NORTH EAST

The North East roll-out covered Newcastle/North Tyneside/
Northumberland as well as South Tyneside and County Durham. The
response rate was high (2.5 per cent) and link-ups averaged 3.5 per cent.

A key outcome of the campaign was the establishment of a Community
Involvement Award category as part of the Northern Business Awards.
The award, which developed from discussions involving the BITC
North East Team, Tyne Tees Television and Barclays Bank, has helped
raise the profile, and therefore the level, of business involvement with
local communities. The winner, Sunderland AFC, and Sotherans
Printers, one of the runners-up, had both responded to the Community
Involvement Campaign.

SNAPSHOT: SOTHERANS PRINTERS

Sotherans Printers, ba§ed in Langbaurgh-on-Tees, is a small family firm
specialising in products such as commercial stationery and private
publications. Despite employing fewer than 20 people, the firm has
played a large role in improving the quality of life of their local
community.

Established in the early 1930s, Sotherans has been active through
fund-raising, work experience and special project links with local
schools and a town twinning scheme with Troisdorf, Germany.
Sotherans note that although business benefits are difficult to quantify,
their community activities have enhanced their reputation and
broadened the skills of their employees. The costs of such involvement
have been relatively small (about £3,500 out of a gross turnover of
£450,000 in 1991-92).
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SNAPSHOT: SUNDERLAND AFC

Sunderland AFC had already been voted Community Club of the Year
in the Football League for their involvement with schools, youth clubs,
senior citizens groups, hospitals and social centres. The club managed a
wide range of youth development programmes, including a Soccer
Safety Scheme in conjunction with Northumbria Police and Barclays
Bank, a Soccer Classroom Scheme in which pupils were invited to Roker
Park for a full day of instruction, and Roker Rookies, a junior supporters
club.

As the club was anxious to extend its range of youth activities even
further, BITC helped create a link with Meadowell Housing Estate in
North Shields.

Meadowell Estate is a centre of extreme deprivation situated
approximately eight miles east of Newcastle. Unemployment has
doubled since 1980 to 85% as local shipbuilding, fishing and coal mining
industries have declined. Training schemes are not always available and
16-to-17-year-olds without jobs or places in schemes receive no income.

After the Estate’s social disturbances were highlighted on national
television, Sunderland AFC invited 500 youth residents to attend a home
game free of charge. Spectators were collected by coach and enjoyed a
tour of Roker Park and a complimentary lunch before the game.

Businesses strengthen links with the local community through senior citizens groups as
well as youth clubs, hospitals and social centres.
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WALES

The initial phase of the campaign roll-out in Wales focused on three
areas: Cardiff/Newport/South Powys; North Wales (Gwynedd/
Clwyd) and Dyfed /Powys/Glamorgan. Responses averaged 3.5 per
cent and plug-ins 2.4 per cent. Most of the businesses which became
active through the campaign supported Education Business
Partnerships and small business development through Local Enterprise
Agencies.

SNAPSHOT: REDILEADS ANGLESEY

Prior to being contacted by BITC, Redileads Anglesey was already
involved with local schools and colleges, frequently through work
experience links, and intended to maintain their existing level of
support.

However, the follow-up meeting revealed that Redileads’ resistance to
further involvement stemmed from their concern regarding compulsory
use of the Welsh language by education authorities and Targed (the
local Training and Enterprise Council). In response, BITC helped
establish communication links for Redileads with the Education
Business Partnership Manager, Director of Education and Targed’s
Business Development Mmanager.

As a result of these contacts, Redileads joined the EBP Action Group for
Anglesey and Targed added Redileads to their Contract Shop operation,
a computer database of local goods and services. The Director of
Education added the Redileads Managing Director to a list circulated
among schools of persons willing to act as school governors.

SNAPSHOT: PORTON SPEYWOOD

Porton Speywood, when contacted by BITC, indicated an interest in
environmental projects. The company is involved in the manufacture of
biological products and wishes to be seen as behaving responsibly in the
environmental arena.

BITC helped create a link with the Groundwork Trust, enabling Porton
Speywood to make a contribution to the local environment. Through
the company’s Sports and Social Club, employees would be encouraged
to participate in a specific activity which the company would support by
purchasing required materials, plants, equipment on behalf of the
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Groundwork Trust. The clean-up of a pond on an adjacent site recently
purchased by Porton Speywood was deemed a likely project. The Trust,
which would be commissioned to manage the work, would publicise the
project’s achievements with local media upon its completion.

NORTHERN IRELAND

In Northern Ireland, the strategy for involving businesses was altered
dramatically. While the number of companies was dramatically reduced
(565 versus 5118 for the previous roll-out in Wales), more resources were
invested in the follow-up ‘link-up’ and ‘plug-in’ stages of the campaign.

Business people were invited to:

¢ attend a talk or dinner at which opportunities for community
involvement would be promoted;

¢ visit local community projects to better understand key social issues
as part of BITC’s “Seeing is Believing” programme;

¢ signa BITC Community Involvement Charter; and

¢ join a local Business Leadership Team taking direct action in the
community. i

* Business leadership teams, such as this one in Northern Ireland, bring local leaders

together to take direct action on important community issues.

The increased emphasis on achieving face-to-face contact and
networking yielded dramatically different results. In the five regions
where the campaign was rolled out (Craigavon, Laganside, Derry,
Baronscourt/Dungannon/Ennis/Omagh and Newry), response rates
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(measured in numbers attendance at talks and dinners) leapt to 36% and
the proportion of plug-ins (those joining a Business Leadership Team)
rose to 17%, more than eight times the average recorded for the
campaign.

Business Leadership Teams were the key vehicles in promoting business
action.

SNAPSHOT: ULSTER CARPET MILLS

As a major employer in Portadown, Ulster Carpets recognised that the
company had a significant role to play in the community. Its activities
have included:

¢ Joining the Drumcree Co-operative, a neighbourhood group which is
promoting the economic and social regeneration of the Drumcree
area, and developing a scheme to acquire and refurbish an empty
factory as a community centre;

¢ Selling the Co-operative waste yarn at reduced prices and assisting
them with marketing rugs which they will produce on a commercial
basis;

¢ Co-developing customised training schemes with the Government
Training Centre and the Training & Employment Agency to prepare
local young people to fill future vacancies at Ulster Carpets.

As a result of its involvement Ulster Carpets has built considerable

goodwill, not only with the local community but also with government
agencies, potential recruits and its customers.

SNAPSHOT: NEWRY EDUCATION TEAM

The Newry Education Team has linked five companies (Felix O'Hare &
Co, Nicholas O'Dwyer & Partners, Shriver & Co, Haldane Fisher Ltd
and SCA Packaging) with five secondary schools in the Newry and
Mourne area. Initial meetings between school and business
representatives led to:

¢ development of a career skills training package, managed by a Marks
& Spencer secondee;
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¢ organisation of an art competition to produce the Education Team’s
Mission Statement in an attractive background; and

¢ agreement of guidelines to help companies and schools deliver
effective work experience placements for pupils.

SNAPSHOT: WOMEN'S CENTRE

The Women's Centre was established to further the needs and
development of women in Derry by providing training and supporting
other women'’s groups. Two organisations with large female workforces
are supporting the work of the Centre.

The Western Health and Social Services Board is providing places for
the Centre’s members on the Board’s in-house management training
courses and the Board’s Human Resources Director is assisting the
Centre with a funding application.

Desmond & Son, a large textile manufacturer, is supporting the Centre
by buying in training for their own workforce. The company is also
helping to prepare a business plan to expand the Centre’s Craft Group
operations as well as providing the Group with off-cuts and end-of-line
material. |

Communities can enable women to play a greater economic role in their communities
by establishing creches and adopting flexible working practices.
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SNAPSHOT: CRAIGAVON TRANSPORTATION TEAM

The Craigavon Transportation Team, which includes Rusch
Manufacturing, Johnson Associates, W D Irwin & Sons and Ulster
Carpet Mills, is working with Brownlow Residents Forum to improve
transport to work for Brownlow area residents. Two surveys have been
produced, one by and for residents, the other by the companies for local
employers. The objective, given sufficient need, would be to create a
community transport business to provide a flexible service to meet the
needs of both residents and employers.

YORKSHIRE AND HUMBERSIDE

The Yorkshire and Humberside roll-out, still in progress at the time of
this report’s publication, had covered five areas: Huddersfield/
Halifax /Wakefield, Bradford, Leeds, Sheffield and North Yorkshire/
Humberside. The average response rate was 3.3% and the plug-in rates
averaged 1.7%. The campaign has also been planned to run with
partners in the Barnsley /Doncaster/Rotherham area.

SNAPSHOT: KIRKLEES BUSINESS LINK

A significant number of campaign respondents in the Kirklees District
expressed an interest an acting as mentors to new entrepreneurs,
sharing their experiences of starting, running and managing change in
small businesses. As a result, the director of Kirklees & Wakefield
Venture Trust (the Local Enterprise Agency) engaged a consultant to
investigate the feasibility of involving these individuals in a Kirklees
Business Link scheme, to be managed by the Agency.

The consultant’s resulting proposal is now under consideration with the
local Training and Enterprise Council and the Local Enterprise Agency,
which are seeking financial support to set up and manage the scheme.
One informal link has already been made to help a company develop a
new machine and license its overseas production.

SNAPSHOT: BRADFORD CITY CHALLENGE

The Bradford City Challenge team had been based in the city’s South
East sector about three months when the Community Involvement
Campaign reached the local area. A key objective was to interest local
businesses in joining the City Challenge Economic Development
Sub-Committee.
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BITC established links between the City Challenge director and the
managing directors of three Bradford companies, one of which was the
largest manufacturer in the area. These directors have now attended
several breakfast seminars and meetings with a view to serving on City
Challenge committees and boards.

SNAPSHOT: AIREDALE SPRINGS

Airedale Springs, based in a rural area outside Bradford, is a small
family firm employing 72 people in the manufacture of springs. The
company’s chairman, Michael Parkinson, plays a key role in virtually all
the company’s involvement with the community, spending some 20
hours per week on ‘extra-curriculars’. Among his various activities he
serves as Deputy Chair of Bradford & District Training and Enterprise
Council and on the Craven Area Advisory Board of North Yorkshire
TEC, chairs a local employers’ training association and is a member with
the Keighley Business Forum. Staff members promote local economic
development through their work as volunteers.

Employers enhance their local communities by working as volunteers on environmental
project teams.

Michael Parkinson believes such activities improve atmosphere within
the company, benefits employees and improves the company’s
reputation with the local community.

As a result of being contacted by BITC, Airedale Springs has made a

slice of redundant land adjoining the company’s site available for
community use.
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SANDWELL

The West Midlands community of Sandwell is a highly fragmented
grouping of industrialised towns - West Bromwich, Tipton, Oldbury,
Smethwick and Warley. With high levels of unemployment, Sandwell
was considered an ideal target area for the Community Involvement
Campaign.

Sandwell Training and Enterprise Council and Black Country
Development Corporation (BCDC) were secured as partner
organisations to ensure that enduring links were forged between local
businesses and ongoing community initiatives.

The campaign’s objective was to reach approximately 600 businesses
over a nine-month period. To enhance the level and quality of business
commitment some 20 to 30 businesses were mailed weekly and
followed up by telephone.

This resource-intensive follow-up produced a response rate of 13 per
cent, nearly four times the campaign average of 3.6 per cent, while
maintaining a satisfactory quality level. The cost of activating each
business is estimated at approximately £300.

WALES (SECOND PH&SE)

The second phase of the campaign roll-out in Wales was designed to
persuade businesses to form Business Action Groups (BAGs), focusing
on highly localized geographical areas. The purpose of BAGs is to
develop solutions to economic and social problems in partnership with
local voluntary agencies such as Training and Enterprise Councils, who
would supply partner funding.

Although the programme had only recently been launched at the time
of publication, already 19 businesses had formed a Business Action
Group in Anglesey.
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Appendix 1 Direct Response Press Advertisement (Pilot Test)

You may well be at the helm
of the company vou started.

So giving up any time to things
that do not directly involve your
company’s growth and profitability
gels scant attention.

Recognise yourself so far?

If you have, Business in the
Community (BiC for short) would
like to suggest you carry on reading

It could be time well spent.

IF YOU

TIME
THIS,

— 7 YOURE

20 SECONDS.

Your community should be im-
portant to you.

After all it's where you live,
where you work, where most of your
employees probably live and work.

Neglect of a community not
only imposes a high cost on the
people who live and work in it.

But it’s not so good for your
business either.

Now, you might well feel that
vou're already ‘doing vour bit' for
the community.

After all youre paying local taxes and
local rates. You employ many local people. You

The short answer is, no.
45 SECONDS.

What is needed from you is your flair

and your skills.

PERSO
WE’RE
LOOKIN
FOR.

You wouldn't be alone, either.
There are scores of businessmen like
try to help school leavers. Isn't this enough?  yoursell whom BiC is bringing together in

a partnership that can make an extremely
powerful force.

A force that can work with the local
authorities, and voluntary organisations

Those very qualities that have made your  across the community.
business a success could be put to further use
in your community.

A force that can help things happen.

1MINUTE,5 SECONDS.

By now, if you're half the businessman
we think you are, you'll want the answer to
one simple question: “What's in it for me?”

Clearly, an improvement in your local
community can only do you good. A thriving,

prosperous area, where the streets are safe,

will do your business no harm at all.

It creates opportunities for start-ups,
which may well become your future
customers or suppliers. And who knows how
big they might become?

Naturally, the more you help, the more
people will notice your help. And there’s noth-
ing like a good piece of PR for boosting

HAVEN’T
GOT THE

TO READ

JUST THE

SPACE DONATED BY GRAND METROPOLITAN -

company morale and improving stafl
relations.

In other words, the happier your
company. the happier people will be
to work there.

1 MINUTE, 40 SECONDS.

‘So. how easy is it to get involved?

Basically, it's as easy as you
want to make it. You may already
have ideas of what you ean do.

Things like trading with your
local suppliers, for instance.

You might get involved in job
training schemes, possibly forge links
with local schools. Even offer work-
space to the self-employed.

Those are the sort of initiatives
your company can make without too
much effort.

Other ideas might include lend-
ing some of your staff to help advise
small businesses on start-ups.

Or, an a broader scale,
you might

get involved in the regeneration of
run-down neighbourhoods.

No matter how much you help, every
little helps.

2MINUTES,5 SECONDS.

So far, we've taken very little of your time.

The next step will take a little more
because it involves filling in the coupon and
sending it to BiC.

We will then get in touch with you to
answer any further questions you might have,
and to discuss with you exactly how you can
help your community.

You'd be surprised how much you can
put in. And how much you can get out.

Please send me more information about how my business can gt
involved in my loczl community.

I Return ta: Business in the Cummuml» Freepost 85 3333 | BSl .

NAYE

EOURAN

| PasiTIOy

A0DKESS

| NATURE 0F BUSINESS

LWBER 0 ENPLOY EES.

L“\H‘Hﬂ\l
Eﬂumnssﬂ\. toe [Qommuniry

STILL A SMALL COMFARNY AT HEART.
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Appendix 2 Direct Mail Pack Materials (Pilot Test)

: First-stage brochure, mailing envelope and cover letter

CALL THIS NUMBER I\-vuid like to send you uur coscise booklet on the

part a business like yours can play o the com-
;i N manity. Post this card (or eall 0800 500 236).If you
_T fiscover m"_”,ah“"l BiC and use this eard, please answer the questions below (o
how you could get involved, just pick up gine us 2 betier understanding of your compary,
the phone now and make a free call on:

0800 500 236.

IF YOU W St e

You'd be surprised how much you can

: | Otberimobvement________
put in. And how much you can get out. =

HAVEN'T THE GARD .
We'll send details about BiC and 1 the i sereet
G 0 T how people like you have put their flair o
and skills to use in the local community. k2R
THE TIME AND LET US
TO READ TELL YOU WHY Please amend any incorreet details sbore.
YOU'RE JUST THE Rt one s
THIS... PERSON WE'RE
Approtiaate aunml rmorers______
LOOKING FOR. e o s
Once we hear from you we can start Is your smpaty iy direely imvolved i
talking about the way you can help. ::‘5‘"“ ':;,— I
|

Thank you for your time. Please return this card
in the enveloge provided. No stamp 15 aeeded

Wetenas o vas Qauwonror Qesiness Qo rae Gowmweniry

Mosiwess Qo rue mummuuxﬂ

Basiness inthe Commmnicy, 227A City Raad, Londos ECIYV 1EX. Pressbeme: HRH The Prince of Wales, Chief Execative: Stephes O'Brien

Mr A B Sample
1 The High Street

Anytown
O Any County
=t Al 2BB
e
o]
[=Tg=™

TIME TO READ
THIS, YOU'RE JUST
THE PERSON
WE'RE LOOKING FOR.

Dear Mr Sample,

IF YOU HAVEN'T GOT

You probably work far toc hard, for far too many hours
already. It's probably taken all the time you have to build
your company into what it is today.

So what would persuade you to give up a little of your
precious time or your company's resources?

Before you answer, plesse take just two minutes more to read
this letter; because you're about to hear something very
important that needs your time now. Ultimately it will
benefit you, your company and the community at large.

Let me explzin. I am writing on behalf of an organisation
called Business in the Community (or BiC for short).

BiC is an association of more than 300 of the UK's biggest
companies, which brings together government and local
government, business and commerce, trade unions, enterprise
agencies and the voluntary sector - all the rescurces and
people necessary to act for the community at a local level.

Our President is HRH The Prince of Wales. 2nd we have the
support of many prominent businessmen and women.

Thinking ahead for a moment

Your business, and the community it is located in have a
mutually dependent relationship. & relationship which can
have a profound effect on your profits.

After all, "the community" is no abstract idea. It's the

please read on ...

Registered Charity No

Uimved ompans Registered at Cardilf No. 1619253, Registored Ofce 13 sbore
agotan cant
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Second-stage brochure

WE KNOW YOU DON'T HAVE TIME. N PR MARE T
SO PLEASE, MAKE TIME. B AR T

prosperity of vour own company. Our research has taught us that you are almost certainly
an active subseriber to numerous good causes, locally and nationally. We're betting that
your sense of what's right counts for more than a quiet life.

We (that’s Business in the Community) are not asking that you join anything, or send us
money. We want you to think about the town and the local community inwhich you operate
and how you could help its long-term economic prospects. with minimal disruption and
inconvenience to your own business. We want to convince you that wurinfluence on major
social issues —whether it s the skills shortages caused by rapid growth. or urban decline
and unemployment —is critical to economic prosperity on the national level. This leaflet
attempts o provide some ideas that fit into (E\e y-to-day running of your business and
require quite limited change ~ and others on a more ambitious scale.

WHY ME AND MY BUSINESS? i i e bl ot oA st P e
the eransition 10 retrement for okder emphov

In Narih Lorslun's Finshury Park King & € end EC
Harri & Pormers, volusrs and s

Exery commutity mecds peogle Tike you — livly, sccessfl, profesionally sespeceed 1 these sugpestons doni't apply. what abou sour prafessionsl know bov? Coanselling
et ol o ey e el el o nevi el ewrepecacins i Adpe sl plairg ard frances & e
buving: made a success of vour company, vou ki a thing o7 1o ahout what cught 1 be comire. i theuiels e leusl arsescies? Explieing e [ ) ou of markeong drsic
dome. Vou probitl hold extreiasls frthrieht views and make m seere of thim PU— e W methods ot mare ettt

Yo are keea on sorinz 8 gmod return on sy vestment you make, wheiher it your ki e ik ,w:,ﬂ';‘,j’{;_‘.‘mﬂ;“,"’"‘m Soli” investments are cqually valusbls i cogenération programmes. i might moan
Inssivest, vour personal cash, of vour e, W aprre wholeheamedl. [ Bt it s brcause. Bunk through theis prifersional ssesiations 8 clearing aad g ovi o deeeict e o provide ssi pla space o sl <hiken
2  of are e e Aelp 1o pecple in the process of siartng their andalisa is & i \ a p
that o are thinking about involving vorsell e Feadd L rigne anud reeult in igh i bills, ot 1o

effects on pateotial emplovess or pew busoessrs

- ; WHO ELSE IS INVOLVED? WHY SHOULD | HELP?

A pod_ hasiness-libe question: Obviously one person, one company car't mckle
reprythinge Restassured tht v are oot alare. Arsard Beiain, hureds of comparies
uite ermal] e s wellas mtinationale ~are working together with natonal and loca]

Vernment, enterpeisc ageneics nexl commurity gToups i engineer charges that ereate
Opporunias for wbols areas

Itis important o recosmise that help isvalusble all over the LK. Depeonling 0a where vou
s hased sl ¢ i :

and urger as iueritsss. Among the qualities That re i short Supply in 2ny declinine

i are lope, pr o i

ma find anractin apd rétaining Srained siaff difen)s berause of high demand fir therr

chills Kiek-sraring the rebulding process demaocds sour amartest sdeas and the same

quality of thought you put insa your own buriness plar
i b

1 07 Every b nitin to make el
WHAT CAN 1 D07 am fesourees peagle are willng o coramit s menoned earliee there i s e 1o o
- " ed proe her naml_almest every basiness in Britain i< loeated
. Every business can do semething t improse I for 15 community,und large numbess a0 e ol Sera g -
alreudy o their it perhaps umviingl 1t does mot have t be on a hagonal sale. require il s ol ke marting puin ar cotiruing |
B e o o e o e O B s it e e o ke e oM e
+ reuuire only an exeoutive devirion and perastent implementaton. Among the e e ! AL et
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WHAT IS BUSINESS IN THE COMMUNITY?

Business in the Communiry, often called BiC, promotes co-ordinated action by
government, local government, business and commerce, trades unions and enterprise
agencies to encourage job creation. Our President is HRH The Prince of Wales and we
have attracted the support of many prominent business executives and political leaders,
few of whom could be deseribed as anything other than hardheaded. Bie?s expertise lies
primarily in enabling people and businesses to develop. implement and manage
community policies that are appropriate to the ime and resources available and the local
need - large or small.

We think you'llagree that the economic wellbeing of your community is paramount to your
company’s continued prosperity. If we have convinced you that you should make time to be
part of the BiCinitiative. just complete and return the enclosed reply card. And thank vou.

The message that small businesses really do make a
difference "has been heard loud and clear in
Calderdale. Brief mentions to Volex for agreeing o
provide a manager on the Calderdale Volunteer
Bureau; to John Crossland & Sons for donating
timber to local causes; tw Interface and Allan
Holdsworth Joiners for their joint donation of £7.000
to urn a valley used for fly tipping into a public park;
and 1o every one of the 24 companies which
contributed in cash or kind to the prizes in the Ideas
Into Action Enterprise Competition. Samuel Webster
and Wilson, brewers of a famous Yorkshire bitter.
cleaned up a loeal eyesore on a suburban housing
estate.

Business in the Community wishes to thank
Reed International PL.C. for covering the cost of printing this brochure.

{.‘.\.

~

REED INTERNATIONAL

Business Qv roe Qommuniry

Designed and written by Brand New Product Development Limited
Printed by Litho Tech colour printers.
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Appendix 3 Revised Direct Mail Pack Materials (Main Campaign)

Mailing Envelope and covering letter

BUSINESS in 1he COMMUNITY

ompany bus please spare n
et

a great deal to help
af them. Howowor, you
that however well yr
yiala sur

This is nos

the Community asking ¥
Titizately you and s

. It's & remuest fro
help your local comeunis

B
£
o

Our presidens is
ve support of 475 L

It's slveady started in Yorkshire and Musberside

Many compenies, large end amall, ere already inealved ocro

region in partnersnips such as Tra and Enterprise Ceuncils
Local Enterprice Agenciee and Business PATLOSrEnips.

In Calderdale, I have seen what can be achisved by a group af
wntrepreney: i local comm

Tl’lanks tO You’ - cormiteed to helpiy th

a T e
We launched, with Ki a, the cowntry's

it's Stlll a wonderful hfe i R

Chict e baparn e st s
e o

. For
steraceive museum for youns

KENSINGTON PALACE

As President of Business in the Community, I have been able to
see at first-hand many companies working to the benefit of the
local as.

On recent wisits to various companies in Manchester Moss Side,
Halifax and Blackburn, I have been struck by the enthusiasm,
professionalism and creative flair shown by Business in the
Community and participating business people.

I continue to be impressed by the variety of ideas that
companies have developed to improve both the sccial and business
aspects of their communities.

The results, after eight years in operation, are already
contributing significantly to the well-being our society.

In years to come I have no doubt that local bu ess people will
play an increasingly important role in revitalising our econcmy.

I am enormously grateful to all those companies
supporting local initiatives, and hope that you will
something to help your local community.
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BUSINESS in the COMMUNITY

ke w0 thank the
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Grand Mermpolian - Rved Imemzsomal

Promotional Brochure

With your help,
life could be even better.

Thanks to the rites yar
L

iy some
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o v it DS i it
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You don't just employ people,
you also give hope and pride to the whole community.

T}mﬁlm,"‘!xk A Wonderful Life] starring Jimmy Stewarr,
showed just how important one small business can be
t0 2 community.

Set in the depression, it depicted the manager of a
small-town: boans company who wied to commit suicide when
imvestors withdrew their money.

A guardian angel prevented him from doing so by
showing him what the town would have been bke hod he
nor existed: most of the townspeaple were deep in debr, all
were leading miserable. unhapypy lives.

On rerurning te reality, the whole community, from
the milkman to the mayor threw him & party and rerumed
their savings,

Although the film is fictional, it does illustrate the pro-

found effect each business has on its community.
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Response Card
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Join your fellow
businessmen and women
in helping your
local community.

These are just three of the many businesspeople in your part of the
country who are doing something w help their local areas. You are
invited to join them. To enable us ar Business in the Communiry
to give vou practical advice on how you can contribure and to
help you identify the areas in which vou think vou can assist, please
complete and return this form.

And remember. this does not place vou under anv oblization
whartsoever.

Pictured left to right are: Mrs Jill Wilson, Managing Director, Manor
Properties Ltd (Concept Group of Companies): Mr David Stone,
Managing Divector, United Engineering Steels Lid: Mr John S Tysoe,

Chairman (elect), Yorkshire Electricity Group ple. BUSINESS in the COMMUNITY

MOISTEN ALONG THIS EDGE

| i:ﬁ::ei TAER & 15 your company already involved {n communiry work? -
| Firth & Payne YES . NO(If no please go on to section 5)
| Fish st
(e Leeds i Ifyes, please tick the specific areas veu are involved in.
| | W Yorkshire | 77 SUPPORT FOR EDUCATION, SCHOOLS AND COLLEGES
. | LSl 6DB 2
=5 SKILLS TRAINING AND WORK EXPERIENCE {
i 0517700430 |
| T ADVICE FOR START.UP VENTURES
1 PLEASE AMEND ANY INCORRECT DETAILS | T SECONDMENT OF EMPLOYEES TO COMMUNITY GROUFS OR
| ENTERPRISE AGENCIES |
NAME | et : |
| .ENVIRONMENTAL PROJECTS (CLEAN-UP, SAFETY, LAND AND |
= ; BUILDING RE-USE)
[EEsres | | [ PURCHASE MORE GOODS AND SERVICES LOCALLY
SOMEANY HAOIE | | 5 If your company would like to be involved (or further
involved) in community werk, which of the following areas is
— af interest? Just tick one or more of the boxes below. You'll
z | COMPANY ADDRESS find more information in the accompanying brochure. %
3 ] SUPPORT FOR EDUCATION. SCHOOLS AND COLLEGES 5
Z =
z (] SKILLS TRAINING AND WORK EXPERIENCE 5
2 z
g J ADVICE FOR START-UP VENTURES 2
) SECONDMENT OF EMPLOYEES TO COMMUNITY GROUPS OR g
ENTERPRISE AGENCIES &
TELEPHONE 7] ENVIRONMENTAL PROJECTS (CLEAN-UP, SAFETY, LAND AND =
BUILDING RE-USE)
2 PERSON WE SHOULD CONTACT ] PURCHASE MORE GOODS AND SERVICES LOCALLY
[NavE 1
| If you have any orher ideas please outline briefly.
TELEPHONE
3 NATURE OF BUSINESS
Thank you for your time
é On~ l)L

Pam Lee, Regional Director, Business 1n the Community

Please return this card to me and I will get in touch with you
We never make your name and sddress svailable to commercial organisarions solely for their own privare gain, but if they wish to suppors our work we willallow carefully
screened companies 1o conzact you. with your permission. We may from time to time allow other non-prot organisations to write to you. If you would prefer not ta receive
these communications, please rick this box. 0

- MOISTEN ALONG THIS EDGE
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Appendix 4a.

STAGE

MAIL-OUT
No of respondees
LINK-UP

No of link-ups

PLUG-IN

No of plug-ins

AREA 1
Warrington/Wigan

2050

67 (3.3% of mail-out)

43 (64% of
respondees, 2% of
mail-out)

43 (2% of mail-out)

NORTH WEST REGION RESULTS

AREA 2
Bolton/Oldham

1600

49 (3.1% of mail-out)

37 (75% of
respondees, 2.3% of
mail-out)

37 (2.3% of mail-out)

AREA 3
Blackpool/Burnley/
Preston

2500

59 (2.4% of mail-out)

45 (76% of
respondees, 1.8% of
mail-out)

45E (1.8% of mail-out)

AREA 4
Stockport/Manchester

1760

29 (1.6% of mail-out)

19 (65% of
respondees, 1.1% of
mail-out)

19E (1.1% of mail-out)

TOTAL
(% of mail-out)

7910

204 (2.8%)

155 (2.0%)

110E (1.4%)

’Gone aways’ 1.5%

Quality of High/Medium
involvement

o Due to other competing activities

E Estimated

3.2%

High/Medium

2.7%

Medium*

3.1%

Medium/High

1S9O YMON ep uoibay Aq synsay ¢ xipuaddy
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Appendix 4b.

STAGE

MAIL-OUT

No of responses

LINK-UP

No of link-ups

PLUG-INS

No of plug-ins

AREA 1
Coventry/Hereford/
Worcester

2372

78 (3.3% of mail-out)

57 (73% of
respondees, 2.4% of
mail-out)

34 (1.4% of mail-out)

WEST MIDLANDS REGION RESULTS -

AREA 2
Birmingham
(inc follow-up)

4890

119* (2.4% of mail-—
out)

68 (57% of
respondees, 1.4% of
mail-out)

51 (1.7% of mail-out)

AREA 3
B’ham S/Black

Country/Bromsgrove
3015

65 (2.1% of mail-out)

26 (40% of
respondees, 0.9% of
mail-out)

24** (0.8% of mail-
out)

AREA 4
Walsall/W’hamptn/
Dudley/Telford
3418

82 (2.4% of mail-out)

33 (40% of
respondees, 0.9% of
mail-out)

30E (0.9% of mail-out)

TOTAL

13,695

344 (2.5% of mail-out)

184 (53% of
respondees, 1.3% of
mail-out)

179E (1.3% of mail-
out)

"Gone aways’ 2.3% 5.2%
Remarks on quality of Medium (Areas 1 & 2

link-up audit)

i 20 already involved but more possible

o Does not include additional recruits to Business Leadership Teams

E Estimated

N/A

Witton Group
formed; more
initiatives possible

N/A

BITC involves Brit
Coal, GEC, B’ham
Midshire Bldg Soc

Directions for the 90s
conference on 12 May
1992 with follow-up

SPUEIPIIA 1S9M G
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Appendix 4c.

STAGE

MAIL-OUT
No of responses
LINK-UP

No of link-ups

PLUG-IN

No of plug-ins

U U L I UL T U U0 UL .. L
NORTH EAST REGION RESULTS
AREA 1 AREA 1 (Follow-up) AREA 2 (Follow-up) AREA 3 TOTAL
Newecastle/N Mail/phone (56 S Tyneside/Co Teeside/
Tyneside/ selected) Durham $ Durham
Northumberland
1042 56 1268 1438 3748

51 (4.9% of mail-out)

62 (97% of
respondees, 6.0% of
mail-out)

26 (2.4% of mail-out)

13 (1.2% of mail-out)

52 (4.1% of mail-out)

34 (65% of
respondees, 2.7% of
mail-out)

19 (1.5% of mail-out)

82 (5.7% of mail-out)

35 (42% of
respondees, 2.4% of
mail-out)

15 (1% of mail-out)

198 (5.3% of mail-out)

131 (66% of
respondees, 3.5% of
mail-out)

60 (1.6% of mail-out)

"Gone aways’

Quality of involvement

Audit

3.2%

N/A

N/A

Mainly education-business links, others interested in community initiatives. Many (approx 75%) already involved, but will extend involvement in some
cases.

Actual "plug-ins’ lower than expected because CVS and Local Enterprise Agency contacts were poor at follow up. One Training and Enterprise Council
lost forms. All being followed up.
Additional eight companies to start Professional Firms Group. Also a North Allerton business group to be formed.
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Appendix 4d.

WALES REGION RESULTS

STAGE AREA 1 AREA 2 AREA 3 TOTAL
Cardiff/Newport/ (Follow-up) (S Wales II)
S Powys Gwynedd/Clwyd Dyfed/Powys/
(North Wales) Glamorgan
MAIL-OUT 2286 1232 1600 5118

No of respondees

NETWORK LINK-
up

74 (3.2% of mail-out)

51 (4.1% of mail-out)

56 (3.5% of mail-out)

181 (3.5% of mail-out)

No of link-ups 69 (90% of 46 53 (95% of 168 (93% of
respondees, 3% of respondees, 3.3% of respondees, 3.3% of
mail-out) mail-out) mail-out)

PLUG-IN
No of plug-ins 40 (est) (58% of 46 (90% of 35 (est) (62% of 121 (67% of

respondees, 1.7% of
mail-out)

respondees, 3.7% of
mail-out)

respondees, 2.2% of
mail-out)

respondees, 2.4% of
mail-out)

"Gone aways’

n/a

22 (1.8% of mail-out)

34 (2.1% of mail-out)

Mostly Education Business Partnerships; poor Local Enterprise Agency links. Employee volunteering offers from some companies. Major benefit was to

Quality of involvement
increase awareness of BITC and create links/habits for future.

Audit Not to be done but Business Action Groups to be formed in second phase of Wales roll-out in 1993,

(1 sseyd) ssjem py
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Appendix 4e.

STAGE

MAIL-OUT
FOLLOW-UP

Attendance at
follow-up
event

Attendance at
*Seeing is
Believing’
events

PLUG-IN

Joined
Business
Leadership
Team

Quality of

involvement

No of
initiatives

AREA 1
Craigavon

95

30 (31% of mail-
out)

20 (21% of mail-
out)

16 (16% of mail-
out)

High

NORTHERN IRELAND REGION RESULTS

AREA 2
Laganside

120

40 (33% of mail-
out)

30 (25% of mail-
out}

17 (14.1% of
mail-out}

Medium-High

AREA 3
Derry

130

60 (46% of mail-
out).

19 (15% of mail-
out)

20 (15.3% of
mail-out)

Medium-High

AREA 4
Baronscourt/
Dungannon/

Ennis/Omagh

180

55 (30.5% of

mail-out)

37 (20% of mail-
out)

34 (19% of mail-
out)

Medium-High

12

AREA 5
Newry

40

16 (40% of mail-
out)

12 (30% of mail-
out)

12 (30% of mail-
out)

Medium-High

TOTAL

565

201 (36% of mail-
out)

118 (21% of mail-
out)

99 (17.5% of
mail-out)

Medium-High

40
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Appendix 4f.

YORKSHIRE AND HUMBERSIDE REGION RESULTS

STAGE AREA 1 AREA 2 AREA 3 AREA A AREA C TOTAL
Huddersfield/ Follow-up Bradford Leeds Sheffield N Yorks/
Halifax (Mail/phone) Central H’side
MAIL-OUT 1812 1689 1040 1666 1130 2386 8034
No of 50 (2.8% of 58 (3.1% of 23 (2.2% of 33 (2% of 13 (1.2% of 90 (3.8% of 267 (3.3% of
responses mail-our) mail-out) mail-out) mail-our) mail-out) mail-out) mail-out)
LINK-UP
No of 47 (94% of 56 (96% of 18 (78% of 35 24 87 267E
link-ups respondees, respondees, respondecs,
2.6% of mail- 3.3% of mail- 1.7% of mail-
out) out) out)
PLUG-IN
No of 36 (2% of 12E (1% of 17E (1% of 10 (1% of 60F (2.5% of 135E (1.7% of
plug-ins mail-out) mail-out) mail-out) mail out) mail-out) mail-out)
'Gone aways’ 2.1% 3.4% 4.3% 1.3% 0.5%

Comments

Quality

Sheffield/Area A: Poor response. Too close to December? Inner city effect? Sheffield Council business rates cost could affect response?

N Yorks/H’side Area C: Excellent response. Close-knit communities, less inner city, use of Graham Miller, MD of Nestle Rowntree to sign letter - well known,
good timing of mailing, 20 replies from firms already heavily involved, good BITC contacts.

Good - e.g. Ripon computer firm interested in employee volunteering, supporting small business and offers of work experience.
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Appendix 5. . SUMMARY OF RESULTS

REGION . NO MAILED RESPONSES : LINKS PLUG-INS
(% of mail-out) (% of mail-out) (% of mail-out)

North West 7910 204 (2.7%) 155 (2.0%) 110 (1.4%)
West Midlands 13,695 344 (2.5%) 184 (1.3%) 178 (1.3%)
North East 3748 198 (5.3%) 131 (3.5%) 100E (2.7%)
Wales 5118 181 (3.5%) 168 (3.3%) 121 (2.4%)
(Phase 1)

Yorkshire & Humberside 8034 e 267 (3.3%) 267E (3.3%) 135E (1.6%)
East Midlands 3800E 114E (3%) 76E (2%) 60E (1.5%)

REGIONS WITH ADDITIONALLY RESOURCED ROLL-OUTS

Northern Ireland* 565 201 (36%) 118 (21%) ; 99 (17%)
Sandwell (W Mids)** 600F 70E (11%) - 50E (8%)
Wales (Part II)** 100E 8OE (80%) ‘ 50E (50%)
TOTAL 45,266E 1646 (3.6%) 920E (2%)

E Estimated numbers as campaign roll-out was in progress at time of publication
*  Follow-up includes "Seeing is Believing" visits/signing of Community Involvement Chatter, formation of Business Leadership Teams
** Direct mail to small, selected groups, with follow-up by telephone and subsequent formation of Business Leadership Teams or Business Action Groups.
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BUSINESS in the COMMUNITY

Business in the Community (BITC) is the leading authority on
the promotion of corporate community involvement. Our
mission is to make community involvement a natural part of
successful business practice and to increase the quality and
extent of business involvement in the community.

BITC is an independent organisation, financed by
contributions from over 400 member companies with special
project funding from both the public and private sectors.
Supported by a network of eleven regional offices, BITC's
personnel work closely with member companies to:

@ Promote business partnerships with local and central
government, the voluntary sector and trade unions;

# collect and share examples of good practice;

4 provide expert advice on developing and communicating
community involvement programmes;

# achieve practical action by matching business resources
with community needs;

@ conduct a year-round programme of events to stimulate
debate and develop new approaches in addressing
community involvement issues.

Business in the Community, October 1993
8 Stratton Street, London W1X 5FD
Tel: 071-629 1600 Fax: 071-629 1834




