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COLUMNIST

Philanthropy in the
modern business world
Too many people think
philanthropy is only for the rich.
But, as the word philanthropy
simply means ‘the love of
humanity’, it’s something we all
can enjoy – no matter our relative
degrees of wealth.
Corporate social responsibility (CSR) is key
to good corporate governance for many of
the biggest UK companies. However, the
number of SMEs which support charitable
causes varies greatly. While as a nation we’re
incredibly generous towards charities, sadly
too many companies turn a blind eye or cut
their support whenever the economy takes a
downturn.
For me, the word ‘responsibility’ is part of
the problem because it sounds boring and
onerous. Instead, I prefer to think of CSR as
corporate social opportunity!

An opportunity to give back
Apart from the tax advantages of charitable
giving, there are few better ways to engage
your employees with your company values
than by supporting community causes that
matter to them.
There are many different models of corporate
giving. Individuals can participate in payroll
giving with the attendant tax benefits,

and companies can choose to match the
donations on a one-to-one or perhaps an
even more generous ratio. Such arrangements
make a bold statement about how much
a company cares about their surrounding
community.
Another valuable method of giving is to
create endowment funds that can be used to
make grants. One organisation that can help
companies set up endowment funds is UK
Community Foundations (UKCF).
UKCF enables companies and individuals to
set up funds to be operated in their name,
meaning they don’t have to set up their
own charity. There are now 48 Community
Foundations all over the UK. And collectively,
they made £65 million of grants to over 21,000
causes last year.
Because UKCF connects each donor directly
with their chosen causes, giving through
a Community Foundation can be more
meaningful and fulfilling, as you can see first
hand the impact of your donation.
The more we can grow a culture of local
philanthropy, with the warm satisfaction of
knowing we are all giving something back,
then the happier and more connected our
communities will be.

David Sheepshanks
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Give it up
for growth
As summer hues take on autumn shades,
the business community is turning its
thoughts to the year’s final quarter. The
good news is that the smart money is
on continued steady UK growth into
2016 – despite a volatile international
environment.
In this new look edition of Business First we focus on the
concept of giving. Whether it’s boosting your business or
the wider community, we look at how many businesses
are putting something back – and reaping the rewards.
The UK’s positive commercial climate means business
development and marketing remain top of the agenda
for many company owners and entrepreneurs. So a
guest article on the upside of CSR and community
work sets the tone nicely for other contributions
covering philanthropy, how to talk to journalists, change
management and that innovative comms technique:
storytelling.
With people central to every business, large and small,
we’ve got some refreshing ideas for taking meetings
outdoors, sharpening internal communications and
upping employee motivation with perks and rewards.
Plus we’ve a good haul of the thought-provoking articles
on commercial law and property that make every
Business First edition tick. A series of practical pieces
covers getting paid, getting on top of energy efficiency
and getting to the bottom of what an EU ‘Brexit’ would
really mean. How to best manage Wills and wild, winter
weather complete the picture.
Enjoy the run up to the festive season – only a large
handful of shopping days to go now!
Tim Trout - Editor
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Ethics and finance
top whistleblowers’
concerns
Recently published research by the whistleblowing
group Public Concern at Work shows money
matters and morals are top of mind for many
employees:

22%
adviceline calls from
educationalists

• 	2014’s main worry was financial
malpractice (18%)

• Ethical concerns had risen by 50%
• 22% of advice line calls were from educationalists
•	50% of all whistleblowers who contacted PCAW
were later dismissed or resigned

50%

•	Eight out of ten whistleblowers suffered some
form of reprisal

•	In over half of cases – 52% – the employer denied
or ignored whistleblowing concerns.

8/10

half of all
whistleblowers were
later dismissed or
resigned

whistleblowers suffered some
form of reprisal

Acas guides promote equality
and diversity
A trio of new Acas guides offer practical advice for employers and
managers to identify, tackle and prevent discrimination in the workplace.
View all three titles at www.acas.org.uk/equality:
• E quality and discrimination: understand the basics
•P
 revent discrimination: support equality
•D
 iscrimination: what to do if it happens
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Social media
defeats claimant in
employment claim
Social media privacy settings could be
the client’s undoing in an employment
claim say barrister Madelaine Power and
solicitor Jenny Hawrot – as JF v MJR [2015]
illustrates.
The claimant filed his ET1 four days out of
time as it was ‘not reasonably practicable’
to do so within three months of the
dismissal date and was ‘within such
further period as the tribunal considers
reasonable’ (section 111(2)(b), ERA 1996).
He asserted the delay was because he was
suffering from anxiety and depression, his
family had suffered a bereavement, his
wife was unable to support him – and his
ex-wife was denying him contact with his
children over unpaid maintenance.
However, Facebook showed that he had
enjoyed an active social life hosting dinner
parties, visiting bars, performing at DJ
all nighters – plus cosy evenings in with
his wife.
The tribunal rejected his assertions it
was not reasonably practicable to submit
his claim in time. The lesson for clients is
clear: never think social media is private
– simply because they’re only connected
with friends.

 he Act will demand more
T
exacting supplier standards
to avoid Trading Standards’
sanctions”

Are you ready for
the Consumer
Rights Act 2015?

The Vince Cable-sponsored bill is the first piece of
legislation to apply to England and Wales which
consolidates key consumer law areas including
redress and unfair terms. It also attempts to catch
up with the new digital technologies consumers
use to obtain goods.

Suppliers who deal with ordinary consumers
need to be conscious of the new Consumer
Rights Act - in force from 1st October 2015.

One example is that a consumer will have 30
days to reject a product or service and the retailer
will only have one chance to correct, refund or
replace it if the product or service is found to be
defective.

This covers the sale and supply of goods and
services purchased by anyone not acting for
business purposes – including sale, hire and
hire-purchase contracts. And it demands more
exacting supplier standards to avoid Trading
Standards sanctions.

The Act’s digital download provisions will also
give customers new rights to repair, replacement
and refund against faulty or poor quality content
e.g. online films, games, music and e-books.

TECHNOLOGY

Is your website mobile?
With demand for internet access from mobile
devices increasing, it’s essential that your website
is smartphone and tablet friendly.

• Think about creating alternative content for use
with different devices (e.g. less text and more
images for viewing via a smartphone)

Introducing responsive web design (RWD)
RWD optimises the viewing experience across a
range of devices – allowing your clients to access
the information they require anywhere, anytime.

• Develop a plan with your web designer to make
your site wholly responsive – work with them
throughout the design process to ensure it is
robust and meets your needs.

Assessing your website
•B
 efore updating your website, note how easy it
is to use with different devices and run a ‘mobile
friendly’ test using an online development tool
(e.g. www.google.com/webmasters/tools/
mobile-friendly/. You could also research how
your clients tend to access your site, to identify
the best ways to update it.

Remember
Your website content should be like water:
it should be flexible and flow into a number
of different containers while remaining
equally accessible.

IN BRIEF
NATIONAL MINIMUM
WAGE GUIDANCE
FOR EMPLOYERS
The Government has
launched a National
Minimum Wage
Campaign to encourage
employers to catch up
and pay the correct
National Minimum
Wage. Visit http://bit.
ly/1Kd93C8 for more
information.
BRITISH BILL
OF RIGHTS ON
THE WAY?
The Ministry of Justice
has confirmed that it will
‘bring forward’ proposals
for a British Bill of Rights
this autumn – to replace
the Human Rights Act.
ALL CHANGE FOR
INHERITANCE TAX
Following the summer
2015 budget, the
Inheritance Tax threshold
will rise each year to
2020. That’s when
married couples and civil
partners will be able to
leave property worth
up to £1 million to their
children or grandchildren
– tax free.

Making changes
•C
 onsider having your content rewritten to make
it more ‘web friendly’
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CORPORATE SOCIAL
RESPONSIBILITY

The giving game
Corporate Social Responsibility – three words that can
have a huge impact on a business. So why do some
give freely, while others are reluctant? Spencer Davis
looks beyond the potential tax benefits to explore the
hidden gains of giving.
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You
and your competitors might
look similar and offer identical
services that often cost the same,
but giving can set you apart”

It’s not simply about money.
All organisations and employees
have something to give, be it our
time, services or products.
True philanthropy is about giving
a little to a lot. If many of us gave a
little, just think about the number of
small charities and local community
groups that could benefit. In turn,
giving can have a positive impact
on business by:
Defining your corporate identity
You and your competitors might look similar and
offer identical services that often cost the same,
but giving can set you apart. Philanthropy can
characterise a company as one that gives back to
their local community.

Enabling better public relations
They say all publicity is good publicity. However,
the best kind is when you become noticed for
something rather than shouting about it yourself.
Join your team in rolling up your shirtsleeves
and getting stuck in to a local project. With some
careful product placement and brand awareness,
it can raise your business profile.

Enhancing employee relations
Getting staff to choose, run and be involved with
projects can give them a sense of ownership or
belonging. And all that extra energy can give
productivity levels a boost. Success in business
often comes from leading by example – so why
not encourage your staff to take the initiative and
take charge in philanthropic projects?

Building teams
This speaks volumes. Whether you are a five- or
500-person organisation, try to bring your people
together to do something that benefits others.
It can break down barriers between employer

and employee, as fundraising and community
volunteering puts everyone at the same level.

Retaining employees
Everyone wants to work with and for ‘good’
employers. Giving staff the power to make a
difference in the community will often filter back
into the business – and inspire a sense of loyalty.

Boosting results through matched
funding
Yes, this might hurt your budgets if your staff
really get stuck in. But, managed properly,
matched funding can give your people a real
boost in their philanthropic work – and bring
about fantastic results.
At the end of the day, being known as a company
that cares about others, not just the bottom line,
will set you apart from your competitors – and
help build your brand story. You could even invite
your clients to join your team on a fundraising
adventure. Imagine bringing together your staff
with like-minded clients on a sponsored bike ride,
or planting a thousand daffodil bulbs outside the
local hospice. The goodwill giving can generate is
priceless.

IN SHORT
Don’t underestimate the
positive impact giving can
have on your staff, your local
community and, ultimately,
your business
Through public relations,
charitable work can enhance
your brand identity and
raise awareness of your
organisation
Carefully managed
philanthropic projects will
boost productivity levels
and inspire a sense of loyalty
among your workforce

SWEET SUCCESS FOR TIPTREE
Tiptree, part of jam-makers Wilkin & Sons, is an excellent example of the
power and impact of business giving. From a strawberry picking race to
funding for a minibus for Autism Alliance, projects have led to a great deal
of national press coverage. Not only has this raised money and awareness
for the charities, but giving has helped the business connect with local
people and groups – and inspired its staff members. And this kind of work
can go much further than a marketing brochure or sales call. One tweet
from sportsman Darren Gough, who was involved with a Tiptree event
raising funds for the UK’s leading youth sports and disability charity the
Lord’s Taverners, reached out to over 400,000 people.
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The management
of change
Change is inevitable – and managing it effectively is
fundamental to success. Catherine Lloyd explains how
businesses can navigate change to ensure it’s a positive
experience for all.

Change is a necessary and vital part
of any business. It allows you to grow
and ensures you stay one-step ahead of
your competition. But it’s important to
understand that to implement change
successfully in the long term, you need
to exercise a certain amount of patience
and restraint.
Although change may be essential, according to
American Politician Robert F. Kennedy 20% of your
workforce will be against it. Couple this with the
general feeling of uncertainty that change can create,
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and you may see a negative impact on the working
atmosphere within the company, the work ethic of
your staff and, ultimately, productivity.

Dealing with the side effects
How you mitigate negative attitudes and manage
the transition process can make or break future
working relationships. There are a few key things
that will need to be addressed if change is to be
implemented successfully – both for your business
and your staff.

• Understand that uncertainty brings anxiety, and
anxiety brings frustration and irritability

H
 ow you mitigate negative attitudes and
manage the transition process can make
or break future working relationships.”

• There may be an undercurrent of
suspicion amongst your workforce – staff
on probation may worry they will be
squeezed out, and more mature staff may
fear being forced into a frightening new
direction

• Employees may feel that they have to
prove themselves, and boundaries can end
up being pushed

• Staff absence from work could increase,
while in the office you may see a ‘work-torule’ policy develop
All of these factors will contribute to poor
working relations and, even with the
best intentions, a management that is
preoccupied with change can overlook
these critical side effects.

Listen
Listen to employees’ concerns and answer
their questions as honestly as possible.
Spend time getting to know your staff, and
allow them to get to know you – familiarise
yourself with their individual skills and
experience.

Communicate
Keep the lines of communication open at all
times, whether that’s an open door policy or
sending out regular updates.

Hold meetings that are available for all and
refrain from rearranging or cancelling them.
If you have remote meetings, allow staff to
select a representative to attend and report
back to the group.

Reassure
Reassure staff that you understand their
concerns – there will be a period of
uncertainty but it will get easier with time
and patience. Manage expectations by
keeping changes small and understanding
that staff may not accept them easily.

What to avoid
Try not to go in with big changes too soon –
staff need time to adjust to change and new
management styles. During the period of
transition, handle questions honestly. If you
don’t know the answer, explain this to the
person, find it out and let them know.
Don’t ask or expect your staff to keep
private information to themselves, as this
could create resentment. And don’t expect
staff to come to you with their problems
immediately – trust and respect take time to
build, just like in any relationship.

Communication is the key to progression,
and remembering that we also
communicate through body language and
tone of voice will help you enormously.
Giving the right message, at the right time
and in the right way is essential for seeing
your changes come to successful fruition.

IN SHORT
Change is necessary, but it
can be detrimental to your
business if handled badly
Keep the lines of
communication open with
your staff – understand their
concerns and take steps to
address them
Have patience – for longterm success, manage the
transition period carefully and
thoughtfully
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Five steps to growth
through client services
Improving the quality of your client services can lead to
gaining and keeping more clients – not to mention greater
profits for your company. Market development and business
growth mentor Michael Martin explains how.
It can be easy for businesses
to overlook client services and
underestimate the value to be
gained from setting, monitoring
and delivering consistent levels
of high quality service.
Not only will exemplary client service help to drive
sales and imbue your offering with a greater sense
of value, it will generate higher levels of client
satisfaction that may lead to continued business.
Here are my five steps that will help any business
develop their client services to deliver a real
competitive edge:

1. C
 OMMIT TO CLIENT SERVICE
STANDARDS
Create a meaningful, written commitment that
sets out the standard of service your clients can
expect – along with the deliverables that you
expect from your colleagues and staff.

2. IMPROVE PERSONAL SERVICES
Do what you say, when you say you are going to
do it – and do it with a smile. Going above and

beyond what is traditionally expected will go a
long way in generating client loyalty.

3. M
 ONITOR YOUR
PERFORMANCE
Make sure you measure levels of client satisfaction
at the end of your interaction. Gather meaningful
feedback, and take appropriate action to address
any changes you need to make. If a client has a
justified complaint, deal with it quickly, giving
them the opportunity to benefit from a positive
client experience.

4. PROVIDE ON-GOING CARE
Sending follow-up emails not only shows your
clients that you care about their experience, it also
gives you the opportunity to highlight new offers
or services. Don’t be afraid to ask for testimonials,
recommendations and even referrals – satisfied
clients can become advocates for your business.

IN SHORT
Don’t underestimate the
value of excellent client
service in driving growth
Leverage past successes to
create new opportunities for
business development
Monitor your performance
and communicate
improvements with your
clients.

5. L
 EVERAGE YOUR CLIENT
SERVICE SUCCESSES
Share details of your exemplary client services
to help promote your business, communicating
what you can offer to prospective, regular and
lapsed (dormant) clients.

Don’t be afraid to ask – satisfied clients can become
advocates for your business”
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A recipe for a successful
employee handbook
Welcoming new staff to a company requires
the perfect mix of information and inspiration.
Lisa Joyce proposes five essential ingredients
for an employee handbook that will rise to the
occasion when you most need it.
1. THE DISCLAIMER
This should clearly state that the
handbook is not a contract of
employment. This will prevent
former employees from suing you
for a breach of contract at a later
date in respect of the handbook’s
provisions.

2. C
 OMPANY GOALS
AND MISSION
STATEMENT
Start on a good footing and show
employees that they’re part of
something bigger. Outlining
the company goals and mission
statement at the beginning will
give employees a sense of purpose
and duty – meaning they are more
likely to take company policies to
heart.

3. DISCRIMINATION
POLICIES
You must be clear that your
company does not tolerate
any form of harassment or
discrimination. Set out ways for

“Outlining the company
goals and mission
statement at the
beginning will give
employees a sense of
purpose and duty”
employees to voice complaints,
including identifying to whom they
can turn with concerns.

4. DISCIPLINARY
POLICIES
This is by no means the most
popular section, but it’s essential for
a well-functioning company. Define
employee misconduct and explain
the consequences of such actions
– but don’t lock yourself into a
plan of action by using absolute
statements.

5. PROBLEMRESOLUTION
PROCEDURE

quickly, allowing employees to
work more productively. This will
also send a good message to
employees, letting them know you
care about their job satisfaction.

And finally…
To maximise the benefit to your
firm and employees, you should
train your managers in how to use
and present the handbook.
For example, consider what your
employees might think when
you introduce the handbook. It
shouldn’t come across as a book of
rules, as this could suggest they’re
not responsible enough to act
appropriately without being told
what to do.
So make sure the handbook is seen
as a step forward for your business
– a way to ensure the company
and employees are protected, and
that future workers will live up
to the expectations that current
employees have set.

By spelling out standard procedures
for work-related grievances, you
can make sure issues are resolved
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Break out of the
boardroom
Following in the footsteps of Apple’s late CEO Steve Jobs,
the concept of the walking meeting is on the rise.
Hayley Anderson explains how leaving the boardroom
could help free your business and boost productivity.
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 study by Stanford University
A
in 2014 confirmed that walking
meetings have a significant
effect on increasing creativity”
On average, people are spending
over nine hours a day sitting down.
For many that’s longer than the time
they spend sleeping, or doing any
other activity throughout the day.
Steve Jobs, the late CEO of Apple, was famous
for his extraordinary vision, and his desire to
innovate and stretch boundaries. Jobs developed
the idea of walking meetings within the business
community and, as his biography confirms, ‘taking
a long walk was his preferred way to have a
serious conversation’.
The idea is simple, but there’s more to it than
just fresh air and a nice view. Instead of holding
an important meeting in a confined office
environment, allow the agenda to be discussed
during a walk outside. In doing so, it’s been shown
that productivity and creativity improve – both
while on the walk and on returning to the office.

Famous footsteps
Facebook’s Marc Zuckerberg is also a fan of
walking meetings, and is said to take potential
new employees on a stroll around Silicon Valley
before offering them a job. But the idea may not
be a new one. Evidence suggests that innovative
figures such as Darwin, Beethoven, Dickens and
Nietzsche have long known the benefits of taking

 ll truly great
A
thoughts are
conceived by
walking”
– Nietzsche

regular walks, with Nietzsche positing that ‘all truly
great thoughts are conceived by walking’.

The science
A study by Stanford University in 2014 confirmed
that walking meetings have a significant effect
on increasing creativity. Measuring creativity in
individuals whilst walking against the creativity
of those sitting down, the study found that on
average, creative output increased by an average
of 60% whilst walking, and a notable difference
was found in 81% of the participants. The study
also concluded that increased productivity levels
continued even after the participants sat down
again after their walk.
Even if it’s not a beautiful day outside, or your
office is in the middle of an industrial estate, the
study found that it’s the act of walking itself that
boosts creativity, not the external environment.
They found the same improved productivity in
individuals who were asked to walk on a treadmill
facing a blank wall – so it really is the walking
that counts.

Benefits beyond the boardroom
The benefits go far beyond higher rates of
creativity at work – walking aids a healthy lifestyle
and helps us to de-stress. Walking for just one mile
can burn up to 100 calories and each step will
use 200 muscles of the human body. Walking also
counters the physical inactivity that can lead to
heart disease, diabetes, and a number of cancers.
Whilst our great British weather might sometimes
hamper our otherwise good intentions of holding
walking meetings, the potential to boost creativity,
increase productivity, reduce stress and improve
your health could mean that it is time to take your
next meeting outside.

81%
“A notable difference
was found in 81% of
the participants”

IN SHORT
Studies have shown an
increase of 60% in creativity
in individuals walking, versus
those sitting down
It’s the walking that counts, so
even when it’s cold and grey
outside just a short stroll can
improve productivity back in
the office
The benefits of walking go
beyond the boardroom,
contributing to our health and
general wellbeing
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Perks of the job
“I’m afraid that there’s no one in the office
at present; they’re all in Ibiza”. It may sound
unlikely, but such a response is becoming
increasingly plausible as employers strive
to find new and exciting ways of attracting
and incentivising staff through workplace perks.
And, yes, a trip to sunny Ibiza is genuinely
available to top performers at
one particular business.

From extra holiday to
flexible working,
Sophie Keene examines
the legal implications
of offering workplace
benefits.

Other unusual staff perks include onsite helter skelters,
workplace music festivals, in-house pubs and concierge services.
There are numerous ways to keep employees happy. And,
whether you’re a small business or a large enterprise,
you could be rewarded with greater loyalty and productivity.
After all, the success of any business is dependent upon its
ability to recruit, retain and motivate good staff.
While larger companies have long offered significant corporate
perks, many smaller businesses are now providing a selection of
enticing benefits that are having positive results. But whatever
the size of your business, it is vital that the legal implications,
including employment law considerations, are taken into
account in the design and implementation of incentive
arrangements.

Extended leave

“The success of any
business is dependent
upon its ability to recruit,
retain and motivate
good staff”

14

A number of employers have begun to offer unlimited annual
leave. While this may sound like an inspired plan, it could give
rise to legal pitfalls. Aside from the practical issue of ensuring
adequate holiday cover is in place, it is arguable that
unlimited annual leave may result in staff taking less time
off as they struggle to decide just how much leave is appropriate
in the absence of limits – or feel pressure to stay
at work. Employers would, therefore, need to be careful to
ensure they fulfil their obligation to permit staff to take the
statutory minimum annual leave in accordance with the
Working Time Regulations 1998.

 hatever the additional benefit
W
offered, employers should ensure that
policies are clearly drafted, effectively
communicated and transparent.”

Opportunities for everyone
Other employers offer incentives such
as prize draws for staff attendance.
However, this too could give rise
to legal issues, with the potential
for such incentives to be viewed as
discriminatory – particularly if an
employee’s medical condition or
maternity leave has contributed to
their not receiving the benefit.

Keep it clear
Many employers choose to incentivise
staff by expanding upon existing
statutory rights, whether by offering
additional holiday entitlement,
enhanced maternity/paternity leave
or flexible working hours. Whatever
the benefit, employers should
ensure policies are clearly drafted,
effectively communicated and
transparent. Informal policies leading
to inconsistencies and inequities are
often the cause of subsequent legal
disputes.

Taking up the mantle
One of the key effects of the Transfer
of Undertakings (Protection of

Employment) Regulations 2006 (TUPE)
is the protection of employees’ terms
and conditions following the transfer
of a business. What, then, are the
obligations of a transferee employer
in relation to provision of employee
perks? Where an employee has a
contractual right to a benefit, the
transferee will be required to continue
to provide it. To do otherwise might
give rise to a claim for breach of
contract or, where the employee
resigns, a claim for constructive
dismissal.

Transferees and
discretionary perks
In some situations, employees may be
contractually entitled to a benefit, but
the employer may reserve discretion
as to its scope or terms. An example
of this would be private medical
insurance, where an employee may
have a contractual right to participate
in the scheme but the employer may
reserve discretion as to the scope of
cover provided.
However, employers ought to ensure
the exercise of such discretion does
not lead to discrimination claims.
Employees might also enjoy noncontractual perks. Where benefits are
wholly discretionary, the transferee
will not be obliged to continue to
provide them. However, caution is
the watchword when withdrawing
discretionary benefits due to the
possibility of a breach of the implied
mutual duty of trust and confidence.
There is also the possibility that
a discretionary benefit may have
become contractual through custom
and practice.

Next steps
So, what now? Immediately dispense
with all staff perks on the basis of
the potential risk they might pose?
Absolutely not. Incentives are a tried
and tested method of improving
staff morale and productivity. I
simply suggest you fully explore the
potential legal implications of staff
benefits and take these into account
when designing, implementing
and amending employee incentive
schemes.

IN SHORT
Employers are increasingly
turning to perks to help
inspire employees
It’s important to consider the
legal implications of benefits,
such as extra leave or prize
draws for attendance
If you are taking over an
existing business, explore
your legal responsibilities to
continue to provide existing
perks
Make sure benefits
are clearly included in
employment policies – if
they are informal, you could
leave yourself open to legal
disputes
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Putting CPD at the heart
of your growth strategy
Your staff represent arguably
your most important asset.
Whenever one of your employees
makes contact with someone
outside of your organisation,
your reputation and business
sustainability are on the line.

The future of your
business is directly
related to how your
people perform.
Michelle Tranter
explains ways of
investing in your
staff that make good
business sense.

One approach to CPD (Continuing
Professional Development) proposes
giving freedom and flexibility to individuals
to determine their own training and
development needs.
Training can motivate staff and increase
turnover as long as there is purpose behind
it. Those companies that align learning and
development with strategic business goals
are at least four times more likely to realise:
• Increased organisational revenue
• Improved productivity
• Improved staff engagement
• Reduced staff turnover1

Theory into practice
There are a few basic steps you can take
today to start focusing your CPD strategy:
• S ee everyone in your company as
an adviser to the business – how
could processes be streamlined and
performance improved?
Share what’s worked well and learn from
what’s not – brainstorm ways of giving
better service and dealing with things that
have gone wrong. And highlight those who
are giving a great performance – asking
them to share hints and tips on what’s been
working for them.

• Ensure everyone understands the aims
of the business and how their roles –
performed well – are critical to the future
success of the organisation.

• Be clear about the job descriptions
for all of the people in your business,
making sure to include the objectives they
need to meet, their key responsibilities
and the behaviour expected of them.

• Assess people’s competence against
their job description. Are there any gaps
and, if so, what are the learning and
development needs for each individual?

• Carry out regular performance reviews so
that staff activities and development keep
pace with the changing landscape and
strategic aims of your business.

DEVELOPMENT OPTIONS
There are many ways to access learning
and development, not only in professional
competence, but also in much needed
personal skills such as assertive
communication, time management,
business networking, customer service,
leadership, resilience and administration.
Each of us has a preferred learning style
and the best learning and development
interventions cater for these. Identifying
whether your staff member learns best
as an Activist, Reflector, Theorist or
Pragmatist2, and matching the type
of training they receive accordingly,
adds much needed variety to the
experience and makes the best use of
the time available.
Here are some popular training methods,
and their pros and cons:

Classroom based learning
Advantages: allows discussion and
questioning; the learner won’t be
interrupted by their day job; opportunity
to build business relationships with other
attendees.

[1] Towards Maturity L&D Benchmark www.towardsmaturity.org
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 he single biggest reason
T
companies fail is that they
over-invest in what is, as
opposed to what might be.”
GARY HAME

Disadvantages: can be expensive and may
require travel.

Webinars/Teleseminars
Advantages: flexible access – can take
place anywhere there is an internet
and/or telephone connection; often
recorded for future listening; relatively
inexpensive; the option of live webinars
allows interaction.

a research tool; associated chat forums
allow learners to ask questions and share
experiences.

performance and enhanced well-being to a
degree that traditional training is unable to
achieve alone.

Disadvantages: requires personal discipline
and learners may feel isolated.

Mentoring gives learners the opportunity
to work with someone who has personal
knowledge of their particular situation. This
can be extremely beneficial to those new to
the role, looking for promotion or dealing
with difficult circumstances.

Alternative learning options

Online learning

There are a whole host of training and
development options at employers’
fingertips. Networking and business clubs
allow learners to meet other professionals
and often include an entertaining and wellinformed speaker. This can pay dividends
not only in learning but also in growing your
business.

Advantages: individuals can complete
training at their own pace and revisit the
information later; access the internet as

Professional coaching can be tailored to
the individual, and often enables shifts
in perspective, development of peak

Disadvantages: incoming emails can cause
a distraction; technical difficulties may arise;
less opportunity for experiential learning.

IN SHORT
It’s been shown that aligning
your CPD strategy with your
business goals improves
productivity and reduces
staff turnover

Companies that align learning and development with strategic
business goals are at least four times more likely to realise:
Increased organisational revenue

£££

Improved productivity
Improved staff engagement
Reduced staff turnover

√

x

4

See your staff as advisers
to your business – taking a
collaborative approach to
learning and development
can boost performance
Identify individuals’ learning
styles and deliver a tailored
development package for the
best results

[2] Honey and Mumford Learning Styles: www.peterhoney.com/content/LearningStylesQuestionnaire.html

17

PEOPLE
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Valued employees add
value to your business
	Staff members that feel fulfilled and valued in their work
are more likely to deliver results. Laura Darwin suggests
a few simple ways to motivate and empower your
employees towards superior performance.

A happy workforce is a
productive one – staff
members who are content
in their jobs are more likely
to give a better service to
your clients. Increasing
client satisfaction levels
will lead to an improved
lifetime value, so investing
in your employees pays
dividends down the line.
Holiday birthday bonus
How about giving your employees
an extra day’s holiday for their
birthday? Adding an additional
day to their usual annual holiday
allocation that can be taken at any
time in the week before or after
their birthday recognises this is a
special day for them.

Innovation inbox
Start an ‘innovation email inbox’
to encourage communication
throughout your organisation. Give
staff members the opportunity to
share their ideas and suggestions –
having a voice will make them feel
more empowered and engaged.
And seeking innovation from the
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bottom-up rather than from the
top-down could give your business
the fresh insight it needs.

Internal staff events
Regular, well-organised events for
staff members help to encourage
team bonding. Quarterly activities
– perhaps themed seasonally –
will engage your employees and
promote relationship building.
You could even use these events
to raise money for a local charity to
boost the ‘feel good factor’
for everyone.

“Investing in your
employees pays
dividends down
the line”

Social committee
As well as running internal events
for your staff, try establishing a social
committee to organise regular
events outside of work. Staff can
let-off steam and get to know one
another better. You’ll be helping to
promote a healthy work/life balance
– which may mean your staff will be
happier, and more productive when
they are in the office.

IN SHORT
The more fulfilled and valued
your staff feel, the more likely
they are to invest in what
they do

Champagne Fridays
Sometimes it’s important to
acknowledge an extraordinary
individual effort – to show you
appreciate their commitment
and recognise their achievement.
Presenting one member of the team
with a bottle of champagne every
month gives you the opportunity to
thank your employees and reward
their hard work.

Use seasonal events to
organise internal activities
that will help team building
Recognise individual
achievements to promote
commitment amongst
your staff

MARKETING

If you don’t want to see something in
the press, don’t tell a journalist”

On record – how to
talk to the press
PR is a vital part of the marketing mix, but if you don’t prepare
properly before speaking to a journalist you might not get the
results you’d hoped for. Matt Baldwin offers his five top tips for
those about to speak to the press.

WHAT’S THE STORY?

BREVITY

The first, and perhaps most important step, is to find out as much
as you can about the story the journalist is planning on writing. This
will help determine whether or not you actually want to contribute
– is the piece going to be beneficial for your business? A few wellplaced, careful questions to the journalist beforehand are a must.

You may be a specialist in your field, but remember the journalist
you’re talking to probably isn’t. Most write on a wide range of
subjects, and even specialist trade journalists will not understand
your market as well as you. Try to avoid jargon, and don’t give overly
long or complex answers.

DON’T RUSH
When a journalist calls they usually expect answers there and then,
but don’t feel pressured to give an interview straightaway. Give
yourself time to prepare – tell them that you are just about to pop
into a meeting and schedule a time for you to call them back. Don’t
forget to use this first call as a chance to find out a little more about
the story they are writing.

WHAT’S YOUR ANGLE?
This is your opportunity to think about the key points you want to
get across. Stick to just two or three main points to make it easier
for you to respond, to keep the journalist focused on the points you
want, and ensure they reach your reader clearly.

If you don’t know the answer to a question – don’t panic. And don’t
make one up. Simply say that you do not know, but you will find
out and call them back.

OFF THE RECORD
Journalists are after a good story – always. They may tell you that
a conversation is ‘off the record’ in the hope that you will drop
your guard.
But ‘off the record’ doesn’t mean that what you say won’t appear in
print – it just means that you will not be attributed. So stick to this
general rule – if you don’t want to see something in the press, don’t
tell a journalist.
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 nlike most narratives, your brand story
U
shouldn’t have an ending as such. It should
keep unfolding as you grow or diversify.”

What’s your story?
From Apple to John Lewis, the most successful brands are great
storytellers. Tom Chesher explores how your business can take a
leaf out of their (best-selling) book.
Since mankind first sat around a fire, stories
have had an amazing knack for bringing people
together. Whether written, visual or spoken, they
have a proven ability to embed facts and trigger
emotions. And the neuroscience backs it up.
Not just science fiction
Most businesses are built on left-brain thinking. This means they
are generally founded on a logical, rational, fact-based approach.
They’re most comfortable writing bullet-pointed lists, data sheets
and FAQs. They love a good stat or an infographic.
But, research shows, this kind of information only activates small
areas of your brain. It’s when these dry facts are woven into a
compelling story that multiple areas are activated – your sensory
cortex and cerebellum, motor cortex, visual, auditory and olfactory
cortex… Put simply, a good story engages all your senses.
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Of course, stories are not just limited to TV and the movies.
Your marketing and brand communications offer countless
opportunities for storytelling. And research shows that it could
deliver some significant results.
Jennifer Edson Escales, Marketing Researcher at Vanderbilt
University, USA, found that a test audience had more positive
reactions to advertisements that were told as narratives than those
who just used facts and arguments.
You needn’t search far to see brands harnessing this power – with
varying degrees of success. Just look at Christmas advertising from
the past few years and you’ll see companies using drama to create
connections. Whether it’s a cute bear, a loveable bunny or a family
gathering, these narratives are designed to tug at our heart strings
as much as our purse strings.
Of course, many of the most effective ads tell a story. But these ads
are just small chapters in an epic of ‘Game of Thrones’ proportions.

Telling your brand’s story
Ian Rowden, Chief Marketing Officer of the
Virgin Group, once said, “The best brands
build on great stories.” From its Oxford
Street record store to record-breaking
attempts, the story of Virgin is one of
triumph over adversity, risk-taking, high
drama and entrepreneurial rogues. It’s a
narrative that drives the corporate strategy
and enables the company to seamlessly
move between sectors.
So what do Virgin and the other great brand
storytellers have that we can all learn from?
Like most good novels, it comes down to a few,
pretty simple ingredients:
Character: you don’t need a famous CEO – a
Steve Jobs or Richard Branson – to breathe
personality and character into your writing. By
defining your brand’s personality and allowing
this to come out in your writing, you’ll create a
sense of character that can stand alone.
Authenticity: don’t attempt to make your
writing quirky and fun if you’re a serious,

professional business. Instead, get to the heart
of what makes your business tick – the real,
human spirit that underpins what you do.
Difference: all too often, brands try to copy
other market leaders. We’re often asked to
make something sound more ‘Innocent’ or
‘Pret’, but it’s always best to take your own path.
Identify what makes your business unique:
what makes your story inspiring and original?
Structure: in practical terms, a good story
should have a beginning, a middle and
an end. But as a concept, storytelling doesn’t
really end. Don’t just write an inspiring ‘about us’
page and tick it off your to do list. Use
storytelling to add a new dimension to all
your communications – your case studies,
brochures, website and more.
And, unlike most narratives, your brand story
shouldn’t have an ending as such. It should
keep unfolding as you grow or diversify. That
way, everyone from the finance director to the
new graduate can live ‘happily ever after’.

IN SHORT
Storytelling is a very effective
way of making information
more memorable and
engaging
An effective story can unite
your brand communications,
helping to create a sense of
cohesion
Make sure your story is
authentic, believable and
original

Sources:
www.personadesign.ie/blog/brand_story_the_
key_ingredients_to_what_makes_it_compelling
www.melcrum.com/research/strategy-planningtactics/science-behind-storytelling

Whether written, visual or spoken,
stories have a proven ability to
embed facts and trigger emotions.”
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FINANCE

Can’t pay won’t pay
– chasing money from difficult clients

From late payments to
spiralling debts, failing
to control cash flow
will almost always spell
disaster for any business.
But the good news is
that the law may be on
your side when it comes
to getting back money
owed. Holly Minney
explores how businesses
can be savvy and use the
law to their advantage.
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A key problem that can arise for SMEs is the
differing payment terms between different
companies. Many larger companies often
insist on longer payment terms, and can be
slow to pay up. This can have a real impact
on any smaller businesses they deal with,
which can often feel trapped and not in a
position to negotiate for a more reasonable
arrangement.
What’s surprising is that although businesses often spend
a great deal of time and resources keeping a close eye
on their cash flow, many are not aware of the legislation
available to them which could help when it comes to
controlling the purse strings.

How the law can help
The Late Payments of Commercial Debts (Interest) Act
1999 – as amended by the Late Payment of Commercial
Debts Regulations 2013 – is a piece of legislation that’s
largely underused by businesses. This allows businesses to
reclaim debts arising from business to business contracts
at an interest rate of 8% above the base rate – as well as
allowing them to claim a small amount of compensation
for the outstanding debt.

Claiming compensation for late payments
The Late Payment of Commercial Debts Regulations 2013
introduced new rules relating to payment periods, and the
dates from which statutory interest runs on commercial
debts. One of the clauses contained within these new

W
 here a creditor has to chase a debtor
for an unpaid invoice, they are now
allowed to claim for ‘reasonable costs
of recovering the debt”

rules stipulates that where a creditor
has to chase a debtor for an unpaid
invoice, they are now allowed to claim
for ‘reasonable costs of recovering the
debt’ and are no longer restricted to
a fixed sum of compensation, as they
had been under the original Act. This
allows for the recovery of reasonable
costs resulting from hiring a solicitor.

To be entitled to rely upon
the Act, the debt must:
• Arise from a business-to-business
transaction
• Not be subject to a different
contractual rate of interest. For
example, if your contract sets out a
late payment interest rate, then you
are not entitled to the statutory rate

and
•B
 e or have been outstanding past
any agreed date for payment.
Where there isn’t agreement on this
point, the Act implies a payment
period of 30 days. (The 30 days start
arising from the later of the date on
which the goods were delivered or
the service was performed, or the
date on which the debtor became
aware of the amount of the debt
i.e. invoice date).
For more information and advice
about how you can protect your
business against late or unpaid
payments, please speak to your
lawyer.

IN SHORT
Many businesses are unaware
that there is legislation in
place to help them recover
debts resulting from businessto-business transactions
This legislation allows
businesses to reclaim debts at
a higher interest rate
New regulations within the
Act also allow businesses
to claim compensation for
reasonable costs accrued from
chasing the debt

Smaller businesses can often feel
trapped and not in a position to
negotiate fairer payment terms”
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Where there’s a Will
...there’s a way
We all know we should, but most of us put-off making a
Will for another day. We’re so caught up in our everyday
lives that succession planning gets pushed further and
further down our to-do list – no-one wants to think about
dying when life is so busy. But making a Will ensures
that your plans for the future are carefully documented,
increasing the likelihood of your wishes and requests
being carried out successfully.

We may not want to
think about it, but as
Richard Howard
explains, making a Will
is better tackled sooner
rather than later. And it
really can be a positive
experience.
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If you run a business, it’s particularly important to set time aside now to
decide what will happen to your business affairs in the future. Making a
Will allows you to put a plan in place that will best reflect the direction you
would like your business to take.

Negotiating business partnerships
If you’ve got partners in the business, make sure you discuss your succession
planning with them first. Sharing your ideas and gaining your partners’

E
 xecutors and trustees will manage the transition of
your affairs from your estate to your beneficiaries –
so choose them carefully.”
input will make this a positive experience – if
you all consider the impact of any changes and
understand how they will affect the running of
the business, you can ensure your plans will work
when the time comes.

A family affair
If you run a family business, or perhaps want your
family to become involved in the future, you need
to carefully consider which family members you
think will be best suited to it – and discuss your
plans with them accordingly.
Think about their individual skill sets in relation
to the roles they would take. Are they ‘playing
in position’? And will they all work effectively
together?
It’s a good idea to set very clear guidelines from
the offset – covering both your expectations and
theirs. Think about the support you will need to
provide to enable them to succeed in the future.
It may be that after these discussions, your family
members do not want to be involved in the
business in a practical way.
If so you should consider whether they could
take a strategic role, or, if you need to think about
making alternative arrangements.

Making a Will
It’s important to discuss your succession plans
with your accountant, financial adviser and
Solicitor to ensure you receive the most relevant
advice from the right people. This will give you
the peace of mind that if something happens,

your business will continue to run as smoothly as
possible – and your family will have one less thing
to worry about at a difficult time.
You’ll need to discuss making your Will with a
qualified Solicitor, who will take into account your
individual requirements and make sure all of your
plans are documented, drawing them up into a
legally-binding document.

Choosing executors and trustees
Your executors and trustees will ensure the
smooth transition of your business from your
estate to your beneficiaries, so make sure you
choose them carefully. They need to be people
you can trust to make decisions in the best
interests of both your family and your business.

Reviewing your legal affairs
If your financial, family, business or health
situation changes, you must review your
succession plans and any documents you have
in place. It’s good practice to revisit these
documents regularly, seeking advice at least
every three years to ensure they still meet your
individual and business needs.

IN SHORT
Making a Will now increases
the likelihood of your wishes
and requests being carried out
successfully
Discuss your plans with your
business partners and family
to ensure your plans are fully
understood and change can
be managed as smoothly
as possible
Review your succession plans
every three years, or if your
circumstances change, to
ensure they still meet your
individual and business needs

Sharing your ideas and gaining
your business partners’ input will
make this a positive experience”
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Exit?

It could happen

With calls for a referendum on Britain’s membership of the EU
to take place as early as next year, Clariece Warrior looks at
the impact an ‘out’ vote could have on British businesses.
As the reality of a referendum rapidly
approaches, it’s worth assessing
the risks and opportunities for your
business that an ‘out’ vote could
bring. Britain is an intrinsic part of the
European Union, but a referendum could
change this overnight. The ramifications
of exiting the EU, however, would take
longer to unfold.
Impact on businesses
Britain is home to the European headquarters of
many multinational companies, who come to the UK
because of its EU membership. If we were to leave
the EU, we may become less attractive to foreign
enterprises that are looking to leverage Britain’s
access to the European market.
Consider the supply chain of your business. How do
you currently benefit from the logistical ease and
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financial advantages of operating within the EU, and
are there steps you can take now to safeguard your
business should you lose these?

Changing trade conditions
Approximately half of Britain’s exports go to countries
within the European Union, with our membership
significantly reducing trade barriers. If the UK were
to leave the EU, both exporting and importing
could become more difficult and costly. The process
of setting up a replacement UK/EU Free Trade
Agreement would take time – the Swiss model took
years to negotiate.
Britain’s trade would be affected around the world,
as we would need to review and re-negotiate trade
agreements with countries across non-EU markets.
Without the strength of the EU behind it, the UK may
find it has less influence and ability to negotiate more
favourable terms.

 ritain is an intrinsic part of the
B
European Union, but a referendum
could change this overnight.”

Free movement
Free movement of labour within the EU
enables British citizens to work abroad, and
UK-based companies to employ workers
from other EU countries. While there is often
negative press on the subject of migrant
employment, it is important to consider
how diverse your workforce is. If Britain were
to exit the EU, it would significantly reduce
the pool of candidates in the labour market,
and potentially impact your ability to recruit
the best person for the job.

Navigating regulation
The Treaty of Lisbon does allow for member
states to leave the EU, but withdrawing
is not that simple. EU law is now firmly
embedded within our own legal system,
and in order to continue trading with EU
countries Britain will need to abide by EU
business regulation.
The complex task of identifying the parts of
UK law that have derived from EU regulation
or directives that need to be preserved, and
which should be repealed, is a difficult one.
It raises a number of concerns for citizens
and employers, as both have acquired

certain rights and obligations through EU
membership – for example, the European
Working Time Directive.

“Approximately half of
Britain’s exports go to
countries within the
European Union, with our
membership significantly
reducing trade barriers”
With increasing globalisation, the UK has
become more interdependent on our
European neighbours. We may read more
about the negative ways in which EU
membership affects our lives, but these are
countries that share our common values
and institutions. Following an ‘out’ vote, the
UK would not return to its pre-1973 status
quo overnight. And should we revise our
position, there would be no guarantee that
we could re-join.
Though now is the time to be considering
why we joined the EU in the first place, it is
important to recognise that a community

is only as strong as the commitment of its
members. And if Britain does choose to
leave the EU, it is through working together
that we will overcome the issues an exit
would undoubtedly bring.

IN SHORT
If the UK votes to leave the
EU, there will be significant
financial and regulatory
impacts on your business
Understanding what an exit
from the EU would bring will
enable you to safeguard your
business for the future
Change can be a lengthy
processes so be prepared
to feel the long-term after
effects of a referendum
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Energy efficiency ratings
– do you make the grade?
In a move to reduce carbon emissions, Energy Efficiency
Regulations will make it an offence to lease privately rented
property that fails to meet minimum efficiency ratings.
Joanne Wood explores what actions landlords need to take to
meet the new legislation.
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 he Regulations include a
T
number of safeguards to
ensure only permissible,
appropriate, cost-effective
improvements are required”

An Energy Performance Certificate
(EPC) provides an efficiency
rating for a building based on the
performance potential of the building
itself and its services (such as
heating, ventilation and lighting). It is
accompanied by a recommendations
report which provides advice on how
the building’s energy performance
could be enhanced to reduce energy
use and save money.
Initially introduced for domestic properties
in 2007, the requirement to have an EPC for
commercial properties was phased in throughout
2008 and became a compulsory requirement
before any non-domestic property could be
marketed for sale or rent from 4th January 2009.
The EPC gives an energy rating from A (the most
efficient) to G – and is valid for ten years.

Improving efficiency
The Energy Act 2011 imposed a duty to improve
the energy efficiency of privately rented
properties in England and Wales. Subsequently,
the Government consulted on introducing
minimum energy efficiency standards (MEES)
in 2014, and the Energy Efficiency (Private
Rented Property) (England and Wales)
Regulations 2015 (“the Regulations”) were
made on 26th March 2015.
These Regulations will apply on a phased basis,
and mean landlords will no longer be able to let
properties with an energy efficiency rating of F or
G (save for certain exemptions and exceptions).
All new leases, whether for a new or existing
tenant, will require a minimum rating of E by 1st

April 2018. And, from 1st April 2023, all existing
leases will also require a minimum E rating.

How will the regulations be enforced?
The Regulations include a number of safeguards
to ensure only permissible, appropriate, costeffective improvements are required. However,
landlords still need to show evidence that their
properties meet any exemptions (see the boxout for more on this). Local authorities, and in
most cases, Trading Standards, will enforce these
regulations and will be able to serve compliance
notices and, where applicable, penalty notices.
The penalties will reflect the level of infringement,
as well as the length of non-compliance. In
addition, there will be an appeal process available
for landlords.

Making changes
The Regulations are expected to have a significant
impact on landlords and the property market
generally – in terms of property investment,
lending and property management, rent review
and marketability of property. To meet them,
landlords should start making energy efficient
improvements in the lead up to 2018.

IN SHORT
Energy Performance
Certificates showing an
energy efficiency rating for
a building ranging from A
down to G are a requirement
for all private and commercial
properties
From 1st April 2018, all let
properties that meet certain
criteria must have a minimum
E efficiency rating
Landlords could consider
obtaining Green Deal
financing to fund
improvements

Furthermore, landlords may wish to consider
whether they can obtain Green Deal finance – a
financing mechanism whereby the costs of works
are financed by credit and then re-paid through
the electricity bill, or subsidies to assist with
improvements.
This would enable landlords to carry out works
without needing to pay upfront. However,
tenants should be aware that they, not the
landlord, will be paying for the works through
their electricity bill.
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Severe weather warning
...adapting to climate change
Before the Great Storm of 1987, Michael Fish famously said
“There is no hurricane coming”. With the likelihood of extreme
and unpredictable weather expected to increase due to climate
change, it could be considered careless not to make sure your
business is prepared. Norman Faulkner looks at the latest advice.

British weather has always been difficult to
predict. We’ve had ‘barbecue summers’ which
have never materialised. Councils have run out of
road grit in icy conditions. And prior to the severe
flooding of 2013-14, the Met Office had originally
forecast that winter would be drier than usual. So
when it comes to making sure your business can
weather the storm, it’s best to be prepared for all
eventualities.
Come rain or shine
Extreme weather affects organisations across a wide range of
sectors to some degree – threatening commercial activities and
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business continuity. Logistics and transport networks are especially
vulnerable, particularly ‘just in time’ type supply systems. Although
efficient under normal weather conditions, these systems will be
increasingly at risk.
But it’s not just rain or snow that can bring problems. Hot
temperatures can cause staff stress, particularly those with health
conditions – and put IT systems under extra strain.
Organisations should have plans in place to protect these assets.
Governments around the world have listed climate change as a
likely threat to national security. So it makes sense that we in the
business community should recognise the same risk of disruption
to our livelihoods.

 xtreme weather affects
E
organisations across a wide
range of sectors to some degree –
threatening commercial activities
and business continuity”
TAKING ACTION

Adaptable working environment

Supporting staff

To make sure your business can adapt to
face challenging weather conditions, you
could consider making improvements in the
following areas:

Maintain the company’s IT system and MIS
by using cloud technology and remote
working. Carry out a Critical Resources
audit to decide how best to protect those
resources that are vital to the operation of
your business.

Maintain an acceptable working
environment by installing, if necessary,
additional heaters, ventilation and cooling
devices.

Flood defences
Defend your business premises from
flooding by making sure drainage systems
are maintained and ensure that you have
adequate physical defences including
sandbags, barriers and pumps. If you
operate warehouses, store your highest
value stock in the most secure locations.
You could also consider re-siting electrical
sockets and IT hubs and servers to a safer
position within your building.

“Being able to deliver
your services irrespective
of the weather is good
for your reputation”

Ensure all necessary data to run the business
is available off site – this should include
contact details for suppliers, customers,
employees, and relevant finance and
business records.

Planning for future changes
When assets are up for renewal, consider
adaptation measures that can be
implemented in a cost-effective way. This
could include purchasing vehicles that can
deal with adverse conditions, if needed.
Identify any upcoming new initiatives that
could offset weather related risks, and assess
any future investment on its resilience to
climate change.

The Environment Agency has published five good reasons
to consider climate change in your business management
and planning. These include:
1

 eing able to deliver your services irrespective of the weather is good for
B
your reputation.

2 Planned change is more cost-effective and less expensive than a last minute,
reactive response.

3

Incorporating the changing climate into your planning can help you identify
new opportunities and challenges.

4 Making changes now helps you to cope with current extreme weather events, as
well as future changes in the climate.

5 Insurers, investors and government increasingly require that climate change be
taken into account in decision-making.

Consider the affects of climate change on
your clients and employees more widely –
how will key workers get into work in severe
conditions? Take common sense measures
to allow key staff to work remotely from a
satellite site or from home. Offer advice and
assistance where possible.

IN SHORT
Due to climate change, it’s
likely that severe weather
events, such as flooding and
snow, could increase
Businesses should consider
climate change as part of
their business management
planning
The benefits of becoming an
adaptable company include
avoiding costly reactive
measures to extreme weather
Companies should think how
their businesses can function
during adverse weather,
including protecting vital
resources and making the
working environment suitable
for staff
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