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Executive Summary 
 

 

CoOp Ireland National Report was developed within the Cooperate to Operate – bringing 

together youth organisations and Small or Medium Enterprises (SMEs) through corporate 

social responsibility (CoOp) project. The main goal of the research was to collect relevant 

information that can be used by the CoOp partners in developing meaningful tools for youth 

organisations interested in increasing and improving their collaboration with Small and 

Medium Enterprises from their community. 

 

This report is intended to summarise the existing literature on the subject of SME/NGO 

interaction and engagement in Ireland, detail the results of our interviews with Irish youth 

organisations and SMEs, and compare the results of the existing literature with the 

conclusions of the interviews. 

 

The topic of business engagement with youth organisations and NGOs in general has 

gained notoriety over the previous few years, as can be seen in a rising interest in CSR 

(Corporate Social Responsibility) practices. The general belief is that these practices have 

been confined, for the most part, to larger companies or multinational corporations. Our 

research suggests that this belief is not actually accurate, and that SMEs are highly likely to 

be involved with their communities and with charitable causes. The illusion that only large 

corporations participate in CSR practices likely arises out of a lack of understanding among 

SMEs as to what CSR practices consist of. Additionally, most SMEs do not have a dedicated 

strategy to deal with CSR engagement, instead preferring ad hoc charitable giving. 

 

Youth organisations we surveyed expressed an interest in dealing with SMEs on a more 

consistent basis, preferably as partners rather than simply as sponsors. However, very little is 

usually done to encourage partnership between youth organisations and SMEs, which is 

especially necessary considering the results of the business interviews, which indicate that 

the owners of SMEs are most likely to donate to causes with which they have personal 

relationships, regardless of whether their business interests align. 
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Literature Review 
previous studies on Ir ish SMEs’ community 
involvement,  Ir ish youth sector and the collaboration 
between SMEs and youth organizations 

 

Reports,  studies referring to the involvement in CSR 
activit ies of Ir ish companies (SMEs, large or multinational 
companies) 
 

Through the literature review we identified the following reports: 

 

1 .  Survey of  CSR practices in Ireland 

https://www.nsai.ie/Social-Responsibility-Practices-Survey-Ireland.aspx#Survey_of_CSR 

 

The NSAI (National Standards Authority of Ireland) is Ireland’s official standards body. The 

NSAI developed survey questions in conjunction with the following organisations: 

Department of Jobs, Enterprise and Innovation (DJEI); Business in the Community Ireland 

(BITCI) and Waterford IT. The survey questionnaire was circulated to contacts of these 

organisations in February 2014. 

 

Over 350 companies responded to the survey. The majority of respondents represented 

SMEs with just over 65% having 249 employees or less (18% had less than 10 employees, 

22% less than 50 employees and 25% had 50-249 employees). Approximately 34% of 

respondent had greater than 250 employees with 20% between 250 and 999 employees 

and 14.6% greater than 1000. NACE codes, used for the classification of industrial activity, 

were included in the survey to determine key sectors among respondents. Manufacturing 

had the highest representation with 24.3% followed by construction – 9.4%, professional, 

scientific and technical activities – 8.8% and public administration – 6%. Other NACE sectors 

had lower levels of respondents. 

 

85% of respondents provided an answer to the question “Do you implement CSR practices 

in your organisation?” It was interesting to note over 47% of respondents are implementing 

CSR practices and a further 14.6% working towards implementing CSR practices. 37.9% 

indicated they do not implement CSR practices. 

 

Respondents were asked to indicate their awareness of different CSR frameworks and 

standards that can be used for CSR. From this the Chambers Ireland CSR awards and BITCI 

Working Responsibly Mark were the best known with 30.5% and 30.2% of respondents 

respectively, followed by ISO 26000 (26.2%) and the Global Reporting Initiative (15.5%). 

39.1% of respondents indicated that they were not aware of any of the listed frameworks or 

standards for CSR. 
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When asked about the use of standards or guidelines for implementing CSR within their 

organisations, the response rate was 49%. Of these, about half either did not use any of the 

listed approaches or followed their own standard. When asked to list what other standards 

they used, there was a wide variety of replies varying from quality marks and standards, 

HIQA licensing, lean principles, ISO 14001 – Environmental Management and CPD 

standards. The Business Working Responsibly Mark was used by 18% of those who replied, 

followed by ISO 26000 at 14.3%, and Chambers Ireland Awards at 7.4%. 

 

When asked to pick the three most important market forces for implementing CSR (the 

response rate was 61.8%) the respondents indicated meeting customer requirements as the 

highest, at 55.2%. Sustainability of products/services and the organisation itself represented 

37% of respondents, followed closely by ensuring ethics in decision-making and customer 

confidence as well as increasing brand value, 36.7% each. Reducing environmental impact 

came fifth with 35.4%. 

 

When asked about which department in their organisations was responsible for 

implementing CSR policies and practices there was a 49% response rate. From these 

responses it was interesting to see that Human Resource function came first with almost 

30.9% followed closely by those at the corporate or executive level within an organisation, 

30.8%. It is encouraging to see that CSR implementation is being given serious 

consideration and that the executive is responsible in over a third of respondents in this 

survey. 

 

Respondents were asked about the topics that should be covered by CSR and for this the 

core subjects of ISO 26000 were offered as an option. These include organisation 

governance, human rights, labour practices, environment, fair operating practice, consumer 

issues, and community involvement and development. The response rate for this question 

was 41% and respondents were asked to tick all topics that apply. It is probably not 

surprising that Environment came out first with 83.5% of respondents, followed closely by 

labour practices (78.4%) and community involvement (75.9%). Human rights and consumer 

issues were the lowest with 66.5% and 52% respectively. 12% of respondents listed other 

CSR practices such as charitable fundraising and support, disability, diversity and equality, 

sustainable procurement, and animal welfare, to list just a few. 

 

When asked to rank the topics into High, Moderate, Low, or none at all, the response rate 

was also 41%. Again environment scored highest with 67.7% of respondents ranking it as 

high. Environmental management has been adopted by many organisations and indeed 

many may use ISO 14001 Environmental management systems, which has been published 

for a number of years, as a way to manage their environmental impact. Labour practices 

was second with 65.8% of respondents ranking it high followed very closely by fair 

operating practices, 65.5%. Organisational governance was ranked high by 62% followed by 

human rights (60.1%), community involvement and development (53.1%), and consumer 

issues (43.6%). 
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In the ranking of the topics, even when moderate and high are combined, consumer issue 

comes last with 43.6% and 80.9% respectively. This is 8-10% points lower that than the next 

nearest topic. There are some grounds for improvement here in that CSR practices needs to 

address consumer issues because it is this group of stakeholders that impact most on brand 

value for organisations. Consumers are becoming more aware of the ethics and core values 

of organisations and this can impact on whether they will to do business with them. Thus 

consumers are an important stakeholder group that organisations ignore at their peril. 

 

When asked about the best ways to learn about CSR practices the response rate was 59% 

and from these it was encouraging to see that over 62% stated that applying standards was 

the best way of learning. Other methods included best practice events/conferences – 54%, 

networking with peers - 37.8%, CSR awards 22.9% and university courses or other external 

training – 17.1%. Respondents were asked about other supports that could assist in 

embedding CSR practices; these included funding, training, senior management 

commitment, supports from industry representatives, benchmarking and external 

assessment of CSR practices and other. The response rate was 60.8% and of these training 

scored highest with 58% followed by senior management commitment 46.3% and 

benchmarking and external assessment – 42.4%. Respondents indicated other in 3.9% of 

cases and general issues such as general marketing, being able to measure the impact of 

CSR interventions, regulations were some of the topics raised. 

 

The survey results encouragingly showed that a significant number (47.5%), responding to 

the question on implementing CSR practices in their organisation, indicated that they have 

already implemented CSR practices. A further 14.6% are working towards implementing 

CSR, however this still leaves approximately 37.9% of respondents yet to develop and 

implement CSR practices. 

 

Most respondents recognised the role that standards can play in learning about CSR and 

how to implement practices in their organisation. There is knowledge of frameworks and 

standards such as BITC’s Working Responsibly Mark, Chambers Ireland Awards and indeed 

the International Standard ISO 26000. There is still variation in the application and type of 

standards relating to CSR with almost 50% quoting other standards or none when 

implementing CSR within their organisations. Many organisations may use their own 

corporate guidelines for CSR or quote other standards such as ISO 14001, HIQA licensing or 

others. This would indicate a gap in organisations understanding of what CSR standards 

exist and what are the core topics that should be addressed. 

 

It is encouraging to see that most organisations recognise the role that standards can play in 

learning about CSR with over 62% stating standards were the best way to learn about CSR. 

ISO 26000 is the first international guidance standard on Social Responsibility and forms a 

common approach and language on what is CSR. It provides principles of social 

responsibility, as well as guidance on social responsibility core subjects and on how to 

integrate social responsibility throughout an organisation. In Ireland, where most 

organisations target international trading, it makes sense to adopt and use international 

standards because as they provide a “common currency and language” around a specific 

topic. ISO 26000 should form the starting point for any organisation seeking to implement 
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CSR practices. The results of the Systematic Review of ISO 26000 were to keep the standard 

the same for the next three years. This will give organisations a chance to upgrade their 

current practices to meet international standard guidelines. Business In The Community 

Ireland have developed the "Business Working Responsibly Mark". This sets out CSR 

practices around four key pillars: workplace, environment, marketplace, community. BITCI, 

in developing the Business Working Responsibly Mark, have based it on the international 

standard ISO 26000 and is one way of meeting the guidance of the international standard. 

 

The survey found that consumer issues come last in a ranking of the core topics of CSR. The 

options were based on the ISO 26000 core topics and included human rights, labour 

practices, environment, fair operating practices, consumer issues, and community 

involvement. Other topics contributed by respondents included diversity and equality, 

volunteering, sponsorship, and funding. It is not surprising that environmental issues came 

top of the ranking for the core topics as this is probably one of the better known topics of 

CSR. This result would suggest that Irish organisations need to review the importance and 

resources they give to CSR objectives, especially on how they deal with consumer issues 

and perception. The risk to brand value is huge if consumer perceptions are ignored – all 

consumers are, after all, the potential customers of any organisation. 

 

The survey would indicate that more needs to be done to promote awareness and adoption 

of ISO 26000 which is the recognised international standard providing guidance on CSR 

practices. Ireland's national plan for CSR outlined below has identified key objectives to 

achieve this goal. 

 

2 .  Corporate Social  Responsibil i ty  in Ireland -  How are organisations 

addressing the growing importance of the adoption of Corporate Social  

Responsibil i ty  strategies and practices in Ireland? A Case Study of Ir ish 

companies’ .  (MBA thesis)  

Clarke, Stephen. (2015). Corporate Social Responsibility in Ireland - How are organisations 

addressing the growing importance of the adoption of Corporate Social Responsibility 

strategies and prices in Ireland? A Case Study of Irish companies (MBA thesis). Dublin 

Business School, Dublin, Ireland. 

 

The survey consisted of semi-Structured interviews, consisting of 18 questions. Stephen 

Clarke sought to accomplish the following six objectives. 

Objective 1 - To better understand how CSR is viewed and defined by Irish companies; 

Objective 2 - To gain insight into the stances towards CSR taken by Irish companies and 

what are the drivers behind these stances; 

Objective 3 - To better understand the role of and impact of Leadership in how Irish 

companies approach CSR; 

Objective 4 - To find out what are the key CSR issues, practices and policies at present for 

these Irish companies and to understand how and why they are engaging in such activities; 

Objective 5 - To assess the impact of globalisation and standardisation on CSR and its 

impact on how Irish companies now approach CSR; 

Objective 6 - To better understand the strategic nature of CSR and to recommend a possible 

best practice framework of CSR. 
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He approached 20 large companies and interviewed three in depth. He concluded that:  

The Irish companies researched have shown that CSR is becoming more and more 
integrated in Irish business. The effect of the type of business and particular industry plays a 
vital role in how companies approach CSR and this must be accepted and understood in 
order to achieve strong and responsible CSR and to build a framework towards forms of 
best practice and industry or global standards. This paper also found that employee 
engagement and demands of the millennial generation are most defiantly an issue of 
growing importance for Irish firms and this can be added to the existing literature on the role 
of stakeholders in CSR. The results across the board from the three cases show the 
increasing importance of CSR in Ireland but at the same time, that a lot more needs to be 
done and that the journey is very much still in progress. 
 

3 .  ‘SMEs and CSR -  Assessing the Level of  Corporate Social  Responsibil i ty  

Activit ies and Knowledge in Ir ish Small  and Medium Enterprises’  report  

Irish Small and Medium Enterprise Association. (2015). SMEs and CSR: Assessing the Level 

of Corporate Social Responsibility Activities and Knowledge in Irish Small and Medium 

Enterprises. Retrieved from https://isme.ie/assets/15184-CSR-Report-Final.pdf. 

 

This report is based on the results of a survey conducted by ISME, the Irish Small and 

Medium Enterprise Association. The survey was conducted in the third week of May 2015. 

 

Survey respondents were: 609 businesses responded to the ISME CSR Survey from a 5,000 

database. The respondents can be broken down as follows: the largest proportion of 

respondents (49%) were micro businesses with 1-10 staff members. This ensures that results 

are reflective of very small Irish businesses which have limited resources for CSR activities. 

22% of respondents employed between 11-20 staff and 10.9% employ 21-30. 7.9% employ 

31- 50, 6.4% employ 51-100 and 2.3% employ 100+. 

 

ISME has consistently found that SMEs are very active in CSR but do not equate their 

actions with the concept of ‘Corporate Social Responsibility’. They merely class their 

activities as community involvement and responsible business without considering the 

positive impact such actions have/could have on their business. It also appears that the term 

‘Corporate Social Responsibility’ or ‘CSR’ is not well known or understood amongst SMEs 

even at a basic level. 

 

The data that came out was: 

• All survey respondents in 2015 were active in some forms of CSR. 

• The term ‘Corporate Social Responsibility’ is not well known or understood amongst 

SMEs even at a basic level. 

• Only 54% understood enough about the term and the nature of CSR to be able to 

state that they were engaged in it. 

• Therefore, although all SMEs were found to be active in CSR in some way, 46% did 

not understand the term. 

• Only 21% of businesses had a CSR policy or plan. The nature of SME CSR work tends 

to be more informal and ad hoc than the CSR work of multinationals. 
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• 94% of SMEs donate money to charity (up from 92% is 2013), despite the fact that 

only 54% were aware that their activities could be classified as CSR. 

• 94% have waste reduction programmes and 92% have a recycling programme. 

• 92% are committed to the responsible business practice of paying promptly. 

• 84% actively support the learning and development of their employees. 

• 39% of SMEs have a charity partner (up from 35% in 2013). 

• Respondents who answered ‘no’ when asked if they were active in CSR were over 

70%+ active in all areas questioned. 

• Respondents who answered ‘don’t know’ when asked if they were active in CSR 

were over 80%+ active in all areas questioned. 

• In 2015 the largest proportion of businesses (27%) donated between €1001- €5000 

annually. 22.5% of businesses donated between €501- €1000 and 21.5% donated 

between €101-€500 per year. A combined 16.5% donated more than €5001 to 

charities or voluntary organisations every year. 

• In 2015, the average annual donation given by respondents to good causes was 

€2709. This is compared to an average annual donation of €1709 in 2013. The large 

increase is due to more donations being made at the higher end of the scale. 

• By way of comparison, in 2013 the largest proportion of businesses (37%) donated 

between €100- €500 annually. 25% of businesses donated between €1001- €5000 

and 23% donated between €501-€1000 per year. A combined 7% donate more than 

€5000 to charities or voluntary organisations every year. These figures represent 

large increases on the 2013 figures and show that, as improvements in resources 

allow it, SMEs are scaling up their charitable endeavours. 

 

According to Mark Fielding, the ISME CEO, Irish SMEs are actively making a difference in 

their local community. This contribution tends to go unacknowledged and is usually 

appreciated only by the direct beneficiaries because, unlike ‘big business’, SMEs don’t feel 

the need to publicise their good deeds. This has led to the widespread belief that CSR is 

something only multinationals do but, as our survey found, the vast majority of SMEs are 

highly engaged in CSR. It is under-acknowledged either through modesty, not doing PR 

[Public Relations] in general or not knowing the terminology. 

 

In order to further the analysis of those who stated that they are active in CSR, those who 

said they weren’t and those who said they didn’t know, answers to key questions for each of 

those categories were extrapolated. 

 

The following table records the answer of the surveyed SMEs to the question ‘Does your 

business do CSR?’ compared to the percentage of surveyed businesses that engaged in the 

following CSR categories. Interestingly, the ‘don’t know-s’ are doing the most charity work 

and have the highest rates of paying promptly. The ‘no’ category also has very high levels of 

engagement across all areas particularly waste reduction and charity work. 
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Does your business do CSR? Yes No Don't Know 

Charity Work 92% 88% 97% 

Employee Development 84% 72% 84% 

Prompt Payment 92% 82% 97% 

Waste Reduction 93% 91% 88% 

Recycling 92% 87% 90% 

 

This table shows that SMEs are highly engaged in CSR, whether they know it or not. This 

raises the question of whether there is a need to educate them about CSR and to raise 

awareness. However, a better knowledge of the term CSR might allow SMEs to better 

harness the reputational benefits it should be having for their company. ISME does not 

believe that the term ‘CSR’ fits SMEs and prefers the term ‘responsible entrepreneurship’ 

which is running a business that enhances its positive contribution and minimises the 

possible negative impacts on society. The social responsibility behaviour of SMEs has a 

completely different form to that of large enterprises and requires a suitable methodology. 

ISME members reported that activities related to awareness raising, education and 

improving levels of trust in business were the most important. 

 

4 .  DJEI Indicative Baseline Assessment Study of CSR activity in Ireland 2017 

Department of Jobs, Enterprise, and Innovation. (2017). Indicative Baseline Assessment 

Study of CSR activity in Ireland. Dublin. 

 

1370 businesses responded to the survey: 

• 70% of business reported that senior management commitment to CSR is important 

• 76% of businesses report CSR activity within the community (54% community 

engagement, 22% social inclusion) 

• 36% of businesses recognised the value of best practice in supply chain 

management 

• 71% of micro enterprises recognise the importance of work life balance for employee 

• 60% of SMEs that took the online survey reported they choose goods and services 

that reduce the use of resources for the minimal environmental impact 

• 84 % of businesses view CSR as either very important (31%) or moderately important 

(52%) 

• 60% are engaged in CSR activities relating to customer relations 

• 31% say they encourage employees to engage in CSR activities 

• 54% of SMEs understood enough about term and the nature of CSR to be able to 

state that they were engaged in it 

• 46% of SMEs that took part in the online survey report that they actively promote 

work life balance opportunities for staff 
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5.  NB: Recent documents by the Ir ish government and business association to 

encourage CSR 

 

Consultations, Resources and supports are also being offered. These documents are not 

research reports and are in effect ‘promotional materials’ for the advancement of CSR in 

SMEs but are nonetheless worth noting. Two key recent such documents are: 

 

‘Towards Responsible Business’ by the Department of Business, Enterprise and Innovation 

Department of Business, Enterprise and Innovation. (2017). Towards Responsible Business: 

Ireland’s National Plan on Corporate Social Responsibility. Dublin. Retrieved from 

https://dbei.gov.ie/en/Publications/Publication-files/Towards-Responsible-Business-

Ireland%E2%80%99s-National-Plan-CSR-2017-2020.pdf. 

 

Chambers Ireland. (2013). The Sustainability Factor: CSR and SMEs. Retrieved from 

http://www.chambers.ie/assets/media/Images/Publications/BusinessGuides/The%20Sustain

ability%20Factor%20-%20FINAL.pdf. 

 

6 .  NB CSO and ISME 

 

According to the 2015 figures from the Central Statistics Office (CSO), there 

are 248,344 SMEs active in Ireland, employing 968,881 people. Small (fewer than 50 

employees and annual turnover and/or balance sheet not exceeding €10 million) and 

medium (fewer than 250 employees and annual turnover and/or balance sheet not 

exceeding €43 million) sized enterprises accounted for 99.8% of the total enterprise 

population. 92% of these were considered micro enterprises (fewer than 10 employees and 

annual turnover and/or balance sheet note exceeding €2 million). They also accounted for 

69.1% of total persons engaged (28% micro). Large enterprises (250 or more persons) 

employing 30.9% of persons engaged, despite accounting for only a small fraction (0.2%) of 

the total enterprise number. SMEs accounted for 39% of the gross value added and 48% of 

the total turnover. 

 

The report ‘SMEs and CSR - Assessing the Level of Corporate Social Responsibility Activities 

and Knowledge in Irish Small and Medium Enterprises’ report’ from ISME provided only 

limited data on this aspect, which was as follows: 

• 94% have waste reduction programmes and 92% have a recycling programme. 

• 92% are committed to the responsible business practice of paying promptly. 

• 84% actively support the learning and development of their employees. 

• 39% of SMEs have a charity partner (up from 35% in 2013). 

 

The report did not delve into the type of causes that were supported beyond the above. 

From anecdotal evidence we know that local sports clubs/teams are often sponsored by 

local SMEs. We can also take from anecdotal evidence that local causes are favoured over 

national or international ones. 

 

We do not have data regarding in-kind donations or sector/cause breakdowns, but in 

relation to cash, as quoted earlier the ISME report stated that: 
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• In 2015 the largest proportion of businesses (27%) donated between €1001- €5000 

annually. 22.5% of businesses donated between €501- €1000 and 21.5% donated 

between €101-€500 per year. A combined 16.5% donated more than €5001 to 

charities or voluntary organisations every year. 

• In 2015, the average annual donation given by respondents to good causes was 

€2709. This is compared to an average annual donation of €1709 in 2013. The large 

increase is due to more donations being made at the higher end of the scale. 

• By way of comparison, in 2013 the largest proportion of businesses (37%) donated 

between €100- €500 annually. 25% of businesses donated between €1001- €5000 

and 23% donated between €501-€1000 per year. A combined 7% donate more than 

€5000 to charities or voluntary organisations every year. These figures represent 

large increases on the 2013 figures and show that, as improvements in resources 

allow it, SMEs are scaling up their charitable endeavours. 

 

Once again the available data is limited but the ISME report gives us some indications of 

motivation, i.e. personal commitment among senior management/business owner, intrinsic 

value for the business itself, value in terms of customer perception/image in the community 

and benefits of good work-life balance for employees: 

• 70% of business reported that senior management commitment to CSR is important; 

• 36% of businesses reported they recognised the value of best practice in supply 

chain management; 

• 71% of micro enterprises recognise the importance of work life balance for 

employee; 

• 60% are engaged in CSR activities relating to customer relations. 

 

Anecdotally we know that it is usually the business owner or manager who is engaged with 

CSR, and the figure from ISME fits with this assumption, but we did not find further data. 
 

Reports,  studies referring to youth organizations’ 
cooperation with SMEs or the private sector 
 
Main figures on Irish youth organizations 
 

The INDECON report on the value of Youth Work (2012) counts 41 youth organisations 

(details below). 

From The Wheel report ‘Portrait of the Irish Non Profit sector’ (2014): 
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NGOS in general are split in the following sizes (taken from The Wheel 2014 report): 

• 1,458 non-profit companies employ 5 people or fewer; 

• 1,606 employ between 6 and 50 people; 

• 90 employ between 51 and 99 people; 

• Just over 100 non-profits employ more than 100 people. 

 

Trends in Budgets for Ir ish NGOs: 

 

Please note this data is quite old (2012) and reflects the downturn that took place a few 

years ago, due to the recession: 

Almost 60% of Irish non-profits have experienced a decrease in their income between 2009 

and 2012, with the majority (60%) of these experiencing a decrease of between 11-25%. 

Two-thirds (63.5%) of non-profits experienced an increase in beneficiary numbers between 

2009 and 2012, and organisations are working at securing efficiencies to increase services 

to cater for increased demand. 

 

Although most organisations are responding to decreasing income by securing efficiencies 

and reducing the scale of activities, almost 44% have dropped some services altogether, 

and more than 21.2% have secured additional funds. 

 

More recent figures, available from the Benefact ‘Non-profit sector analysis 2015’ report, are 

more positive: reported income from fundraising and donations increased on average year-

on-year by 15% between 2013 and 2015, although it specifies that the picture varies 

dramatically by subsector. 
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Data for Irish NGOs in general (from The Wheel report, 2014): 

• Just over half the sector’s income comes from statutory grants and contracts, with a 

quarter coming from individual donations. 

• Almost 30% of Irish non-profits do not fundraise from members of the public, and 

among the 70% that do, there is an interest in moving away from event-type 

fundraising to using standing orders / direct debits and online giving. 

• The two largest income streams are: State grants / contracts (local, national and EU), 

which account for almost 53% of income, and Individual giving which accounts for 

about 25% of income. Corporate donations only account for 3.0% and Foundation 

support for 3.9% 

 

 
 

Extract for the Youth Work sector (from the INDECON report on the Value of Youth Work 
(2012) 

 

Funding for the youth work sector comes from an array of sources and can be broadly 

broken down between the public and private spheres. Private funding includes charitable 

donations, commercial sponsorship and income, and philanthropic funding. Within the 

public domain of funding, there are three broad funding sources for youth work 

programmes. The youth work sector received almost €79 million in public funding during 

2011, with the main sources being the Department of Children and Youth Affairs (€61.5 

million), the HSE (€8.3 million) and the Irish Youth Justice Service (€8.8 million). One of the 

important issues considered in this study concerns the economic benefits achieved through 

State funding provided to the sector. 

 

Unfortunately while this report is extensive RE public funding, it does not provide any further 

details regarding private or corporate funding. 

 

The Indecon report on the value of Youth Work (2012) states that the vast majority of youth 

work organisations provide recreational, arts, and sports-related activities, while over half 
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are engaged in activities which are focused on welfare and wellbeing. Issue-based activities 

form an important focus for youth work organisations. 

 

It is worth noting that the definition of youth work in the Irish context highlights that it 

applies particularly to those between the ages of 10 and 21. To get an idea of the 

breakdown within this age group, Indecon surveyed youth work organisations on the 

various age proportions of their participant base. We found that the largest group of 

participants are between the ages of 10 and 15, representing 35% of the overall number of 

young people involved. The 16 to 20 year old group represents another 29.1% of youth 

beneficiaries, while 21.4% of beneficiaries are younger than 10 years of age. 

 

Sectors of activity of the youth organizations 
 

Based on Indecon’s research among youth work organisations, it is estimated that 382,615 

young people participate in and benefit from the various activities and programmes 

provided by youth organisations throughout Ireland; this represents 43.3% of the total youth 

population aged between 10 and 21. Indecon’s independent analysis indicates that 53.3% 

of young people participating in youth work organisations in Ireland are believed to be 

economically or socially disadvantaged, which has important implications for both the focus 

of youth work activities, and the impacts of these activities on effected groups within 

society. With a high rate of youth unemployment and a very high rank in the Risk of Poverty 

and Social Exclusion Rates compared to the average in EU 15 Member States, supports 

around these issues are crucial. 

 

Activities - % of organisations engaged in each: 
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The types of youth organisations are divided as follows: 

 
 

 

Type of methods of fundraising the youth organizations use 
 

This data is for Irish NGOs in general, from The Wheel report ‘Portrait of the Irish Non Profit 

sector’ (2014): 
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It is noted in Benefact’s ‘Nonprofit sector analysis report’ of 2015 that the costs of 

Fundraising are increasing but the growth in income is not yet commensurate in 2013, for 

every euro spent on payroll, €8.57 was raised in funds the following year, and in 2014 for 

every euro spent on payroll, €8.26 was raised in funds the following year. 

 

We didn’t find any reports about this specifically but in the Indecon report we read that: 

Volunteering represents a key component of the youth work sector in Ireland and voluntary 
youth work organisations are the main providers of youth work services. Through Indecon’s 
research among the organisations, it is estimated that 40,145 individuals work in a voluntary 
capacity in the sector. This includes full-time, part-time and board members/trustees. A large 
part of the youth sector’s needs are around people giving their time and skills, and some of it 
would come from SMEs as well as individuals. No report was found on this interaction, but 
anecdotally we know that senior management typically take the lead on this activity, 
however at the local level anyone in a youth organisation who has a contact in a local 
company or shop tends to make the first contact and introduction, and sometimes the ask 
as well. 
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Report on the survey conducted on 
Irish youth organisations and 
organizations working with young 
people 
 

The general objective of the survey was to understand how Irish youth organisations 

interact with SMEs from their community; and what the youth organisations needs are in 

regards to collaboration with the private sector. The following report represents the data 

collected from Irish youth organisations or NGOs working with young people. 

Profile of Irish youth organisations 

 

Profi le of the Ir ish youth organisations part of the survey 
 

The survey was sent out to 55 youth organisations in Ireland in March 2018 via a Google 

poll. By close of survey on 12 June, 20 organisations had responded. These organisations 

range from youth branches of political parties, to Regional Youth Services, Youth Theatre 

and Music networks, environmental organisations, Youth Information services, Student 

Unions, scouting organisations, to multinational organisations working in Ireland. Each of 

the 20 respondents listed Ireland as their country. Asked to provide their mission statement 

or objectives, the respondent organisations listed education, empowerment, and/or 

engagement as central. Approaches took different forms, but the end goal in every case was 

at least one of these actions. Often, these goals were entwined, using education and 

engagement to promote youth empowerment. 

 

The survey did not inquire about the size of youth organisations, instead asking for the size 

of the budget as a proxy. 85% of the respondents stated that their annual budget was over 

€200.000, 5% that their budget was between €50.000 and €100.000, and the remaining 10% 

that their budget was between €20.000 and €50.000. We have received answers from a 

good mix of national, regional and local youth organizations. 45% of the respondent 

organisations listed their budgets as having remained basically constant over the last three 

years, 40% saw a budget increase, and the remaining 15% saw their budgets decrease. 

 

Sources of income varied between organisations, but many were funded in similar manners. 

All but one of the respondents received some part of their income from Irish governmental 

or European funds. 20% of the respondents listed large and multinational corporations as 

main sources of income, but only 10% listed SMEs as a main income source. Private 

foundations, individual donors, membership fees, and businesses owned by the 

organisations were all more common income sources than SMEs. 
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Youth organisations interaction with SMEs from their  
community 
 

As noted above, SMEs did not have a large impact on the budgets of organisations. 75% of 

respondents listed no contributions from SMEs at all, or stated that the question was not 

applicable. Three listed SMEs as contributing less than 10% of their budgets, and the final 

two listed SMEs as contributing between 11-30% of their budget. As can be seen, SMEs 

were not the main source of income for any of the respondents. Further, 40% of respondents 

stated that they do not involve any SMEs in their activities in a given year. However, the 

other responses were more promising, with the majority of the remaining organisations (35% 

of total) involving between 3 and 10 SMEs, and two organisations responding that they 

used over 10 SMEs. 

 

Among youth organisations that stated that they are in contact with SMEs, the most 

frequent point of contact was the SME owner (8 out of 12), followed by the person in charge 

of marketing/PR (7) and the CSR (corporate social responsibility) representative. Less 

frequent points of contact included the CFO, managers/executive directors, and the HR 

director. Interaction with companies that are close partners to the respondent organisations 

varies widely. 25% stated that they come into contact with partner companies up to three 

times per year, 30% three to five times per year, remaining 20% five to ten times per year, and 

the remainder listed no contact. No respondents stated that they were in contact over ten 

times per year, indicating that continued engagement with companies is not the norm. 

 

The people responsible for engaging with companies (beyond just SMEs) are most often the 

executive directors of the organisation (50%), followed by program directors (30%), and 

youth workers (25%) or middle-line managers (25%). When asked about the qualifications of 

these people that allows them to maintain relationships with companies, the majority of 

respondents emphasized the role of experience rather than any specific secondary or 

tertiary education. A few list business, marketing, or PR training, while others specifically 

state that they have no particular training in this field other than experience. In terms of 

education that these people could undertake in order to improve their performance, 

respondents listed various programs, ranging from specifics (e.g. NUI Maynooth) to more 

general experience (e.g. networking). These responses further emphasize the importance of 

practical experience rather than any specific education, as there does not appear to be any 

singular agreed-upon program for people to consider when looking maintaining 

relationships with companies. 

 

Asked what corporate features best promoted partnership, the vast majority of respondents 

listed CSR representatives or the existence of a clear CSR strategy. Among those that did not 

list CSR goals as their primary interest, emphasis was placed upon communicating with 

small companies since they could be in direct contact with owners or decision makers. 

Based on these priorities, it is clear that the main interest of the respondents was on 

interacting with companies with whom they could clearly and easily communicate and 

work, whether that took the form of engaging with a clear CSR representative/strategy or 

with a primary decision maker in the organisation. 
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Youth organisations’ needs 
 

Unsurprisingly, money and resources in kind appear to be of major interest to organisations. 

The most frequently listed resource that organisations would need from SMEs in the future 

was money (85%). In all applicable circumstances, the organisations that listed their budget 

as under €200.000 indicated that they would appreciate funding from SMEs, regardless of 

whether they were currently in contact with or receiving money from SMEs. Similarly, 

organisations were interested in making use of products and services (35%) as well as 

spaces/offices (50%). Another key resource in which organisations indicated an interest was 

the professional networks (60%) and the expertise (55%) that SMEs could provide. 

 

Specific examples more clearly reveal what organisations are looking to gain from 

partnering with SMEs. Some respondents mention the importance of simple financial, IT or 

maintenance work to improve their offices and allow them to put more resources towards 

their goals. Others ask for volunteers in different fields, whether they would be acting as 

counsellors, organizers, policy development, educators, or to put young people into contact 

with a professional network. As is to be expected from asking for specifics, the responses 

vary widely. Thus, it is difficult to draw more general conclusions apart from the ones made 

above. Overall, it is clear that organisations often see SMEs as a potential source of 

resources that can assist them in achieving their goals of education, empowerment, and 

engagement. 

 

In contrast to the aforementioned goals, past collaboration with SMEs (when applicable) 

almost entirely concentrated on funding. Only three listed examples of direct volunteer work 

or collaboration between SMEs and the youth organisations, two of which were through 

CSR partnerships. Out of the 11 that provided specific examples, 9 focused on funding. As 

described by one, an initial contribution of €2.000 allowed an organisation to cultivate a 

closer relationship with the company, leading to €30.000 in contributions from the company 

to date. Based on the past examples, it seems clear that the main focus of organisations in 

regards to SMEs is developing a relationship, after which additional funding and more 

volunteers can be gathered and a closer partnership created. 

 

Perspectives on future collaboration between SMEs and 
youth organisations 
 

According to the respondents, there are multiple strong reasons why SMEs should get 

involved with youth organisations. These boil down to three major motives: public 

perception, corporate responsibility, and education of young people. Respondents stress 

the positive and tangible impact that they can make in their local communities, which in turn 

leads to greater brand recognition, improved PR, and generally contributes to assisting in 

the upbringing of young people. As one respondent put it, ‘Supporting the student voice is 

an investment in the countries [sic] future. Investing in the youth of today will pay dividends 

tomorrow.’ Clearly, youth organisations see themselves as a good opportunity for 
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investment on the part of SMEs, both in terms of improving both future generations and 

their own corporate image by giving back to their communities. 

 

The possible corporate benefits being detailed, youth organisations hope that in ideal 

partner-companies the focus would not be on photo-ops, and ask that the companies have 

a solid understanding of their missions. Thus, in many cases the emphasis is actually put on 

the organisation and the SMEs as partners, rather than as the SME simply sponsoring the 

organisation. One respondent does state that ‘money to do what we already do is always 

best.’ However, they go on to emphasize collaboration with SMEs, giving an example of 

developing a product or service in partnership, as opposed to changing their focus to suit 

the needs of the SME. Other organisations stress working with SMEs from the start, and ask 

for a willingness to understand the project for shared hopes for an outcome. 

 

Main conclusions 
 

To begin, it is important to note that the youth organisations surveyed represent only a small 

and limited sample of the total number of organisations in Ireland. Additionally, the vast 

majority of respondents listed their budgets as over €200.000, which is not necessarily 

representative of all youth organisations in Ireland. That being said, we believe that our 

findings are significant in showing the general interaction between national and regional 

youth organisations and SMEs. 

 

It is interesting to note that there was not significant interaction between SMEs and youth 

organisations in the past. Often, no interaction occurred at all. It may be due to the national 

nature of the organisations surveyed, but little of the overall budget was derived from SMEs. 

Although most of the respondents listed government funds as a major source of income, 

corporate contributions were not absent by other means. Twice as many organisations 

listed large or multinational corporations than SMEs as major sources of income. When 

interaction did occur, it focused mainly on funding or sponsorship. This reality is in contrast 

to the stated wishes of the youth organisations, who stated that they would be most 

interested in partnering with companies so as to develop a longer-term relationship. They 

believe that this partnership would be mutually beneficial, providing the company with an 

opportunity to promote their brand and invest in the future. 

 

The lack of a dedicated position among nearly all of the organisations surveyed (only one 

listed a specific partnership manager) may prove an obstacle to creating lasting 

partnerships between youth organisations and SMEs. For example, one respondent noted 

that lack of expertise and resources restricts their organisation from seeking 

nongovernmental funds. Relatively infrequent interactions are not conducive to 

partnerships. Additionally, possible concerns about SMEs or companies in general taking 

command of partnerships indicate a need for organisations to create dedicated positions to 

not only fundraise among businesses, but to engage with them as well. The potential 

benefits for SMEs of collaboration cited by the youth organisations stand in sharp contrast 

to the lack of significant interaction.  
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Report on interviews with Irish 
SMEs 
 

The purpose of the face to face interactions with the owners or the employees of SMEs was 

to identify to what extent SMEs tend to follow a pattern or have a particular interest while 

cooperating and establishing partnerships with youth organizations that activate in the 

communities from the partner countries. Besides the aspects related to cooperation 

practices among SMEs and youth organizations, the qualitative research also tackled the 

question of motivation when it comes to SMEs involvement in community development and 

to build on the issue of successful collaborations that were made possible with the support 

of the SMEs, altogether having a positive and significant social impact on youth and their 

communities.  

 

The following report presents the data collected from the Irish SMEs included in the CoOp 

study. 

 

Profi le of SMEs interviewed 
 

The companies interviewed represented a very wide range of sectors, including a grocery 

store, a mobile app development company, a money lending agency, a translation agency, 

a telecommunication systems installation firm, a book publisher, a construction company, a 

yoga studio, etc. In terms of size they ranged from 4 permanent full time staff to about 30. 

Geographically they included areas such as Central Dublin, rural County Cork, virtual 

companies, greater County Dublin, etc. The selection of interviewees therefore represented 

a good range of businesses. Most of them were established at least 4 years ago. 

 

SMEs’ Corporate Social Responsibil ity activit ies 
 

While every company did some form of CSR, the term CSR was very rarely used, if at all. The 

companies all donated or supported NGOs is some way, this varied in scale and style but all 

provided some form of charity support. However, very few were involved in supporting 

youth organisations with the exception of local Sports team such as football or GAA (Gaelic 

Football). Another exception was the lending agency, who provide financial support and 

advice to a programme called Youth Bank. This is a scheme where young people fundraise 

and then use these funds to grant support to other youth groups, via a strict, professional 

application process and following reporting procedures 

 

Cooperation between SMEs & youth organizations 
 

We know however through our own network of youth services in Ireland, that some SMEs 

do provide very specific help to Youth Organisation, for instance via our Work to Learn 

programme, but they were not interviewed here. In this programme young offenders are 
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offered a work placement with local employers. It is an innovative programme which we will 

feature in our Best Practice Case Studies, whereby a large Corporate pays the wages of the 

young people, but all the mentoring and training is done by the small businesses locally. 

Sometimes the SME owners reported just doing CSR type activities themselves ie they might 

be on a Board of a charity and use their business expertise to advise the charity, but it is not 

recorded as company CSR. 

 

None of them reported following any kind of strategy or having plans around these 

activities. Usually they are just reacting when asked by charity or by a member of their team, 

to donate or get involved in a fundraiser. They did not report applying any specific criteria to 

their decision to donate or not, other than feeling trust for the particular NGO, and a personal 

connection to the cause (either themselves or the member of staff or community contact 

who made the request). Very few had long lasting partnerships with the same NGOs. 

Support was given ad-hoc and changed year to year, both in terms of the charities, the 

amounts given, and how many charities were supported in a year. Even those who always 

give to the same type of cause will vary the specific charity year on year (for example, one 

company is run by a couple who are very strong animal right supporters and they give 

annually to animal rights organisations or shelters, but to a different one every year). 

 

None of them had any kind of CSR coordinator or assigned person dealing with such issues. 

Either, the owner makes the decisions alone, or this is done as a group – generally the 

Directors; in some cases however the full staff team are involved. The format for the 

decision-making, if others are consulted, is just one very short ad-hoc meeting with the 

team, usually as part of a larger Team Meeting Agenda, but no regular meetings or written 

plans. Generally the SMEs do not do any assessment whatsoever of the social impact of their 

donations, nor of the impact it might have had on their business either, nor of the impact on 

their employees. The actions are ad-hoc and largely ‘forgotten about’ afterwards. Even in 

the SME where the owner likes to choose team building and rewards-type fundraising 

events, he did not do any impact assessment afterwards. 

 

SMEs’ needs and motivation in regards to CSR 
 

The SME very rarely seemed to have any PR/Marketing considerations in their decision-

making, nor did they think much about employee motivation, and there is no tax incentive 

either. One exception was a company that favours fundraising events that involve a ‘team 

spirit’ or a ‘rewards’ aspect – for example, Sports team fundraisers acts as a team building 

and healthy living initiative; the same business owner also liked Gala events as a reward for 

his team. 

 

Most of them did not look for any come back or win-win from the partnerships with NGOs; in 

fact we are usually talking about just donations, not partnerships, but there are some 

exceptions to that – for example one company likes the idea of giving the Corporate 

Christmas cards budget to charity instead of sending physical cards, the scheme send the 

contacts an email instead - it save a bit of time writing the cards and is greener than the 

cards, so it was seen as a win-win; the same company takes on disadvantaged foreign 
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young people as interns and sometimes this benefits them in terms of ‘free work’ but not 

always, The main motivation was emotive, personal causes, mainly reflecting the owner’s 

values or persona concerns (animal rights, cancer, etc.). 

 

Second to that are the personal causes of a director or employee who has suggested 

supporting this cause; for examples, a director’s family was affected by suicide, or in one 

other interview, we heard that two staff members were affected by brain tumours in the 

same year. Thirdly, simply having been asked by someone they know in the community. 

Occasionally, as seen above, something that has a team spirit aspect to it or provide a win-

win brings additional motivation to say ‘yes’ to an ask. 

 

Interestingly, while the SMEs usually liked to support local causes, when the motivation was 

personal and emotive, they did not specifically prefer local, national or international NGOs: 

as long as the cause was right and they trusted the charity in question, this did not matter. 

But when the donation was made due to a personal ask, this was generally from a local 

community NGO and the response was usually ‘Yes’. 

 

Previous community involvement experiences of SMEs 
 

In the majority of cases, as seen above, the causes supported have no connection to the 

core business of the SME but a couple of companies responded in a very different way, in 

that they do want their CSR to be related to their core business. This is true of the tech 

development company and the book publishing company, who do like to have a 

connection to their sector and their skillset in the projects they help; for example, the book 

publisher likes to donate books for educational projects, and the tech company was 

planning to donate a day of technical training per year per employee once they grow a little 

bigger and are more financially secure; finally the yoga studio runs fundraisers where the 

teacher donated their time and the students’ class fees went to the charity. However, none 

of them exclude supporting other projects, unrelated, either – for example, the book 

publisher also helped a woman’s shelter with donations. 

 

Overwhelmingly cash is reported as the main way to help, at an average of 4-5 causes a year 

but often just 1-2 (in the case of those donating less often, which are the smaller firms, it is 

not even necessarily two cash donations per year, maybe just one cash donation and one 

other thing) and ranging up to 7-8 in a year for the more larger or more generous firms. The 

average support reported is about 1K per year per charity, with one exception of 15K to one 

charity in one year, but this was very much an exception even for that firm. Usually they 

don’t mind giving unrestricted funds but emphasise the importance of trusting the charity to 

use money well – several of them said that ‘they know their own business, and they trust the 

NGOs to know theirs’. 

 

Surprisingly they are not keen on giving free products or services really, with the exception 

of the book publisher. Most other companies’ services or products were of much higher 

discreet value or not so easily applicable to NGOs but even when they were, they were not 

really prepared to give them free. Discounts on services however are sometimes an option 
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such as on translations for papers required for refugees coming into the country, or phone 

system installations. Interestingly they are not at all keen on giving their expertise for free 

and do not have spare staff time to offer so cash is seen by far as the easiest, least time 

consuming option, and it minimises long term engagement, which is seen a risk. It is seen as 

best to stay independent and have the option to help, or not, ad hoc at any given time. 

 

While most favoured unrestricted income a couple like to sponsor specific things like team 

jerseys, a training trip away, a match day; this is very much the case with those interested in 

helping Sports Teams, much less with other causes; this may be because there are less 

obvious discreet items that can be paid for with the average spend of 1K with other causes, 

or is could be for other reasons, this was not entirely clear. The main example where 

donations are made annually to the same NGO was when these are regulatory/mandatory 

(certain sectors are regulated to give donations to related charities). 

 

The reasons listed for saying “No” to request, or not selecting a charity to donate to, are: 

• Lack of funds that particular year (or being asked too early in the year when things 

are still uncertain) 

• Not trusting them to use the cash well if they are not known yet or don’t prove it well 

• Being asked for support ‘randomly’ in a way that shows no understanding of the 

business (be it in terms of its size or its ethos or the sector they operate in) 

• Not being asked at all 

 

In the case of Youth Work, SMEs said that they haven’t got involved because they weren’t 

asked and also because it is hard to understand what it is and how it really works. Also many 

people think it should be a public, government-funded service, and we as a large youth 

organisation can add that this viewpoint is also sometimes shared by youth workers 

themselves, so there isn’t a tradition of fundraising and of presenting the organisation as an 

NGO to the wider community. 

 

Recommendations for youth organisations 
 

Most interviewees didn’t have much to suggest but some of them recommended that the 

youth organisations, and NGOs in general in fact, think in more details about the ability to 

help that an SME might have – or not have – before asking. 

Some of them suggested avoiding standard ‘asks’ but instead making sure to: 

• Show that the charity is reliable and trusted already by others 

• Offer something that is a win-win collaboration 

• Remember that some donors want 100% of the funds go to beneficiaries and don’t 

like paying for overheads 

• Use social media on an on-going basis to promote the good work that is done, 

before asking 

• Explain better, what the charity does – practice a simple, clear pitch, etc. 
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Main conclusions 
 

The results of our interviews with businesses were similar to the desk research we 

conducted. Businesses were likely to donate about €1.000 per year to charity, similar to the 

ISME report which stated that the largest proportion of businesses donated between €1.001 

and €5.000 annually, with the second largest proportion donating between €501-€1.000. 

These averages are up from the 2013 data, which is to be expected given economic growth. 

SMEs typically supported NGOs only through funding, which corresponds to the 

information gathered in the research. 

 

Our interviews also confirmed that many companies state that they either are not following 

CSR practices or are not sure as to what those consist of, yet follow the guidelines anyway. 

None stated that they had any kind of strategy or plans regarding CSR, yet each did some 

form of it. These results are similar to the 2015 ISME report, in which over 70% of SMEs that 

answered ‘no' or ‘don’t know’ when questioned if they were active in CSR were active in all 

areas questioned. Interestingly, some of the owners reported that they did CSR type 

activities while interacting with charities on a personal level, rather than as owners of a SME. 

 

As would be expected, the businesses that we surveyed did not have any clear standards 

that they followed while pursuing CSR-type activities. Rather than following any specific 

criteria as to whether to donate to an NGO, businesses that we interviewed reported that 

they typically reacted based on a feeling of trust or a personal connection to the cause 

(typically divorced from the core interests of their business). In conjunction is the general 

lack of post-donation assessments as to the impact of their activities, further indicating that 

donations are not meant to act as a corporate strategy. It follows that CSR and its benefits 

are not usually understood by businesses, agreeing with the desk research conducted, 

especially the 2014 NSAI survey. 

 

The youth organisations that we surveyed are likely similar to those from The Wheel 2014 

report. We did not ask for the size of the organisations in our survey, instead preferring to 

ask about the size of the budget. Based on the numbers of organisations from the Wheel 

report, we can assume that most employ somewhere between 1-50 people. Additionally, the 

budget trends are significantly different than the 2012 data, reflecting general economic 

recovery and growth since the recession. Whereas 60% of the respondents in 2012 saw 

their budgets decrease, this group makes up only 15% of those we surveyed. Of the 

remaining 85%, 40% actually saw a budget increase. This difference is not surprising, as it 

simply follows general economic trends. 

 

More interesting is the differences in the sources of income. The Wheel report lists statutory 

grants and contracts as just over half of the sector’s income, which generally corresponds to 

our findings. Although we did not ask for exact percentages, government funding was by far 

the most common source of funding (95% listed public funds as a main source of income). 

The main differences come in corporate funding. The Wheel Report lists corporate 

donations as only 3% of income. In our survey, 20% of organisations stated that large and 

multinational corporations were a main source of income, while 10% listed SMEs. These 
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differences may be due to the sampling differences, since the Wheel Report examined a 

wider sample of NGOs than we did. 

 

Most importantly, the research shows that 49.1% of NGOs in 2014 stated that greater 

collaboration would be a preferred approach to increase income, nearly double the 28.4% 

that sought corporate sponsorship. This stated interest mirrors the interests of the youth 

organisations surveyed, as seen in the requests for closer partnership with corporations, 

especially those with distinct CSR programs. However, despite the interests being the same 

for the past few years, there does not appear to be greatly increased interaction or 

partnership between youth organisations and corporations in general. 

 

The most important conclusion of our research is demonstrating that, despite the historical 

lack of engagement between SMEs and youth organisations, both expressed an interest in 

working together. Youth organisations believe that community engagement and donation 

to their causes represent an investment in the future, an opportunity to give back to the 

community, and an excellent PR opportunity for businesses. However, these benefits are not 

often communicated to SMEs, as evidence by the general lack of contact. None of the youth 

organisations surveyed reported having contact with SMEs more than ten times in a year, 

and only one stated that they had a designated business partnership office. 

 

On the other side, SMEs interviewed stated that they did not have any kind of overall 

strategy for donation to charitable causes or CSR practices, preferring instead to give on an 

ad hoc basis. The number and size of these donations has risen over the past few years as 

economic growth has continued. It is important to note that these donations also do not 

follow any kind PR or marketing strategy, instead representing genuine attempts to give 

back to their communities. This lack of strategy is evidenced by the stated lack of post-

donation assessment on the part of businesses. The most important criteria determining 

whether or not SME owners we interviewed would donate to a charitable cause were trust 

or personal connection to that cause, trust that their donation would not be put to waste, 

and that the organisation reached out to the SME appropriately. 

 

Thus, it is clear that increased cooperation and partnership between SMEs and youth 

organisations is possible and mutually beneficial, especially if youth organisations can 

demonstrate their active involvement in the community. At the moment, very few of the 

youth organisations surveyed relied upon funding from SMEs, preferring instead to rely on 

government and other public money. However, increased and continuous engagement 

with SMEs can result in greater budgets for organisations, as well as the potential for in-kind 

assistance when desired. Businesses that we interviewed seem less likely to offer in-kind 

assistance, preferring to simply donate and move on. For the most part, this practice fits with 

the desires of surveyed organisations, almost all of whom stated that they would like to 

receive more donations from SMEs. However, for the instances in which organisations 

sought in-kind assistance, increased and closer partnership would likely increase the 

chances of this assistance being offered. 

 

The most beneficial practices on the part of youth organisations would be to provide a 

simple, clear pitch explaining what their organisation does and how that impacts both the 
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community and the business; demonstrate that their organisation can be trusted to spend 

money wisely, preferably putting it all towards beneficiaries rather than paying for overhead; 

show continued involvement in the same community as the SME, both in person and 

through social media; demonstrate a clear understanding of the business being asked and 

emphasize the importance of mutual benefit and partnership; and to place emphasis on 

maintaining contact with SMEs in their communities over the long-term. 

 


