IMPACT REPORT
2021

Contents

Welcome

6-9

The roles & responsibilities of construction PR

10 - 11

What We Do

12 - 13

Note from the MD

14 - 15

Discovering Our Impact

16, 17

Planet
Planet methodology

18 - 23

Where we are now

24 - 26

Goals

27

People

2

People methodology

28 - 31

Where we are now: Staff

32 - 37

Where we are now: Clients

38 - 43

Local community

44

Goals

45

Profit
Profit methodology

46 - 49

Where we are now: Profit

50 - 51

Goals

52 - 53

What next?

54 - 55

Conclusion

56 - 57

Appendix 1

60 - 61

Appendix 2

62-63

Appendix 3

64

Welcome

Welcome to our first ever
Impact Report!
Here at Smith Goodfellow, we
have always been proud of our
organisational culture, which
prioritises staff wellbeing and
ethical practices. These values
developed organically within
our business and, as such,
sustainability and people-first
approaches have always been the
unwritten rules of our ethos. But
we believe that unwritten rules
aren’t enough.
We want to be crystal clear
about where our priorities
lie. We want our clients and
stakeholders to know exactly
what they can expect from our
business practices. And we want
to know that we are actively
demonstrating our values in all we
do, with rigour and integrity.
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When we first decided it was time to
formalise this aspect of our business
and produce our first impact report,
we were very clear on one point:
We are not here to bullshit.
This is not a tick box exercise. This
is not a PR stunt. This is work that
we, as an organisation, are deeply
invested in and care about, and
which we believe will highlight all the
best bits about our company and
open up opportunities for us to do
and be even better. This is a starting
point for the long term, sustainable
development of Smith Goodfellow.
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“We are
not here
to bullshit.”
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The roles &
responsibilities
of construction
PR
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As PR professionals to the
construction industry, we have
an important part to play in
promoting and demonstrating
environmental, social and
economic sustainability.
The construction industry
has the potential to be a
powerful vehicle for climate
and social action, creating
accessible spaces that operate
more efficiently, last longer
and meet the needs of local
communities.
The PR industry is equally
powerful in its distribution
of information and position
of influence with clients. As
construction PR specialist,
we therefore have a unique
opportunity to be part of a
powerful movement for change,
both as part of the construction
supply chain and through
directly working with clients to
recognise and address impact in a
meaningful way.

We also recognise that one of
the biggest ways we can make a
difference is to lead by example,
showing even the smallest
businesses that owning your
impact and working to make it a
positive one can be profitable and
rewarding.
We know we are far from perfect,
and we want to be transparent
about that, demonstrating that we
recognise our flaws and sharing
the journey we are embarking on
in response to them. In this way,
we hope to show that it’s not
about being perfect, it’s about
making the effort to improve.
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What we do

Campaigns & Measurments

Crisis Comms
Recognition & Advocacy

Visual Content

Web Design & Optimisation

Digital & Social

Media Relations

Photography

Training & Developtment
Written Content

Brand & creative
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Note from
the M.D.
Cathy Barlow
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One of the great joys of becoming
a business owner was having
the opportunity to create a
workplace that reflects certain
values – somewhere that people
enjoy coming to, feel supported
within and that fosters a care
for the environment as well as
for our clients and each other. I
therefore felt immensely proud
when our team came and asked
to create this impact report and
initiate a plan to improve the
business further. This piece of
work is wholly theirs, but it is the
natural next step in a journey Paul
and I undertook in 2010 to build
our company ethically as well as
economically.

At a time when it has never been
more important to play our part
in protecting the planet and
securing our future, the report
shows us how we can step up to
the mark. It demonstrates how,
whether as individuals, SMEs or
large corporations, having the
will to act even in small ways can
stimulate positive change. We
will lend whatever support we
can to this endeavour, but we
know that for Smith Goodfellow,
it is our team who are the real
heroes in driving that change. I am
happy that the groundwork has
proved to have been laid well, and
I am excited to see what will be
achieved next!
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Discovering
our impact
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Before we can take meaningful action towards improving
our impact, we need to understand exactly what our
impact is in the first place. Right from the beginning, we
determined to take a no bullshit approach to our impact
assessment, adopting a rigorous methodology for each
pillar of sustainability:

planet, people and profit.
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Planet
methodology
Our approach to understanding Smith Goodfellow’s
environmental impact was largely informed by the
Journey to Net Zero (JTNZ) programme, funded and
facilitated by the Business Growth Hub and we are
especially grateful to the Resource Efficiency team in
Manchester for all their support.
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Time Period

Collecting actual data
Leased office space with landlordcontrolled utilities
Electricity, gas and water charges included
in the rent and not separately metered

Calculations are best estimate based on
guideline usage statistics* for the size of
our premises, number of employees and
the equipment we use. This is clearly not an
ideal situation, and we will be continuing
to attempt to gather more accurate data.
But, in the meantime, we feel it is better to
start with a rough estimate than to not start
at all.

What we looked at

Tools
Challenges
Solution
20

JTNZ workbook

Data collection and assessment carried out
over 3 months using data from 2019, as we
felt this gave the most accurate baseline
picture of our operations.

Identification of our main aspects and
impacts (business activities that can interact
with the environment and the changes
resulting from them)
Calculation of significance scoring factors
(the likelihood and severity of our impacts)
Carbon footprint calculations (the volume
of CO2 equivalent produced by our
business)
Operational improvement planning
(identifying positive changes we can make
and developing goals and a strategy to
achieve them)
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Despite being a small business,
with fewer than 15 employees,
we recognise that our operations
carry an environmental impact.
Small and medium enterprises
(SMEs) make up a staggering
99.3% of UK businesses
and account for just under half of
all UK business emissions.
We know that we have a vital part
to play in making progress
towards Net Zero and securing a
sustainable future for our planet.

Our estimated
total carbon
footprint in 2019:

7.50 tCO2e

We also know that we have the
opportunity to lead by example,
demonstrating what it’s possible
for small businesses to achieve.    
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Where we
are now:
Planet
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Headline figures
Because our energy bills are included in our
rent, and our landlord controls our supplier
& metering, this aspect falls under scope 3.

Electricity & gas usage is our biggest source
of emissions – 6.49 tCO2e p/year

6.49 tCO2e p/year

Travel & transport is our next biggest source
of emissions, resulting from client meetings
and trade show attendance – 0.76 tCO2e p/
year

0.76 tCO2e p/year

Website- 1.52g of CO2 is produced every time
someone visits sgpr.co.uk - using enough
electricity to drive an electric car 272km.

Using enough electricity
to drive an electric car
272km.

Our digital carbon footprint, whilst relatively
small, is something we know we want to look
at particularly with regards to our website – 0.1
tCO2e p/year

0.1 tCO2e p/year
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What we want
to improve

•
•
•

Reduce energy usage
Reduce business travel
Reduce digital footprint

•
•

Introduce a new environmental policy
Address our digital carbon footprint
through improvements to our website
and reviewing our digital behaviours
Work with our landlord to explore the
possibility of introducing separate
metering so we can accurately measure
our consumption

W
at

ail

0.09
Ga

Recycling and limiting waste generation
Using public transport for business travel
where possible
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Digital
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What we want
to keep doing
0.1
0.1

e
Wast

0.04
Travel- car

0.67

Annual tCO2eOther

Our goals
*Energy & water figures calculated based on guideline usage
for business & premises of our size. Resources & tools linked in
appendix.
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•
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People
methodology

People are the lifeblood of any
organisation, so we know that
for our business to be a success
we have to put our people first.
But it’s more than just good
business sense. On average, we
spend around 30% of our adult
life at work4 (where we take
‘work’ to mean paid employment
– unpaid labour is a whoooole
other conversation). With such
a significant proportion of time
given over to ‘the grind’, we
believe that it’s vital to make that
time enjoyable and rewarding,
and that our team feels valued
and supported in all they do.

We also want to look beyond
our own organisation and think
about the impact we have on our
wider communities and networks,
including our clients.

People have always been at the heart of our
business so, when it came to considering our social
sustainability, we wanted to look at the impact we
have on people both within and beyond our business,
including:
•
•
•

28

Staff
Clients
Local and wider communities
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Ensuring both staff and clients were able to
be brutally honest in their feedback

Staff surveys were conducted anonymously
Clients could choose whether to complete
surveys anonymously or not

•
•
•

What we looked at

Tools
Challenges
Solution
30

Staff feedback on:

Surveys conducted through Google Forms
for both staff and clients
Social Value Calculator/National TOMs
framework

•
•
•

staff engagement
general feelings about the company
perceptions of leadership and
management
company culture
professional development opportunities
team dynamics

Client feedback on:
•
•

experience of working with SG
perceptions of SG as a socially and
environmentally responsible business

Social value financial proxies for:
•
•
•
•
•

local employment opportunities
charitable contributions
investment in wellbeing initiatives
time given to community initiatives (such
as work in schools)
investment in environmental awareness
initiatives
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Where we
are now:
Staff

32

100% of our team members agree or strongly
agree they are “proud to work for Smith Goodfellow”
and 100% of our team members would
“recommend Smith Goodfellow as a great place to
work”!
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What our staff feel about
working for SG:
82%

76%

of our team members feel that Smith Goodfellow
motivates them to go beyond what they would in a
similar role elsewhere.

of our team say they rarely think about looking for a job
elsewhere.

93%

of our team said they feel comfortable giving feedback to
management.

98%

of our team said the leaders at Smith Goodfellow keep
people informed about what is happening.

93%

of our team feel that management shows a genuine
interest in their career aspirations.
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“I understand how my role impacts the organisation’s
business goals”

6

4

2

0
1

2

3

4

5
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How our staff rate key
organisational aspects:

What our staff feel we
could do better:

100
90

“Introducing a more
structured and strategic
appraisal process that helps
us all see how our roles and
appraisal targets align with
the wider company aims.”

80
70
60
50
40
30
20
10

Good career
opportunities

Interest in career
aspirations

Quality of day-today decisions

Employee
recognition

Leadership
communication

Motivation

Recommended
workplace

0

SG
Benchmark
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Where we
are now:
Clients
100% of clients who responded to our survey
said they were ‘Extremely likely’ to renew their
contract with us.
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What clients say about our work
and service:
How likely is it you would recommend Smith Goodfellow to
others?

8

6

4

2

0
0

1

2

3

4

5

6

7

8

9
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We asked...
“SEO friendly copy”
“What would you improve
about the work we do or is
there something we can do
to improve your experience in
the future?”
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“Be a bit more
proactive”

“Keep doing what
you are doing”

“Keep
doing
what
you are
doing”

“Analysis on future
trends in the industry and
built environment”
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In your experience, what do you
feel we’re best at?

Our clients’ current perception
of us as an ethical business:

We asked...

We asked...

“In your experience, what do
you feel we’re best at?”

“In your own words, what is
your perception of
Smith Goodfellow as an
ethical business?”

“Interaction with
clients”

“Grabbing hold of an
idea and evaluating and
expressing it in the light of
the commercial realities of
the market”

“Good understanding
ofthe industry and
current trends”
“Interpreting
concepts and briefs”

“Your understanding
of our business”

A good business
that will do the
right thing but
not fully aware of
details

Very little currently known
other than the integrity and
professionalism demonstrated
by the team members we are
working with, which speaks of
an ethical culture.

Strictly personally, I wouldn’t
make a purchasing decision
based on environmental criteria.
That said, I do perceive very
strongly that you take these
issues seriously, and I respect
the fact that that they are
embedded in your culture,
rather than simply nodded at in
corporate boxticking statements.

Ethics are a
priority

Total commitment
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Local
community taff

•

What we want
to keep doing

•
•

•

What we want
to improve

•
•

•
In 2019, our social value was delivered primarily
through:
• Local employment opportunities;
• Donations or in-kind contributions to local
charitable and community initiatives;
• Work experience placements; and
• Staff hours spent on school visits
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Our goals

•
•

Motivating our staff and making them
feel proud to work for SG
Delivering high quality work and
excellent customer service that makes
our clients keep coming back
Contributing to local charitable and
community initiatives

How we enable team members to see
how their role contributes to wider
business goals
Analysis of future industry trends to
support clients
Increase overall social value delivered

Create and implement a more strategic
appraisal process that increases the
team’s sense of ownership and aligns
roles with business goals
Explore how existing partnerships can
help improve our analysis of industry
trends to support clients
Create a social value plan, identifying
areas for improvement and prioritising
local initiatives
45

Profit
methodology
Contrary to popular belief, when we talk about
sustainability profit is not a dirty word! Economic
sustainability is important in supporting our planet
and its people – and as a business, it’s what enables
us to provide employment opportunities, donate to
charitable causes and support local initiatives – as well
as keeping the economy going!
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Tools
Challenges
Solution
What we
looked at
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•
•

Internal review through discussions with
company management, informed by
responses to staff survey.
Social Value Calculator/National TOMs
framework.

•

Assessing governance structures
and procedures in the midst of rapid
growth, significant change, and a global.
pandemic!

•

Working through structures and
procedures methodically in a way
that responded to immediate need.
(e.g. reviewing and updating our
homeworking policy when the first
lockdown came into effect).

•
•

Governance structures & processes
Employment packages (including
pension provision)
Suppliers & procurement processes.

•

When we talk about the ‘profit’ portion of
our sustainability efforts, our focus is on how
we operate, our governance, policies and
procedures, as well as on the financial side
of our business. Here, there can be a lot of
cross over with the planet and people areas
of this work – for example, in how our policies
support sustainable operations and maintain
staff wellbeing, or how our governance
enables our team to have a say in the future of
the business.
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Where we
are now:
Profit
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Key considerations
Suppliers
We try to prioritise local procurement where
possible but we do not have a formal policy in
place to support this.
Governance
Staff are informed at least annually about
the financial position of the business and the
intended business goals for the next year

Ethical operations
Our business is guided by ethical principles
which inform all business decisions,
supported by our policies including a Modern
Slavery Statement and Equality, Inclusion and
Diversity Policy. Although this is a priority, we
do not currently have any accreditations to
support our commitment.
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What we want
to keep doing

What we want
to improve

•
•

Keeping our staff informed
Prioritising ethical business practices

•

Make a clearer commitment to local and
sustainable procurement
Formalise opportunities for staff
involvement in business governance
More actively and formally demonstrate
our ethical commitments

•
•

•

Our goals

•
•

52

Introduce a sustainable procurement
policy and appoint a sustainable
procurement champion
Introduce a formal AGM & quarterly
review of the business, inviting staff
involvement
Identify areas for further improving
business practices and seek appropriate
accreditation to support this
53

Planet

What next?

•
•

•

Over the next 12 months, we will be working on
achieving the goals outlined to further improve our
environmental, social and economic sustainability.

Goals

People

•

•

•

Profit

•

•
•
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Introduce a new environmental policy
Address our digital carbon footprint
through improvements to our website and
reviewing our digital behaviours
Work with our landlord to explore the
possibility of introducing separate
metering so we can accurately measure
our consumption
Create and implement a more strategic
appraisal process that increases the team’s
sense of ownership and aligns roles with
business goals
Explore how existing partnerships can help
improve our analysis of industry trends to
support clients
Create a social value plan, identifying areas
for improvement and prioritising local
initiatives
Introduce a sustainable procurement
policy and appoint a sustainable
procurement champion
Introduce a formal AGM & quarterly review
of the business, inviting staff involvement
Identify areas for further improving
business practices and seek appropriate
accreditation to support this
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Conclusion
When we first set out to conduct
this impact assessment, we
were extremely ambitious in our
timeframe and goals. But we soon
realised that, if we were to do this
properly, we needed to
manage our own expectations.
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It’s a big undertaking to review
the impact of a whole business
across three complex areas. It
takes time. We had to reassess
what we were doing, turning our
3 month plan into our 6 month
plan, our 6 month plan into our
12 month plan and so on. We also
had to resign ourselves to using
estimated data in areas where we
would have preferred actual data.
But, as we said in the opening of
this report, it was never about
being perfect. It’s about making
the effort to improve. Doing what
we can, where we are with what
we have.

We know that there are many
more goals we could have set,
and probably many more areas
that we could have examined,
within this process. But we also
know that, in order for this
work to be effective, we have to
be realistic about the scope of
what we can do. So here we are.
An imperfect business on an
imperfect journey. We’ve got lots
to do but we’re also proud of
where we are.
We’d like to thank the Business
Growth Hub for their support,
which has been invaluable in
helping us reach this point. We’d

also like to thank our fearless
leaders and business owners –
Cathy and Paul Barlow – who have
been enthusiastic supporters of
this work from the start, giving
time and energy to helping it
progress and fully committing
to the opportunity to make our
business even better.
We will continue to share our
progress in this journey on our
blog and social media platforms,
and we look forward to sharing
our next impact report in 2022.
Thank you for reading.
The impact team
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Appendix 1
Linked resources, tools and references:
1. Water usage calculations based on information found via South Staffordshire
Water: https://www.south-staffs-water.co.uk/media/1509/waterusebusiness.
pdf | Gas usage calculated based on information found via UK Power: https://
www.ukpower.co.uk/business-energy/average-business-energy-bills | Electricity
consumption calculations based on guideline data from: https://www.
carbonfootprint.com/energyconsumption.html
2. National TOMs framework: https://socialvalueportal.com/national-toms/
3. “Why small businesses need to think about climate change too” – small business
emissions stats: https://airqualitynews.com/2021/02/04/why-small-businessesneed-to-think-about-climate-change-too/
4. “One third of your life is spent at work”: https://www.gettysburg.edu/news/
stories?id=79db7b34-630c-4f49-ad32-4ab9ea48e72b
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Tertiary Category

Inventory Item

Unit

Building

Energy

Electricity (included in rent)

Electricity_UK

kWh

Heat and steam
(included in
rent)

Onsite heat and
steam

kWh

Water and Sewerage

Water supply

Water supply

cubic metres

Water and Sewerage

Water treatment Water treatment

Waste

Waste

Dry Mixed Recy- General Dry
cling
Mixed Recycling

tonnes

Waste

Waste

Refuse

Household
residual waste

tonnes

Medium car

miles

Building

Total Carbon

7.50
Building

Scope 1 Total
Scope 2 Total
Scope 3 Total

0.00

Building

10,993.00

15,000.00

98.90
cubic metres
98.90

- - 3.47

- - 3.02

- - 0.03

- - 0.07

0.00
7.50

Scope 3 - Well-to-Tank (WTT) - Generation

0.93

Scope 3 - Well-to-Tank - Transmission & Distribution

0.03

Scope 3 - Transmission & Distribution (T&D)

0.24

Scope 3 - Radiative Forcing (RF)

0.00

Scope 3 - All other categories

6.20
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Energy

Annual Quantity

Scope 3

Secondary Category

Scope 2

Primary Category

Scope 1

Appendix 2

Mandatory Man- Automatically
ual Data Entry
Calculated
(tCO2e)

Travel

Grey Fleet

Cars

Travel

Business Travel

Public Transport National rail

1.56

0.39
1,712.80

passenger. km
1,780.00

- - 0.03

- - 0.01

- - 0.67

- - 0.09

Digital

Website

- - 0.01

Digital

Emails

- - 0.09
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Appendix 3
Theme

Reference

Question

Units

Proxy Value

Actual
Number

Actual_Social_Value

Jobs: Promote
Local Skills and
Employment

NT1

No. of local direct employees (FTE) hired
or retained (for re-tendered contracts) on
contract for one year or the whole duration of the contract, whichever is shorter

no. people FTE

£29,132.00

8.5

£247,622.00

Jobs: Promote
Local Skills and
Employment

NT8

No. of staff hours spent on local school
and college visits e.g. delivering career
talks, curriculum support, literacy support, safety talks (including preparation
time)

no. staff
hours

£16.09

10

£160.90

Jobs: Promote
Local Skills and
Employment

NT12

No. of weeks spent on meaningful work
placements or pre-employment course;
1-6 weeks student placements (unpaid)

no.
weeks

£168.72

1

£168.72

Social: Healthier,
Safer and more
Resilient Communities

NT28

Donations or in-kind contributions to local £ value
community projects (£ & materials)

£1.00

232

£232.00

TOTAL

£248,183.62
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Smith Goodfellow
Graphex House, Adcroft Street,
Stockport SK1 3HZ
0161 477 1415
info@sgpr.co.uk

