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Introduction 

Forever Manchester, the Community Foundation for Greater Manchester (FM), were 

commissioned by Macc to undertake research into local giving by Manchester based 

businesses, feeding in to the Manchester Transforming Local Infrastructure 

programme objectives led by Macc.  

 

Recent research by New Philanthropy Capital suggests that it is not tax incentives or 

the sense of giving that are key to increasing donations – more a lack of culture of 

giving. In seeking to understand, and explore options for changing this, this research 

is investigating the following: 

 

• Which companies carry out CSR activity 

• Have they cancelled/reduced their CSR programmes since the credit crunch 

• What causes do they help and why 

• How are staff involved 

• What activities are they involved in 

• Do they run charity of the year schemes 

• Geographical reach of CSR activity 

• Are there staff benefits from being involved in CSR programmes 

• Are there PR benefits for the businesses involved 

• What are medium to long terms plans for CSR and philanthropy 

 

Objectives 

The objectives of the research are to establish how Manchester businesses view 

CSR and philanthropy, what makes a positive business-charity partnership, what are 

the barriers to CSR, and to what extent the recession has impacted on this activity.  

This will provide insight for the voluntary sector within Manchester on how they work 

with local businesses to optimise mutually beneficial relationships. 
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Executive Summary 

• The presence, and in particular the absence, of a CSR policy is not a good 

indicator of a businesses’ willingness to engage in charitable activity with the 

not-for-profit sector. Whilst 55.8% of businesses who responded stated that 

they had CSR policies in place, this fell to just 30% amongst those who took 

part in further research. Of these however, 93.3% were engaged in some type 

of activity which supported not-for-profit organisations. 

• Amongst those surveyed the impact of the credit crunch upon levels of 

support offered to not-for-profits varied, with the majority having either 

increased, or kept levels of support at the same rate. Only 19% stated that the 

level of support they offered had decreased.  

• 60% of respondents were already supporting Manchester based not-for-profit 

organisations. 

• Almost 49% of all respondents either didn’t know, or were unsure, as to where 

to go to find Manchester based not-for-profit organisations to support. 

Amongst those not already engaging in any kind of CSR activity this figure 

was 100%. This is particularly striking given how many already supported 

Manchester based organisations, and the lack of awareness of how to 

research potential charitable recipients should be a concern for the sector. 

• Enhancing employee job satisfaction and engagement was cited by almost 

70% of respondents as one of their motivations for undertaking CSR activity, 

but it was the primary motivation for only 15.4%.  

• Employees felt strongly that organisations that ran or supported activities 

which benefited not-for-profit organisations made better employers, with a 

huge majority, at 92.2%, agreeing with this. CSR activity at work improved 

both job-satisfaction and loyalty to employers amongst the majority of 

respondents. These employers were viewed as more caring and socially 

responsible generally, with a commitment to more than just profit margins. 

• Employees preferred to support locally based organisations, with over 70% 

stating they would like their employer to support Manchester based not-for-

profit organisations. 

• Some organisations had CSR strategies, with formalised approaches and 

systems for measuring outcomes, and others had a clear concept of the 

business and brand value, but for many the corporate value was measured 

more in terms of an emotional response, which related to either their 

founders/senior management philanthropic mission, or the response of senior 

staff and/or employees.  
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• Only one of those businesses surveyed ran a charity of the year scheme, with 

one other considering it as an option, suggesting that this is not a popular 

scheme amongst those smaller and medium sized businesses who made up 

the bulk of respondents. 

• Long-term relationships between businesses and not-for-profit organisations 

were preferred by the majority of respondents. Many had multiple 

relationships, with almost 67% of respondents developing long-term 

relationships with organisations they supported, 44% having short term 

relationships, and just 22% developing what they considered to be medium 

term relationships. 

• The most valued partnerships were not just transactional, but those where the 

not-for-profit organisation had invested in building a relationship with key 

individuals at the donor organisation. This was relevant regardless of the size 

of either the business or the not-for-profit organisation. 

• Respondents were also attracted to not-for-profit organisations that could 

connect with them through good communication, showing what the benefits 

were for the donor and what the outcomes would be. 

• A majority of respondents believed that they could improve their own working 

practices through relationships with not-for-profit organisations. The main 

themes that emerged in this context were achieving outcomes on very limited 

budgets, and always retaining a focus on the social impact of commercial 

activity.  

• 86% of respondents intend to undertake further activity with not-for-profit 

organisations in the next year, and the same percentage planned to be 

supporting not-for-profit organisations in 5 years’ time. 

• A majority of respondents believed that relationships between Manchester 

based businesses and not-for-profit organisations could be strengthened 

through increased networking, either taking advantage of existing networking 

events, or creating specifically facilitated events. A number of others cited a 

need for a central body to facilitate relationships and promote mutual benefits. 
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Background 

Macc 

Macc is the voluntary and community sector support organisation for the city of 

Manchester. 

Its purpose is to encourage, support and develop voluntary and community groups 

and individuals to have a real influence over the places and communities in which 

they live.  

 

Forever Manchester 

Forever Manchester (the Community Foundation for Greater Manchester) is a 

registered charity which works across Greater Manchester. They raise and distribute 

money to support local people and groups trying to make a positive change in 

neighbourhoods across Greater Manchester. Instead of identifying the deficiencies of 

a community, Forever Manchester uses the Asset Based Community Development 

approach, which identifies the strengths and skills that are already present in 

neighbourhoods and uses these resources to make a lasting change. 

 

Transforming Local Infrastructure 

In early 2012 a partnership of 13 Manchester based support organisations, led by 

Macc, was awarded a grant through Transforming Local Infrastructure, which is 

being delivered by Big Fund (the non-lottery funding arm of the Big Lottery Fund). 

Applications were received and assessed by the Cabinet Office and Big Fund and a 

total of £30,016,086 was distributed to 74 organisations across England.  

The Transforming Local Infrastructure (TLI) programme provided grants with the aim 

of transforming the local support provided to frontline civil society organisations. The 

funding mainly supports local infrastructure and volunteering infrastructure 

organisations to rationalise and transform, so they are well-led, influential, 

responsive, efficient, and less reliant on statutory or Lottery funding. 

State of the Sector Survey 

  

As part of the TLI programme, the Manchester partnership joined with other Greater 

Manchester partnerships who had received TLI funding, to commission a far 

reaching report in to the size, reach and impact of the voluntary sector in the relevant 

areas. The subsequent report City of Manchester State of the Voluntary Sector 

Survey 2013, A Report on Social and Economic Impact (Centre for Regional 
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Economic and Social Research, Sheffield Hallam University) was published in May 

2013, and provided in-depth information on the scope of the sector. 

There are an estimated 3,093 organisations operating in the voluntary sector in the 

city of Manchester. This estimate includes formally registered organisations, such as 

charities, social enterprises and co-operatives, but it also includes a large number of 

'below the radar' organisations that are not formally registered or incorporated. 

Overall, it is estimated that 64 per cent of organisations are micro (annual income 

under £10,000) in size, 17 per cent are small (annual income between £10,000 and 

£100,000), 13 per cent are medium sized (annual income between £100,000 and £1 

million), and five per cent are large (annual income greater than £1 million).  

The total income of the voluntary sector in the city was an estimated £477 million in 

2011/12 but year-on-year reductions in income have been identified. It represents a 

reduction of two per cent compared to 2010/11 and follows a larger reduction 

between 2009/10 and 2010/11 when the total income of the voluntary sector reduced 

by an estimated five per cent, from £508 million to £484 million.  

The majority of income is concentrated in large and medium sized organisations 

even though the majority of organisations are micro or small. Micro and small 

organisations account for more than four fifths of organisations in the voluntary 

sector but less than ten per cent of total income. By contrast medium and large 

organisations account for less than a fifth the sector's organisations but receive more 

than 90 per cent of its income. Income is concentrated particularly heavily in the 

largest organisations, with more than two thirds of all income (69 per cent) into the 

sector received by 168 organisations.  

It is estimated paid staff and volunteers working within the voluntary sector in city of 

Manchester contribute equivalent to £721.8 million worth of 'Gross Value Added' 

GVA to the economy; this is comparable to 1.5 per cent of the value of Greater 

Manchester's GVA.   

The report provides valuable insight into the social and economic impact of the 

sector, and examines how the sector is funded and supported by statutory, private 

and voluntary sources. It also examined the relationship between the voluntary 

sector and commercial businesses in Manchester, which it concluded was an 

increasingly important source of support as other funding becomes less readily 

available.  

However, the survey evidence suggests there is some way to go: less than quarter 

of survey respondents had frequent direct dealings with local commercial businesses 

and similar proportions were positive about their relationship with the commercial 

sector. Overall, only 26 per cent of respondents felt that the commercial business 

community in Manchester was a positive influence on their organisation's success – 

this is 18 percentage points less than the City Council and 17 percentage points less 

than other public sector bodies.  
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These findings are important for commercial businesses as well as the sector, as 

they evidence a consequent negative view of business from a significant part of the 

local economy. 

The Company Giving Almanac 2013 (Dr. Catherine Walker, the Directory of Social 

Change), points to part of the problem in the perception of support provided by 

businesses to voluntary sector organisations at a local level. 

Very little is known about charitable support amongst small businesses. The 

Federation of Small Businesses reported in 2007 that 92% of respondents to an 

online survey believed that they act in an environmentally and socially responsible 

manner, while the British Chamber of Commerce reported that 8 out of 10 small 

companies gave money and 1 in 3 gave time and services in 1998 but no figures 

have been reported as to actual support and impact. 

In seeking to understand more about how Manchester businesses work with the 

voluntary sector, Forever Manchester were commissioned by Macc to undertake 

research into local giving by Manchester based businesses, feeding in to the 

Manchester Transforming Local Infrastructure programme objectives led by Macc.  

The objectives of the research are to establish how Manchester businesses view 

CSR and philanthropy, what makes a positive business-charity partnership, what are 

the barriers to CSR, and to what extent the recession has impacted on this activity.  

This will provide insight for the voluntary sector within Manchester on how they work 

with local businesses to optimise mutually beneficial relationships in the future. 

Methodology 

The research includes both quantitative and qualitative information, gathered from 

telemarketing, one-to-one interviews, and online surveys. 

• 175 Manchester based businesses were contacted and asked if they would 

be prepared to take part in research regarding the motivations for, and 

barriers to, CSR activity amongst Manchester based businesses.  

• All who were reached were asked about the presence of CSR policies within 

their business. 

• Of those approached, 19 organisations agreed to take part in one-to-one 

interviews. 

• A further 11 organisations completed an abridged version of the interview in 

the form of an online survey. 

• The online survey and interviews included identical quantitative questions, 

with the one-to-one interviews also including a range of qualitative questions. 

• 122 businesses responded to questions about CSR policies. 
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• 96 employees of Manchester based businesses completed an online survey 

about their views of charitable activity at work, and its impact upon job 

satisfaction. 

 

 

Local branches of larger UK or worldwide organisations were more difficult to 

engage in this research, and this was particularly true of financial institutions. 

Specifically, those contactable at a local level within these organisations were often 

not able to make the decisions about participation, and needed to seek authority 

from others. Of those approached, it was mostly, although not entirely, businesses 

with Head Offices in Manchester who were easiest to reach and who agreed to take 

part in the research. 

 

Within the business survey, voluntary sector organisations are referred to as not-for-

profit organisations, as this was most readily understood amongst the business 

community, and captured the scope of their activity, which could include support for 

organisations such as schools and colleges.  

Report Findings 

Incidence of CSR Policies 

The State of the Sector Report revealed that just 22% of survey respondents thought 

that commercial businesses in the city of Manchester had a good record on 

corporate social responsibility  

For this report, of the 122 organisations who responded to questions about CSR 

policies within their organisation, 44.1% stated that they didn’t have, or didn’t know if 

they had, a CSR policy in place for the business.  
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Interestingly, when this data is examined for the incidence of CSR policies amongst 

those who took part in further research, these figures change quite dramatically, with 

only 30% confirming the presence of a CSR policy.  

 

When asked ‘Does your organisation undertake any CSR activity related to the not-

for-profit sector?’ 93.3% of those who took part in the one-to-one interviews and 

online survey responded positively.  
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These figures demonstrate that the presence, and in particular the absence, of a 

CSR policy is not a good indicator of a businesses’ willingness to engage in 

charitable activity with the not-for-profit sector.  

The subsequent findings of this report are very much based on the views of those 

who are engaged in supportive relationships with voluntary and community 

organisations, rather than those who aren’t. The willingness to take part in this 

research by those who do engage with the sector, rather than those who don’t, is 

perhaps inevitable, but does provide a good insight into what makes a positive 

business-charity relationship, and how the Manchester voluntary and community 

sector can work with local businesses to increase successful partnerships. 

Participant Organisations 

The Manchester based businesses who took part in one-to-one interviews or the 

online survey ranged in size from small start-ups with an annual income of under 

£100,000, to local branches of international organisations with multi-million pound 

turnovers.  
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Employee numbers of respondent organisations ranged from 2, to almost 500. 

 

 

Impact of the Credit Crunch 

Amongst those surveyed, the impact of the credit crunch upon levels of support 

offered to not-for-profits varied, with the majority having either increased, or kept 

levels of support at the same rate. Only 19% stated that the level of support they 

offered had decreased.  
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Amongst those organisations who had increased levels of support, comments 

included: 

I’ve noticed that we do a little bit more. Our commitment has stayed the same, and 

people focus on causes closer to home. 

I think the not-for-profit sector have done a good job of making their voice heard in 

the recession. 

For those whose levels of support had decreased, this was due to a very 

straightforward decrease in the income and resource available to them, as opposed 

to a lack of willingness. 

We used to do charitable donations, but struggle to now. 

We used to have a wider CSR remit, but now there are internal resource challenges. 

The environmental side has dropped off.  

It’s decreased significantly, the firm has halved in size so we don’t have the 

resource. 

Types of Charitable Activity 

Respondents who did undertake CSR activtiy with not-for-profit organisations were 

generally engaged with supporting them in multiple ways. The most popular means 

was to facilitate employee-led fundraising, closely followed by business-funded 

financial donations, pro-bono service provision, and employer-supported 

volunteering. 
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Whilst 70% of respondents stated that they give business-funded financial donations, 

only 7% of organisations who responded to the State of the Sector survey stated that 

they received business donations or sponsorship, and as a relative value of income 

this translated as 2%. The Company Giving Almanac 2013 (Dr Catherine Walker, 

DSC) analysed activity across the 551 largest givers nationally, and showed that 

corporate donations to UK charities are estimated to total between £700 and £800 

million, which also represents around 2% of UK charities’ total income.  

Organisations not presently engaged in any CSR activity with not-for-profit 

organisations were asked what type of activity they would be most likely to engage 

in, if they chose to do so. Responses broadly mirrored those above, with employee 

led fundraising and business funded financial donations the most popular. 

The least popular types of charitable support amongst both groups, by some 

distance, were payroll-giving and matched employee/business donations. 

Other types of support offered by respondent organisations were apprenticeships, 

profit share from service delivery or merchandise sales, food-bank collections, 

provision of training or facilitating sector seminars, and offering discounted rates for 

the provision of professional services to not-for-profit organisations, with the latter 

the most popular, being cited by 3 organisations.  

When asked what type of support they thought not-for-profit organisations found 

most useful, over 65% answered business-funded financial donations, which was 

slightly less than the 70% offering this type of support. All other types of support 

listed were felt by the respondents to be less-desired, with 40% citing sponsorship, 

and 30% or less believing that employee-led fundraising, employer-supported 



15 
 

volunteering and pro-bono service provision were what not-for-profit organisations 

found most useful, despite over 60% of respondents offering this type of support. 

 

Responses to this question were often qualified, to the effect that it really depended 

upon the needs of the individual organisation. 

It depends on the priorities of the charity, some want awareness-raising which can 

be more valuable than cash donations, but as we cover them all we can be flexible. 

We try and work very closely with all so we can ascertain their needs and work better 

with them. 

This was typical of the qualifications, and demonstrated that amongst respondents, 

types of support offered were tailored according to the relevant organisations need, 

and not a blanket package given by the donor. 

This range of support offered reflects wider research into this area. 

Evidence in the UK and US points towards the nature of corporate philanthropy 

changing from pure cash donations to more complex partnerships with charities, 

including much more in-kind and non-cash support. (Company Giving Almanac 

2013, DSC) 

Types of Project Supported 

All those surveyed supported a number of different types of project, or had done in 

the past. The most popular types of project were those working with children and 

young people, followed by health and well-being projects, and community sports 

clubs. 
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Other types of projects supported were animal charities, LGBT groups, campaigning 

activity in local communities, and environmental projects. 

Geographical Reach of Support 

When asked where the not-for-profit organisations they supported were based, the 

most popular location was Manchester, with over 60% supporting local activity. UK 

wide causes were the next most popular, supported by 44% of respondents, with 

international causes the least popular, supported by just 11%. 
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Most respondents were unable to give definitive figures for the value of support given 

in each geographical area.  

Smaller businesses were more likely to give only to Manchester based not-for-profit 

organisations, with larger organisations likely to have a wider geographical reach. 

This was in response to both business location, and input from larger numbers of 

employees. 

We’re in 54 countries with 134 branches, so we would never limit support. It’s 

wherever it’s needed. 

We do some very local activity, like the foodbank, or we do staff chosen activity 

which could be national, so it’s usually either very local, or national. 

Whilst 60% of respondents were already supporting Manchester based not-for-profit 

organisations, almost 49% of all respondents (including those already supporting 

Manchester based not-for-profits) either didn’t know, or were unsure, as to where to 

go to find other Manchester based organisations to support. Amongst those not 

already engaging in any kind of CSR activity this figure was 100%, despite 2 of the 3 

who fell in to this category stating that their preference would be to support local 

activity.  

 

These figures suggest a worrying lack of knowledge amongst businesses about how 

to begin researching local voluntary and community sector activity. With the State of 

the Sector survey revealing that the total income of the voluntary sector in the city 

was an estimated £477 million in 2011/12, and contributed the equivalent of £721.8 

million worth of 'Gross Value Added' to the economy, there are sound commercial 

reasons for greater knowledge and connections to be established between business 

and not-for-profit sectors. 
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Motivations for CSR Activity 

The most popular motivation for support given to not-for-profit organisations was the 

corporate philanthropic mission, with 80% citing this. Enhancing employee job 

satisfaction and engagement, and enhancing brand reputation were motivations for 

almost 70% of respondents, whilst nearly 60% stated that improving other 

stakeholder relationships was a motivation. 

 

Other motivations cited, such as ‘the feel-good factor’, ‘it’s part of our DNA’, and 

‘team-building’, fall broadly into one of the above categories, but other responses 

included using the business profile ‘to raise awareness and educate (on behalf of 

those supported)’, and the networking opportunities that engagement with not-for-

profits could sometimes provide. 

It’s a great business opportunity, it helps us to reach in to other sectors and gain 

experience, and it gives staff something new to work on. 

When asked what the primary motivation for CSR activity which supported not-for-

profit organisations was, the most popular response, at 50%, was corporate 

philanthropic mission, followed by enhancing brand reputation at 33.6%. Whilst 

enhancing employee job satisfaction and engagement was cited as a motivation for 

almost 70% of respondents, it was the primary motivation for only 15.4%.  
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Only one respondent gave a different response, which was loyalty to the 

organisation they primarily supported. 

Barriers to CSR Activity 

Of those who agreed to take part in the research, only 3 were not currently engaged 

in any kind of CSR activity which supported not-for-profit organisations. Of these, 

one had previously undertaken some activity, but had stopped due to a combination 

of lack of both resource and employee engagement. 

Of these respondents, no CSR budget was cited as a barrier to engagement by two, 

lack of employee engagement by one, and a need for support to implement activity 

by one.  

It is worth noting that three of those whose responses have been aggregated with 

those businesses who do undertake CSR activity with not-for-profit organisations, 

initially stated that they didn’t. As interviews progressed it became apparent that they 

were consistently involved in supporting not-for-profit organisations, but had never 

considered it as CSR activity. 

This suggests that there is some confusion as to what constitutes CSR activity, and 

that work could be done to assist smaller organisations to formalise and promote 

their approach. 
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Corporate Value of CSR Activity 

As discussed by Dr Catherine Walker is the Company Giving Almanac 2013, the 

reasons for engaging in CSR activity vary, but there is evidence that whatever the 

motivation, activity can provide competitive advantages.  

There is much debate around whether ‘doing good’ can also be good business. 

Those who argue for this proposition point towards numerous business benefits, 

including: good publicity, brand awareness, better understanding of customer base, 

staff development, appearing more attractive to potential staff, and the improvement 

of financial performance. This competitive advantage has been proven in a number 

of research studies. In addition, a good CSR strategy can lead to better reporting 

from companies which are in partnership with charities on social and/or 

environmental issues, plus many report changing their business practices for the 

better. Many in business today acknowledge that younger employees and potential 

employees are looking to work for companies with a clear social purpose. 

Although the research referred to mostly relates to CSR activity undertaken by the 

larger corporate donors, the benefits outlined above were very similar to those that 

survey respondents reported for this research. 

Those interviewed were asked how their organisation viewed the corporate value of 

working with not-for-profit organisations, and responses fell in three main areas, the 

most popular being that it was simply the philanthropic mission of the organisation. 

With a couple of exceptions, those organisations that responded in this way were the 

smaller organisations, where the founders and/or owners retained the decision 

making for this area of the business. 

It’s very good in bringing you up short and making you realise the impact you are 

having in the local community, and what you can give back and the value you can 

bring. It can be humbling. 

I guess it’s bringing down the barriers of work and home life, in that everyone has a 

responsibility to think about others and what happens in their local community. 

It just fits with how I’ve always thought, my business model and way of working.  

It’s a very important part of our corporate brand. It was very important at the start 

that the business gave back to its communities and around the world. It is part of the 

brand and part of working for the organisation.  

It’s more a personal thing for the two Directors; it’s something we want to do as we 

just think it’s a good thing to do.  

Because we are an agency based on courtesy and respect it’s really valued. 

Everything is about our people here, and it’s about going out and helping others.  
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The business has been set up as an ethical business in an industry which is not 

ethical. I want to personally see more ethical practices in the field. 

The company is mine, it allows me the opportunity to do these things and I’m lucky 

enough to work with people with the same point of view. It’s a personal philosophy.  

The second most popular set of responses related to the benefits to a business’s 

brand reputation and profile when it was seen to be supporting not-for-profit causes. 

The increased profile amongst others also led to businesses having better contacts 

and relationships, and an increased knowledge of other potential stakeholders and 

clients. 

It has led to trust, and being viewed positively amongst the business community as 

someone who wants to benefit others as well as the business.  

I prioritise brand reputation, it’s huge these days, and we exist in an environment 

where it’s amplified 10 times through social media. If you do nice things it tends to 

get shared, people like to deal with nice people so it’s a circle of trust. The corporate 

value is reputation.  

They (supported organisations) feel like our clients and give a big value in terms of 

our profile and what we do, what we tell clients, and our understanding of different 

sectors. They are just as valuable as having paying clients.  

The general view is that it’s important to be seen as an organisation who gives 

something back to the community. It’s a way to promote the brand name and who we 

are. Commercially, not-for-profits are a lot of our client base, so it helps with 

networking etc.  

The final theme that came through when discussing the corporate value of CSR was 

the benefits it could bring amongst employees. These benefits were to be seen both 

in terms of employee job satisfaction and engagement, and in increasing skills and 

knowledge amongst employees which could help to improve their performance at 

work. 

Fundraisers do a lot for the team, and being involved has helped new staff to bond; 

it’s good for employee engagement.  

We see it as a key part of our responsibility as an employer in the North West. CSR 

is a key part of what we do as a business, and it really helps us as an organisation to 

assess our impact on the local community and environment, and upon staff 

engagement.  I think staff expect it now, and good, credible employers cannot be 

without a CSR policy.  

It helps as a company, and it leads on to promoting individuals to help others. Some 

of the freelancers we work with will then waive their fee at some events. It’s good 
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experience for them and helps to build relationships between them and us and the 

charities.  

If you volunteer in a non-executive role you learn a lot. As an adviser for a not-for-

profit you learn a lot from the other side of the table, e.g about governance. You also 

get a lot of personal satisfaction. Once you’re engaged you get a lot of benefit, it’s 

not just a nice thing to do. 

Amongst businesses surveyed, the most popular means of involving employees in 

CSR activity was through the planning and running of fundraising activities, which 

were facilitated and supported by the organisation. Over 75% of respondents stated 

that their employees were involved in this way, closely followed by employer 

supported volunteering and nominating organisations to support. 

Other ways given in which staff were involved were in the provision of discounted 

services, mentoring in schools and colleges, acting as trustees on a long-term basis 

(although this does fall under the banner of employer supported volunteering) and 

acting as ambassadors for charitable activity during business sponsored charitable 

events. 

 

 

Employee Views of CSR Activity 

Whilst the majority of businesses who took part in the survey stated that enhancing 

employee job satisfaction and engagement was one of their motivations for 

undertaking CSR activity with not-for-profit organisations, it was not the primary 
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motivation for almost 85%. As part of this research, Manchester based employees 

were also surveyed to understand their involvement with, and attitudes towards, 

CSR activity with not-for-profit organisations at their place of work. 

Employee Involvement in CSR Activity 

Amongst employees surveyed, only 35.9% stated that their employer had a CSR 

policy, with a further 37.5% not knowing if a CSR policy was in place. 

 

Despite an apparently low-level of incidence of CSR policy, or awareness of it within 

the workplace, 92.7% of employees surveyed stated that their employer either ran, 

or supported, activities which benefited charities or other not-for-profit organisations. 

This concurs with the conclusion drawn from the results of the business survey, in 

that the presence of a CSR policy is not a good indicator of a businesses’ likelihood 

to engage in CSR activities. 
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Amongst employees whose employers supported not-for-profit organisations, by far 

the most frequent way for them to be involved was through planning and undertaking 

fundraising activities, with over 80% engaging in this way.  

 

Donating through payroll giving was the least prevalent form of involvement, with just 

over 10% of employees involved via this option. 
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Amongst all employees surveyed, almost 86% had donated to a not-for-profit 

organisation through their place of work in the last year, with sums donated ranging 

from £2 to £2,500. 

When asked where they would prefer the not-for-profit organisations their employer 

supported to be based, the most popular location, chosen by over 70% of 

respondents, was Manchester, with almost 60% wanting to support organisations in 

the North West. 
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Job Satisfaction and Loyalty 

Employees were asked what they most enjoyed about engaging in activity which 

supported not-for-profit organisations at their place of work. Responses ranged from 

the personal satisfaction gained, being able to give back to the local community, the 

team-building engendered, improved atmosphere at work, and simply being able to 

do something that was fun. 

I enjoy the thought of doing something for others. 

I like to feel that I am giving something back to the community. 

Team spirit, fun activities. 

It allows you to give something back to those who have or who are undergoing 

issues, or who just deserve some support from people who have the 

ability/time/opportunity and mind-set to undertaking fundraising or sponsored events.  

It makes you feel that you've done something worthwhile. 

Supporting a worthy cause, giving back to the community, team building. 

We have the chance to do something different for charities and we get to meet a lot 

of new people and have fun. 

Apart from it all going to a good cause, I especially enjoy what the fundraising entails 

- usually some form of dressing up etc :) 

Improves morale & team spirit. Makes a welcome change from the normal routine & 

is fun. Everyone can join in & take part & gives us a common goal. 

It's fun and a great way bring team members together to raise funds. 

It's fun, engaging and a nice break in routine for the team. Plus it's nice to know that 

the money's going to a good cause...although it'd be good to know more about 

where it's going and what it's achieving. 

The energy and excitement in the office can be incredibly infectious if we're running 

a charitable event that day. 

I feel like I'm making a difference in my local community. 

Working as part of a team to raise funds for a good cause - the combined feel good 

factor that working together to make an impact gives. 

Amongst employees who were engaged in supporting not-for-profit organisations at 

work, 63.1% stated that this increased their loyalty to the organisation which 

employed them. 
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Employees were asked how the activity supporting not-for-profit organisations at 

their place of work affects how they feel about their employer and job. Whilst some 

stated it made no difference, and others wished their employer did more, for many it 

enhanced their view of their employer, and the pride they took in their job. 

It shows that my employer has a caring attitude and is socially aware.  

I love not having to leave my values at the door - it's more rewarding working for a 

company that gives back to the community  

I feel proud that the organisation I work for will give time to employees to be socially 

responsible.  

I love my job as it is but taking part in special events and raising money for charity 

makes it a whole lot better. It also makes me respect my employer a lot more and 

appreciate what he is doing for charity.  

It's great to work somewhere who care so much about the community and finding 

new ways to give back. Not many organisations actively support charities to this 

extent and it's great to be part of it.  

It makes me feel that I work for a responsible employer that cares about the 

community in which it operates.  

It makes me feel loyal to the company, as I want to work for an employer who has a 

good CSR ethos. 

When asked how the activity supporting not-for-profit organisations at work affected 

personal job-satisfaction, over 70% of employees stated that it increased their job-

satisfaction. 
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Where employees weren’t already engaged in supporting not-for-profit organisations 

at work, almost 67% stated that if they were, it would increase their loyalty to their 

employer, with the same number agreeing that it would increase their personal job-

satisfaction. An even higher percentage of this group, at 83.3% stated that they 

would like their employer to run or support activities which benefited not-for-profit 

organisations. 

Amongst all respondents to the employee survey, a huge majority, at 92.2%, felt that 

companies who undertake activity which supports not-for-profit organisations make 

better employers, with only 3.1% stating that they didn’t believe this to be the case. 
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A small number of employees felt that their employers CSR activity was mainly about 

how brand and image was projected externally, but this was very much a minority 

view amongst those surveyed. 

I don’t particularly think that it makes them better employers but I do think helps in 

gives them a more positive image. 

Makes them appear not all about their own company. 

For a number of employee respondents, CSR activity demonstrated that they worked 

for a company which cared, and encouraged this amongst others. 

It shows they care. 

It promotes a culture of social responsibility. 

Because they are trying to give something back, promotes good values and raises 

awareness. 

Others took this further, commenting that CSR activity with not-for-profit 

organisations evidenced that employers were not just interested in the bottom line, 

which in turn improved overall company culture and attitudes towards employees 

and other stakeholders. 

It's nice to see they think about the bigger community picture and not wholly focused 

on company profits. They feel more people focused and more likely to look after their 

staff better. 

It is just one manifestation of a more humane approach to business which also 

underpins its other activities, including things like staff welfare and honest dealings 

with customers and suppliers 

From a client/candidate it’s an added perspective and demonstrates the kind of 

personality with whom they are dealing. 

Large companies/institutions that show support for such organisations are often 

more likely to also look after their own staff. A supportive, ethical, culture exists. 

For some, businesses who undertake activity which supports not-for-profit 

organisations make better employers as this means the workplace is a more 

enjoyable environment to be in. 

It's another reason for people to come to work and be happy, having the ability to 

engage themselves and others in causes which means something to them. 

It gives you a chance to do something outside of the office that is worthwhile. 

Because it gives businesses the chance to come together as one and do something 

nice for other people. You get to know your colleagues more and have a bit of fun. 
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One employee simply stated: 

I could not work for an employer that was only interested in profit. 

Partnership Duration 

The majority of respondents were involved in supporting more than one not-for-profit 

organisation, and some of these liked to have different lengths of relationship with 

supported organisations, dependent upon the reason for engagement. 

Almost 67% of respondents developed long-term relationships with organisations 

they supported, almost 44% preferred short term relationships, with just 22% 

developing what they considered to be medium term relationships. 

 

 

Charity of the Year Schemes 

That medium term relationships were felt to be least attractive was reflected in the 

number of respondents running ‘Charity of the Year’ type schemes. 

Only one of those businesses surveyed ran a charity of the year scheme, with one 

other considering it as an option, suggesting that this is not a popular scheme 

amongst those smaller and medium sized businesses which made up the bulk of 

respondents. 
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Where businesses preferred long-term relationships with not-for-profit organisations, 

respondents commented that this enabled them to develop a real understanding of 

the impact their support could provide, and a good relationship with the organisation 

they supported.  

You get to know the individuals, the organisations’ needs, which you wouldn’t get 

over a short period of time. Really, for the same reasons that any type of long-term 

relationship is better.  

You can look at the results and see if the relationship is working out from both sides, 

and if a charity is pro-active (in how it deals with the donor) and it isn’t just a one way 

street. It’s a partnership, and if it’s working we would look to continue it in the longer 

term.  

I think it’s about the relationship building. You get more out of it if it’s long term, as 

with business relationships. You’re only just creating the links after 1 year. It’s linked 

to business development; it takes time to bed-down. It’s a partnership.  

You get relationships with individuals at the charity and get to see what impact you 

make. There’s a lot less value if you don’t see the impact, it’s an affirmation of what 

you do and you feel warmer inside.  

It tends to be long-term. You just get to know the people, it has a depth to it, you get 

to understand the organisation, they get to understand you, and you can advocate 

for each other.  

To get the best out of it you need at least two years to build what you want to do, and 

if another year to deliver. If you do less than that then it’s cursory and doesn’t do you 

or them any good.  
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Those businesses who had relationships of varying lengths with not-for-profit 

organisations tended to be larger, with 50 or more staff, and a range of stakeholders. 

These businesses wanted to balance the support they gave with the varied 

charitable interests of their employees, and their corporate CSR priorities. 

Having different lengths of engagement supports the corporate mission, about 

empowering our people, we can’t do that if we make everyone support one charity, 

we give the staff the autonomy to deliver that in a way that they are comfortable with. 

The collective decision is that we do lots of different things.  

We have a lot of runners and bakers, so we do a lot of group staff fundraising and 

that tends to be for a different organisation each time. In the long-term we are 

heavily involved with staff going in to education environments and mentoring young 

people. The short-term stuff is staff led and is enjoyed by them, and in the longer 

term you can get satisfaction from seeing the benefits to those you are working with 

and the schools. You also get better at it, the more you do. Half of our partners and 

some staff are on the Boards of not-for-profits, and that type of support has to be 

long term. That needs to be long-term for both sides to get the benefit.  

Because we can achieve greater coverage of different charities and support more, 

especially as we have a lot of employees, so a broad range of charities captures lots 

of peoples’ imaginations. If we did all activity for just one charity, we would lose 

some staff engagement. We have a lot of younger staff, and as a rule, most young 

people are engaged and connected to CSR.  

Developing Partnerships 

The most popular means of identifying the not-for-profit organisations that 

respondents supported was though employee recommendation or other word of 

mouth, both favoured by 67%, closely followed by direct approach from the 

organisation at 64%. It is worth noting that when direct approach from the 

organisation is favoured, respondents mostly stressed that this was a personal 

approach, rather than a generic campaign. Advertising campaigns were favoured by 

only 22% of respondents, with 33% actively researching the types of organisation 

they were looking to support. 
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Other ways in which not-for-profit organisations were identified were through the first 

hand experiences of staff involved in the decision making process, and from 

amongst the businesses’ client base. 

The most valued partnerships were not just transactional, but those where the not-

for-profit organisation had invested in building a relationship with key individuals. 

This was relevant regardless of the size of either the business or the not-for-profit 

organisation. 

 

The best relationships have been when they (the recipient organisation) find a way to 

get across how we can really help them and what we can get out of it, but then put 

the time into developing the relationship. Bring it to life, make it tangible.  

They need to have a real understanding of what we do, and a feel for how we can 

help them. It needs to resonate with work and personal values. In the past we have 

offered to help others but they haven’t engaged personally with me, so we have lost 

touch.  

It’s about 1-1 relationships with individuals. You need to find a way to develop 

relationships with one or two key people, when you know them and you really see 

what they do and what they put in to it, and they are telling us how we can help them 

and them us.  

Developing the relationship through the provision of relevant and tailored information 

was valued by many businesses. Respondents were attracted to not-for-profit 

organisations who could connect with them through good communication, showing 

what the benefits were for the donor and what the outcomes would be. 
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I think they need to demonstrate some kind of USP that fits with our own values, and 

also be something where our contribution is very visible and measurable.  

 

Outline proposals for the immediate future and what activity they are undertaking, 

and also outline any recent success stories.  

 

They need to be accountable and substantiate what they do with regular updates 

and information.  

 

They would have to have a credible plan. The organisation has to convey what its 

aims are, what its mission statement is, and make the link between the money and 

time given to the impact made. They have to demonstrate the difference that can be 

made.  

 

The State of the Sector survey revealed that only 22% of Manchester voluntary 

organisations who took part felt that commercial businesses understood the nature 

and role of their organisation or group. Clear communication on both sides of 

business-charity partnerships, about needs, expectations and outcomes could help 

to increase positive and long-term relationships. 

 

Business Expectations 

As part of the State of the Sector survey, respondents were asked to comment 

qualitatively about their relationships with local businesses, with some responses 

referring to what businesses wanted out of these relationships. 

“They like to talk the talk on community issues as they think it is good PR, but have 

proved time and time again that they are only interested in commercial profit.”  

“Local Business, do not do enough to aid small community groups unless there is an 

opportunity to advertise themselves.”  

These comments suggest that some not-for-profit organisations believe that support 

from businesses should come with no strings attached. Whilst some of the 

businesses surveyed do hold this view, for others relationships with not-for-profit 

organisations are treated like any partnership, where there is, not unreasonably, an 

expectation of some kind of return for the investment made. 

When businesses were asked what they expected in return for their support, most 

stated that there are no conditions or formal expectations, but all bar two of the 

respondents who took part in the one-to-one interviews commented that they felt 

positively about activity which falls within what could be called relationship 

marketing: thanks, publicity opportunities, feedback on outcomes and successes. 
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A level of reporting or feedback is always good as you can then understand the 

impact of your efforts, and the difference it makes. Public thanks and exposure is 

good, but not expected.  

I want to be really clear how our support will benefit them, but equally how it will 

benefit us, make it tangible so we can sell it in to the business and the staff.  

We wouldn’t expect anything, just an engagement and willingness to understand 

who we are and why we want to get involved. Get to know us, ask our opinions and 

advice, show a willingness to have a relationship rather than expecting that money 

will just be donated long-term.  

Helping brand awareness, opportunities to communicate via their channels. Regular 

updates on achievements and enthusiasm.  

We don’t expect anything…but recognition and publicity is a good thing which we do 

like to have.  

We’re always happy if they are happy to acknowledge the fact that we’ve supported 

them.  

We wouldn’t expect anything, but it’s nice when they’re grateful and they give you a 

bit of promotion in return, but it’s not what you expect.  

Again, regular communication was felt to be important in ensuring a successful 

relationship lasted after initial support had been given. 

It’s nice to see the difference that your money makes… It’s the assurance that we’re 

making a difference and that what we are doing is important.  

Receiving regular feedback and constant communication about success, and 

information about immediate requirements.  

Whatever you do you need to feedback, as an individual or as an organisation you 

need to know the impact so that you know you’re making a difference.  

We want to be kept informed, on impact, activity and partnerships. We don’t expect 

new business or referrals, we just want to see where it’s going, and to follow-up what 

has happened, to build that connection.  

It’s good if there is active engagement, reciprocal publicity – the CSR benefit, to feel 

a sense of engagement, a meeting a few times a year to see where you’re up to and 

come up with some kind of plan.  

Shared Learning 

When asked if businesses could improve their own working practices through their 

partnerships with not-for-profit organisations, 62% responded that they believed they 

could, with only 9.5% answering a definitive no. 
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Amongst those who felt businesses could improve their working practices through 

their partnerships with not-for-profit organisations, a common theme was seeing how 

not-for-profits developed innovative practices to achieve their objectives on very tight 

budgets. 

They’re probably able to help you understand how to operate a leaner business, and 

one that’s more accountable and sustainable, how to motivate and inspire people 

and get more from them for relatively less reward.  

A not-for-profit often will have more innovative ways of working as often they are on 

very tight budgets, and they are delivering things other than profit. They can 

therefore be very innovative and commercial organisations can learn from that.  

I think because they are doing it on such a tight budget and managing to deliver that 

others can learn how to do that and not be so flash with the cash.  

Another key theme that developed when discussing what businesses could learn, 

was how to always remain focused on the impact of your activity upon others. 

I think it’s an eye-opener when you see the results of your involvement. The feel-

good factor makes you think about how what you do impacts on others. You can use 

that as a professional tool which gives a more balanced view. 

Speaking from experience in other organisations, you can be too focused on the task 

and the business rather than the impact you have on your immediate community. 

Working with not for profits can help you get your priorities right. 

I think it helps to give a more practical feel for things. It’s very easy to become 

focused on profits/results/turnover. Connections with not-for-profits helps you 
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remember that everything you do has a social impact. It makes you think outside the 

core business and see practical approaches to issues.  

For others, developing this focus on social impact had more specific, and local, 

benefits. 

It’s thinking about, we’re a growing business; we want to be here in 10 years’ time. 

Who will our staff be, where will they come from, what are our ethics, what will theirs 

be? If you’re thinking about growing, you need to look at what the local community is 

doing to support future leadership skills, support those who might come from difficult 

backgrounds or have difficult influences, to find the right path. Working with those 

can only be good for the community, businesses and employees.  

Being in partnership with local organisations you become part of the Manchester 

community and you can benefit from that. It makes it a better place to live and work 

for both groups of people.  

Respondents who answered ‘don’t know’ to this question tended to have had some 

direct experience of a not-for-profit organisation whose working practices had not 

been ideal, but  remained open minded to the possibilities of what could be learnt. 

Realistically you can always learn something from somebody else. I think the not-for-

profit sector has a massive way to go; they need to think a lot more commercially.  

Usually you find the practices of not-for-profits not great as they are often working on 

the bare bones, there’s a huge lack of resource. So no in terms of professional 

practice, but for the softer skills, passion and enthusiasm, you can learn.  

Those who answered no or don’t know to this question thought that not-for-profit 

organisations were more likely to improve their working practices through their 

relationship with businesses, rather than the other way round. 

I think not-for-profits and charities can learn a lot from businesses. We do work for 

several charities, and we occasionally try to offer operational support as we can see 

problems with their offer and how they are approaching what should be business 

decisions.  

Future CSR Plans 

Of those surveyed, 86% of respondents intend to undertake further activity with not-

for-profit organisations in the next year, with only 4.5% stating that they didn’t, with 

remaining respondents uncertain due to specific business circumstances. 
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The majority of respondents, at 90%, intended to offer direct financial support, and 

over 80% planned to offer employer supported volunteering. As with current activity, 

matched employer/business donations and payroll giving were the least popular 

means of likely future support amongst those surveyed. 

 

A 86%, most also believed they would be supporting not-for-profit organisations in 5 

years’ time, with none, including those that don’t currently undertake any activity, 

stating that they definitely wouldn’t 
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Strengthening Relationships 

Businesses who took part in one-to-one interviews were asked to reflect on how they 

thought relationships between Manchester businesses and not-for-profit 

organisations could be strengthened.  

A very strong theme which emerged from this was the importance to the Manchester 

business community of networking, and how this could be utilised by the voluntary 

sector. 11 of the 19 respondents’ answers referred to the need for increased 

networking by the sector, either taking advantage of existing business networking 

events, or creating specifically facilitated events. 

We’ve got a very good business networking community. Don’t hound us with direct 

mail, come and meet us. The relationship marketing might seem more intensive, but 

I’m sure if you analysed it over time it would be more cost and effort effective. It will 

generate more for them, and help them adapt and evolve. 

The other thing is the networking side of meeting people...essentially it needs to be 

done well and better 

Networking events are good, and charities are always involved, so attending those is 

good. There are lots of good networking events in Manchester, going to events and 

talking about things is the best way to get people on board.  

Networking, social networking,  Others have to provide types of opportunities to meet 

face to face, go down to events that are happening, It’s a two way street, charities 
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need to show that they want your help, there needs to be a face, a person you need 

to deal with.  

Networking events for businesses to meet charities are good ideas.  

The networking side is one of the best ways of doing that. The more you can get 

people together informally and socially to chat, not to force it too much, in a relaxed 

natural environment, far more will come of that.  

Another theme which emerged was the need for not-for-profits to have a clear idea 

of what it is that they can offer to businesses in exchange for their support, and 

recognition of the support received. 

I guess thinking about the commercial aspects, companies like free marketing and 

PR. If not-for-profits were more willing to grow relationships and provide support in 

terms of marketing, more companies might think they’d get more PR as well as 

support a good cause. It wouldn’t make us choose one, but providing services back 

that help businesses grow can only be a good thing.  

Maybe that’s the thing, not-for-profits recognising the support given. Especially in 

current times, it’s quite hard-going, there’s just so much competition. So it’s finding 

ways to look after your sponsor, making sure we feel valued and special.  

Others felt that facilitating organisations were needed, to provide businesses with 

information regarding the voluntary sector’s needs, and to promote the benefits of 

corporate-voluntary sector partnerships. None of those interviewed seemed aware of 

the existing infrastructure support bodies in Manchester. 

You need to facilitate something like the old business link but for charities, so these 

are the groups, and they need this advice. It would be a professional advice service 

for free. It would be great to build a network of advisors across sectors.  

I think the successes that have been made need a wider platform so that results are 

introduced to others. 

We don’t know what’s out there. When it’s something associated with Manchester 

we need to know if it’s genuine, what it is and who it’s for. Not many people come to 

us, so it’s about communicating.  

I don’t know. I think maybe there’s a lot of competition between Manchester charities 

and a bit of a more centralised support base would be good.  More of a co-ordinated 

approach to help with all would advance things.  

Conclusions 

Of those approached, it was mostly, although not entirely, local Manchester 

businesses who were easiest to reach and who agreed to take part in the research. 
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Local branches of larger UK or worldwide organisations were more difficult to 

engage, and this was particularly true of financial institutions. Specifically, those 

contactable at a local level were not able to make the decisions about participation. 

This can be seen as reflective of the difficulties that face small and medium sized 

voluntary organisations without the expertise or resource needed to establish 

relationships with decision makers; in fact even identifying who you should talk to 

can be a challenge. Larger organisations not primarily based in Manchester are far 

less likely to have the autonomy to engage and give at a local level. 

 

This suggests that the sector will find it easier to engage with small to medium sized 

businesses. Word of mouth is powerful, and developing a relationship with any 

member of staff can assist in understanding if a business is an appropriate one to 

approach, and indeed to identify who should be formally approached. If an 

organisation is to be contacted directly, some basic research into a company’s 

structure and values will help with initial conversations.  

 

When identifying businesses to work with, the presence of a CSR policy is an 

unreliable indicator of the willingness to support community initiatives. Again, larger 

organisations are more likely to have a CSR policy in place, but they are also more 

likely to have pre-defined and remotely led programmes in place.   

 

Voluntary sector organisations should not expect to receive support but have nothing 

to give back. A number of comments quoted in the State of Sector report indicate 

that some voluntary organisations may be uncomfortable with this, and infrastructure 

agencies may wish to explore finding ways to support organisations to change how 

they view these mutual expectations, and to qualify what they have to offer.  The 

majority of businesses who took part in this research do not expect a huge amount in 

return for their support, but thanks, public acknowledgement, regular communication, 

a case study or an opportunity for staff to volunteer are generally welcomed, and any 

of these help to build longer-term relationships. There is also an argument for 

working with businesses to help them to define what it is that they want from a 

partnership, and why.  

 

The positive impact of CSR activity at work upon employees is perhaps 

underestimated by some businesses, particularly when this activity is supporting the 

local community where employees live and work. Further research or opportunities 

to disseminate this information amongst the business community may be merited. 

 

The business community in Manchester values networking opportunities, and this is 

the ideal way for the voluntary sector to increase its profile in the area. Either 

individual or representative organisations need to investigate how they can take 

advantage of the opportunities presented by existing events, and consider facilitating 

new networking events. 

 



42 
 

A startling statistic that comes through is that despite the research being primarily 

informed by those businesses already engaged with not-for-profits, 60% of them in 

Manchester, a worrying 49% wouldn’t know where to begin to look for other local 

organisations to support. Amongst those surveyed, none made any reference to 

infrastructure agencies or umbrella bodies, suggesting there is little awareness in the 

business sector of who they are, or what they do. This lack of a single identifiable, 

and in some cases, competing bodies, speaking for the sector, makes it hard for 

businesses and voluntary and community organisations to grow mutual 

understanding, and to optimise the opportunities that the significant financial value of 

the sector offers. 

 

The challenge of raising awareness of the sector and communicating effectively is 

not a new one, and infrastructure support bodies need to clearly define their own role 

and increase their profile within the business community to be effective 

intermediaries; to help businesses understand the needs of the sector, what it is they 

want to offer, and to identify relevant organisations to support.   
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