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What Is Corporate Social 
Responsibility?

•Corporate social responsibility, or CSR, is the act of 
incorporating environmental and social concerns 
into a company’s planning and operations. 

•These programs center around the idea that 
businesses can make the world a better place, or at 
the very least, they can reduce their negative social 
and environmental footprint on the world.



•Corporate social responsibility can refer to 
any effort to improve a company's 
environmental and social impact. 

•Companies can deploy CSR efforts in a 
piecemeal way, or as part of a broader 
program. 

•Increasingly, companies are creating 
comprehensive CSR programs that engage 
every business unit and have dedicated 
staff and resources.



How Corporate Social Responsibility 
Works

• One could argue that CSR programs should exist for their 
own sake, but the durability and support of these 
programs can improve if companies see direct benefits. 

• There’s evidence that companies with robust CSR 
programs benefit from better public relations, happier 
customers, and improved company profits that will 
satisfy stakeholders.

• In some cases, the positive financial impact is clear. For 
example, a shift toward renewable energy sources like 
solar panels at corporate campuses might result in lower 
electricity costs over time.

https://www.thebalance.com/what-is-profit-and-how-does-it-work-3305878
https://www.thebalance.com/what-is-a-stakeholder-5093531
https://www.thebalance.com/renewable-energy-industry-current-state-trends-outlook-4684187


• A report by Babson College reviewed hundreds of 
CSR program studies and found that they can 
have a strong positive impact on market value 
and overall brand reputation, while also reducing 
risk for the company.

The report's findings included the potential of CSR 
programs to:

• Increase market value by up to 6%

• Reduce the cost of debt by 40% or more

• Reduce staff turnover rate by up to 50%



•A company practices corporate social 
responsibility (CSR) when it seeks to 
improve its environmental and societal 
impact.

•Even for those unconcerned with 
environmental or social issues, there 
is ample evidence that a commitment 
to CSR can have a positive effect on a 
company’s finances.



•With the enactment of the Companies Act, 2013,
India has become the forerunner to mandate spend
on Corporate Social Responsibility
(CSR) activities through a statutory provision.

•While many corporate houses have been
traditionally engaged in doing CSR activities
voluntarily, the new CSR provisions put formal and
greater responsibility on companies in India to set
out clear framework and processes to ensure strict
compliance.

•However, what the Companies Act does is bring
more companies into the fold and increase the total
CSR spend

https://taxguru.in/company-law/corporate-social-responsibility-companies-act-2013-2.html


Corporate Social Responsibility 
Applicability/ CSR Applicability:

• CSR is Applicable from 1st April 2014

• Section 135(1) of Company Act 2013 mandates the CSR
expenditure / CSR Applicability for the following
companies– Every company having

• a) net worth of Rs.500 crore,

• b) turnover of Rs.1000 crore

• c) or net profit of Rs.5.00 crore



OVERVIEW OF CSR / SUSTAINABILITY

• Corporate social responsibility is about the integration of social, environmental, 
and economic considerations into the decision-making structures and processes 
of business…

• Ultimately, it is about delivering improved shareholder and debtholder value, 
providing enhanced goods and services for customers, building trust and 
credibility in the society in which the business operates, and becoming more 
sustainable over the longer term.

• Beyond “going green,” [CSR and] sustainability is a holistic approach that 
integrates environmental, social and governance (ESG) considerations into 
corporate strategy so the company can responsibly meet immediate demands 
without compromising its ability to remain profitable and enjoy a strong 
reputation over the long term .



•CSR encapsulates both environmental and social 
issues to provide a measure of ethical and 
sustainable development .

• It is a process that encourages positive impacts 
through activities on the environment, consumers, 
employees, communities, stakeholders, and all 
other members of the public sphere who may be 
considered stakeholders .



CSR IS ALSO KNOWN AS:

•– Corporate conscience
•– Corporate citizenship
•– Social performance
•– Sustainable responsible business
•– Responsible business
•– Corporate sustainability plans



What are the benefits of CSR?

1)Improved efficiency

 Strategies and plans create stronger financial 

performance and profitability

 Integrated reporting: Incorporates financial and 

nonfinancial ESG (Environmental, Social and 

Governance) performance in a single document



2) Improved relationships and 
communications

 Stronger relationships with communities

 Sustainability reports help organizations communicate 

their policies and priorities to the public

 Communicate responsible behaviour

 Improved relations with the investment community and 

better access to capital



3) Increased engagement

 Collaboration with leadership integrates stakeholder perspectives into 

operations

 Initiatives actively engage key stakeholders e.g. employees, 

shareholders, clients, partners

4) Enhance reputation

 Mitigates risks associated with reputation by having plans and 

strategies in place to avoid and mitigate risk

 Plans and strategies can monitor reputation, brand, and media 

rankings

 Achieve transparency through disclosure



5) Brand differentiation

 Creates a unique selling point

 Build customer loyalty based on distinctive and shared ethical 

values

6) Human resource benefits

 Aid in recruitment, retention, motivation, learning, innovation, 

and productivity

 Enhances perception of the company among its staff



What are the critiques, challenges, or concerns of 
CSR?

1) Distracts from the economic role of 

businesses

2) Merely window-dressing or greenwashing; 

questionable motives

 Advertising campaigns to distract the public from ethical questions 

posed by their operations

3) Better governmental and international regulation and enforcement 

is needed over voluntary measures and participation



5 Steps To Building A Sustainable CSR Program

• In today’s competitive business environment, CSR programs need to go beyond “doing good.” 

• The most successful CSR initiatives tell a company’s story, implement customer feedback, position a 

company as a leader on social issues, and determine how community investment dollars will be spent. 

• But to accomplish this, CSR programs first need to be strategically aligned with a company’s business 

model. 

• If corporate citizenship efforts do not demonstrate value to customers, employees, and shareholders, as 

well as the community, they’re less likely to be successful and serve a long term purpose. 

• Below are five ways that your company can craft an effective corporate social responsibility program 

that is strategic and sustainable:



1. Build your strategy around your 
company’s core competencies.

• There are many worthy causes companies can choose to 

support, but without focus and alignment around what 

your business already does well, CSR efforts may be less 

effective. 

• If a company has developed strengths, research, and 

knowledge in a specific area, supporting a cause that 

aligns with that expertise can be both a win for community 

partners and the company with new customer visibility 

and revenue streams. 



2. Recognize issues that matter to 
your customers.

• It’s no secret that corporate citizenship efforts can promote a positive brand 
association for companies, but do customers really care? 

• The answer is a resounding “yes.” 

• According to the 2017 Cone Communications CSR Study, 87% of consumers would 
purchase a product based on a company supporting a social or environmental issue 
the consumer cares about. 

• Consumers are rewarding socially responsible companies through brand loyalty, 
making donations to charities companies support, and purchasing products that 
provide a social benefit. 

• As recent corporate scandals in the news have demonstrated, consumers also aren’t 
afraid to use their buying power to punish companies who have acted irresponsibly or 
harmfully, through boycotts and negative social media campaigns.

about:blank


3. Develop CSR initiatives that make your 
employees proud.

• Strategic companies are also using CSR programs to protect and grow their 
biggest asset—their employees. 

• Seventy-six percent of millennials consider a company’s social and 
environmental commitments when deciding where to work and 64% would not 
take a job if a potential employer didn’t have strong corporate social 
responsibility practices in place. 

• “Being a good employer has always served companies well in terms of 
recruitment and retention, now those practices can also yield broader positive 
business benefits,”

• In addition, engaged employees are more likely to stay with a company longer, 
reducing attrition cost. 

• Eighty-eight percent of millennials say their job is more fulfilling when they are 
provided opportunities to make a positive impact on social and environmental 



4. Measure the ROI of your CSR efforts 
for the C-suite and your investors.

• Measuring CSR programs can be overwhelming, especially when 

initiatives can span many different departments such as human resources, 

marketing, sustainability and compliance. 

• However, developing an organized framework for reporting that links 

efforts back to strategic priorities for the business will inform your C-suite 

and investors if your CSR efforts are affecting your company’s 

performance.

• Seek to quantify socially conscious efforts that are directly tied to the 

company’s bottom line—for example, activities that drive cost savings, 

new customer acquisition, and brand awareness.

about:blank


5. Expand your company’s definition of 
CSR.

• Traditionally, efforts aimed at reducing environmental resources and 
cause marketing campaigns largely defined good corporate citizenship. 

• And while those efforts are valuable, consumers and companies alike 
have grown and become more innovative in how they define a 
responsible company. 

• According to the 2017 Cone Communications CSR Study, consumers 
prioritize the following business actions as important: being a good 
employer, operating in a way that protects and benefits society and the 
environment, creating products and services that ensure individual 
wellbeing, investing in causes in local communities and around the globe, 
and standing up for important social justice issues. 

about:blank


Building blocks of CSR / 
SUSTAINABILITY

• CSR is the responsibility of a company towards 

impacts of its decisions and activities on society and 

the environment. 

• CSR is the concept of sustainable development 

applied to business. 

• It is based on three building blocks: Economic, 

Social and Ecological.



THE TRIPLE BOTTOM LINE APPROACH

•The triple bottom line (or otherwise noted as TBL
or 3BL) is an accounting framework with three 
parts: social, environmental (or ecological) and 
financial(economic). 

•Some organizations have adopted the TBL 
framework to evaluate their performance in a 
broader perspective to create greater business 
value.

about:blank






People, the social equity bottom line

•The people, social equity, or human capital bottom 

line pertains to fair and beneficial business practices 

toward labour and the community and region in 

which a corporation conducts its business.

•An enterprise dedicated to the triple bottom line 
seeks to provide benefit to many constituencies and 
not to exploit or endanger any group of them. 

about:blank


Planet, the environmental bottom line
• The planet, environmental bottom line, or natural capital bottom line refers to sustainable environmental 

practices. 

• A TBL company endeavors to benefit the natural order as much as possible or at the least do no harm 
and minimize environmental impact.

• A TBL endeavour reduces its ecological footprint by, among other things, carefully managing its 
consumption of energy and non-renewables and reducing manufacturing waste as well as rendering
waste less toxic before disposing of it in a safe and legal manner. 

• Currently, the cost of disposing of non-degradable or toxic products is born financially by governments 
and environmentally by the residents near the disposal site and elsewhere. 

• It would be more equitable for the business which manufactures and sells a problematic product to bear 
part of the cost of its ultimate disposal. 

• Ecologically destructive practices, such as overfishing or other endangering depletions of resources are 
avoided by TBL companies. 

• The ecological bottom line is akin to the concept of eco-capitalism. 

about:blank
about:blank
about:blank
about:blank


Profit, the economic bottom line

The profit or economic bottom line deals 

with the economic value created by the 

organization after deducting the cost of 

all inputs, including the cost of the capital 

tied up. 



ADVANTAGES OF TRIPLE BOTTOM 
LINE APPROACH :

1) REPUTATION

2) RECRUITMENT OF TALENT

3) RETENTION OF TALENT

4) INCREASE PRODUCTIVITY

5) POTENTIAL TO CAPTURE NEW MARKET OPPORTUNITIES

6) CREDIBILITY

7) INCREASES TRANSPARENCY AND ACCOUNTABILITY OF AN 

ORGANISATION

8) ATTRACT NEW CONSUMERS.



DISADVANTAGES OF TRIPLE BOTTOM LINE APPROACH:

1) MARKETING TOOL

2) LOSS OF OBJECTIVE

3) LACK OF UNDERSTANDING

4) NO PRECISE MEASUREMENT



5) PRINCIPLES

The triple-bottom-line reporting approach says that businesses 

should focus on profits as just one aspect of their mission. 

They should also focus on the impact of their actions on people, 

such as their employees and the community they live in, and on 

the environment. 

Thus, the traditional goal to generate a profit irrespective of other 

outcomes is tempered by the need for the business to consider 

the societal and environmental consequences of its actions.



6) Difficult to Quantify

While a company may quantify financial aspects such as 
earnings, revenues and costs, it is difficult to quantify social and 
environmental aspects. 

When a business makes a commitment to protecting the 

environment by recycling, for example, its impact is not easily 
discernible.

Companies that embrace the triple-bottom-line approach tend to 
adopt more of a compliance approach, stating that they have 
engaged in certain activities that are environmentally sound.



7) Management Conflict

A business’s management traditionally aims to maximize returns to 

shareholders. 

Triple-bottom-line reporting might create a conflict for such a business. 

The benefits of any social and environmental actions that a business 

engages in are likely to emerge over the long term. 

However, they could have a short-term negative impact on profits. 

Most shareholders are more geared to the short-term profits than to long-

term results.



ENVIRONMENTAL ISSUES:

• Environmental issues are defined as problems with the planet's 

systems (air, water, soil, etc.) that have developed as a result of 

human interference or mistreatment of the planet.

• 1. Pollution: Pollution of air, water and soil require millions of 
years to recoup. 

• Industry and motor vehicle exhaust are the number one 
pollutants. 

• Heavy metals, nitrates and plastic are toxins responsible for 
pollution. 

• While water pollution is caused by oil spill, acid rain, urban runoff; 
air pollution is caused by various gases and toxins released by 
industries and factories and combustion of fossil fuels; soil 
pollution is majorly caused by industrial waste that deprives soil 



• 2. Global Warming: Climate changes like global warming is the 
result of human practices like emission of Greenhouse gases. 

• Global warming leads to rising temperatures of the oceans and 
the earth’ surface causing melting of polar ice caps, rise in sea 
levels and also unnatural patterns of precipitation such as flash 
floods, excessive snow or desertification.

• 3. Overpopulation: The population of the planet is reaching 
unsustainable levels as it faces shortage of resources like water, 
fuel and food. 

• Population explosion in less developed and developing countries 
is straining the already scarce resources. 

• Intensive agriculture practiced to produce food damages the 
environment through use of chemical fertilizer, pesticides and 
insecticides. 

• Overpopulation is one of the crucial current environmental 
problem.



• 4. Natural Resource Depletion: Natural resource depletion is another crucial current environmental 
problems. 

• Fossil fuel consumption results in emission of Greenhouse gases, which is responsible for global 
warming and climate change. 

• Globally, people are taking efforts to shift to renewable sources of energy like solar, wind, biogas etc. 

• The cost of installing the infrastructure and maintaining these sources has plummeted in the recent 
years.

• 5. Waste Disposal: The over consumption of resources and creation of plastics are creating a global 
crisis of waste disposal. 

• Developed countries are notorious for producing an excessive amount of waste or garbage and dumping 
their waste in the oceans and, less developed countries. 

• Nuclear waste disposal has tremendous health hazards associated with it. 

• Plastic, fast food, packaging and cheap electronic wastes threaten the well being of humans. Waste 
disposal is one of urgent current environmental problem.



• 6. Climate Change: Climate change is yet another environmental problem 

that has surfaced in last couple of decades. 

• It occurs due to rise in global warming which occurs due to increase in 

temperature of atmosphere by burning of fossil fuels and release of 

harmful gases by industries. 

• Climate change has various harmful effects but not limited to melting of 

polar ice, change in seasons, occurrence of new diseases, frequent 

occurrence of floods and change in overall weather scenario.

• 7. Loss of Biodiversity: Human activity is leading to the extinction of 

species and habitats and and loss of bio-diversity. 

• Eco systems, which took millions of years to perfect, are in danger when 

any species population is decimating.



• 8. Deforestation: Our forests are natural sinks of carbon dioxide and 
produce fresh oxygen as well as helps in regulating temperature and 
rainfall. 

• At present forests cover 30% of the land but every year tree cover is 
lost amounting to the country of Panama due to growing population 
demand for more food, shelter and cloth. 

• Deforestation simply means clearing of green cover and make that 
land available for residential, industrial or commercial purpose.

• 9. Ocean Acidification: It is a direct impact of excessive production 
of CO2. 

• 25% of CO2 produced by humans. 

• The ocean acidity has increased by the last 250 years but by 2100, it 
may shoot up by 150%. 



• 10. Ozone Layer Depletion: The ozone layer is an invisible layer of 
protection around the planet that protects us from the sun’s harmful rays. 

• Depletion of the crucial Ozone layer of the atmosphere is attributed to 
pollution caused by Chlorine and Bromide found in Chloro-floro carbons 
(CFC’s). 

• Once these toxic gases reach the upper atmosphere, they cause a hole in 
the ozone layer.

• Ozone layer is valuable because it prevents harmful UV radiation from 
reaching the earth. This is one of the most important current environmental 
problem.

• 11. Acid Rain: Acid rain occurs due to the presence of certain pollutants in 
the atmosphere. 

• Acid rain can be caused due to combustion of fossil fuels or erupting 
volcanoes or rotting vegetation which release sulfur dioxide and nitrogen 
oxides into the atmosphere. 

• Acid rain is a known environmental problem that can have serious effect 
on human health, wildlife and aquatic species.



• 12. Water Pollution: Clean drinking water is becoming a rare 
commodity. 

• Water is becoming an economic and political issue as the human 
population fights for this resource. 

• Industrial development is filling our rivers seas and oceans with 
toxic pollutants which are a major threat to human health.

• 13. Urban Sprawl: Urban sprawl refers to migration of population 
from high density urban areas to low density rural areas which 
results in spreading of city over more and more rural land. 

• Urban sprawl results in land degradation, increased traffic, 
environmental issues and health issues. 

• The ever growing demand of land displaces natural environment 
consisting of flora and fauna instead of being replaced.



• SOCIAL ISSUES

• A social issue is a problem that influences many individuals within a 
society. 

• It's a common problem we see happening in our society. 

• A social issue can be considered as a problem that influences many 
people and many peoples strive to solve the issue. 

 Poverty

 Illiteracy

 Terrorism

 Casteism

 Untouchability

 Corruption



 Overpopulation
 Child Marriage
 Starvation
 Child Labor
 Gender Inequality
 Dowry
 Domestic Violence against Women
 Communalism
 Religious Violence
 Child Trafficking
 Bonded Labour



• LABOUR AND RELATED ISSUES

• "The labour problem" is the economics term widely used toward the turn of 
the 20th century with various applications. 

• It has been defined in many ways, such as "the problem of improving the 
conditions of employment of the wage-earning classes."

• Problem # 1. Surplus Labour Force:

• Labour market in India is suffering from surplus labour force. 

• A huge number of labourers are rendered surplus due to lack of adequate 
demand arising out of both primary, secondary and tertiary sector. 

• Due to high rate of growth of population, a huge number of labour forces is 
continuously being added with the existing labour force leading to a huge 
surplus in the labour market. 



• Problem # 2. Unskilled Labour: 

• Another major problem of labour market in India is that there is a growing 
number of unskilled labourers in the country. 

• In the absence of adequate vocational institutes, skill formation among the 
labour force in the country is very slow. 

• This huge number of unskilled labourers find it difficult to become self employed 
and thus create a huge army of unemployed in the country. 

• Problem # 3. Lack of Absorption of Skilled Labour: 

• In India the absorption rate of skilled labour force is also very poor. ‘

• A huge number of technically educated youths after completing their technical 
education like engineering, vocational courses etc. are finding it difficult to get 
themselves absorbed in the secondary sector, leading to a huge problem 
educated unemployment in India. 



• Problem # 4. Imperfections: 

• Labour market in India is also suffering from some imperfections such as lack of 
adequate information regarding jobs, lack of suitable agency for the proper 
utilisation of labour force, child labour practices, lack of proper manpower 
planning etc. 

• Such imperfections have been resulting in various hurdles in the path of 
absorption of labour force smoothly. 

• Problem # 5. Work Culture: 

• Work culture among the Indian labour force is not at all good. 

• Whatever work force is absorbed in various productive sectors it is not adhered 
to healthy work culture. 

• This has been resulting in lesser economic surplus in the production system 
which restricts indirectly its absorption capacity in future. 



• Problem # 6. Militant Unionism: 

• Labour market in India is also facing the problem of militant unionism. 

• In some productive sectors and that too in some particular states, trade unions are not adhering to healthy practices. 

• This has led to militancy in the union structure and its activities, which is detrimental for the greater interest of the 
nation. 

• Problem # 7. Unemployment: 

• Labour market is also facing a serious problem of unemployment. 

• A huge number of work forces of our country remain partially or wholly unemployed throughout the year or some 
part of the season. 

• This has led to the problems like disguised unemployment, seasonal unemployment, general unemployment and 
educated unemployment. 

• In the absence of adequate growth of employment avenues, unemployment problem in the country is gradually 
becoming much more alarming day by day. 

• Moreover, due to the policy of downsizing followed both in public and private sector and also in government 
administration and services sector, the problem of unemployment is becoming much more acute. 

• This has also been putting much pressure on the labour market of the country. 



Problem # 8. Lack of Labour Reforms: 

• Labour market in India is also suffering from lack of 
adequate labour reforms provision. 

• Economic reforms introduced in the country during the 
1990s have changed economic scenario of the country. 

• But the country is lagging behind in adopting necessary 
labour reforms which are rational and important under the 
present context. 



ETHICAL AND GOVERNANCE ISSUES

• A problem or situation that requires a person or organization to choose 

between alternatives that must be evaluated as right (ethical) or wrong 

(unethical).

• An ethical issue brings systems of morality and principles into conflict. 

• Unlike most conflicts that can be disputed with facts and objective truths, ethical 

issues are more subjective and open to opinions and interpretation.

• Corporate governance is the term used to describe the balance among 

participants in the corporate structure who have an interest in the way in which 

the corporation is run, such as executive staff, shareholders and members of 

the community. 

• Corporate governance directly impacts the profits and reputation of the 

company, and having poor policies can expose the company to lawsuits, fines, 

reputational damage, and loss of capital investment.



1) CONFLICTS OF INTEREST

• Avoiding conflicts of interest is vital. 

• A conflict of interest within the framework of corporate governance occurs when 
an officer or other controlling member of a corporation has other financial 
interests that directly conflict with the objectives of the corporation. 

• For example, a board member of a solar company who owns a significant 
amount of stock in an oil company has a conflict of interest because, while the 
board he or she serves on represents the development of clean energy, they 
have a personal financial stake in the success of the oil industry. 

• When conflicts of interest are present, they deteriorate the trust of shareholders 
and the public while making the corporation vulnerable to litigation.

about:blank


2) OVERSIGHT ISSUES

• Effective corporate governance requires the board of directors to have 
substantial oversight of the company’s procedures and practices. 

• Oversight is a broad term that encompasses the executive staff reporting 
to the board and the board’s awareness of the daily operations of the 
company and the way in which its objectives are being achieved. 

• The board protects the interests of the shareholders, acting as a check 
and balance against the executive staff. 

• Without this oversight, corporate staff might violate law, facing substantial 
fines from regulatory agencies, and suffering reputational damage with the 
public. 



3) ACCOUNTABILITY ISSUES

• Accountability is necessary for effective corporate governance. 

• From the top-level executives to lower-tier employees, each level and 
division of the corporation should report and be accountable to another as 
a system of checks and balances. 

• Above all else, the actions of each level of the corporation is accountable 
to the shareholders and the public. 

• Without accountability, one division of the corporation might endanger the 
success of the entire company or cause stockholders to lose the desire to 
continue their investment.



• 4) TRANSPARENCY

• To be transparent, a corporation must accurately report their profits and losses 

and make those figures available to those who invest in their company. 

• Overinflating profits or minimizing losses can seriously damage the company’s 

relationship with stockholders in that they are enticed to invest under false 

pretenses. 

• A lack of transparency can also expose the company to fines from regulatory 

agencies.

• 5)HARASSMENT

• 6)DISCRIMINATION

• 7)FAVOURITISM

• 8)NOT PROTECTING CLIENT’S SENSITIVE INFORMATION



Charter of the United Nations and The Universal 
Declaration of Human Rights (UDHR)

• The United Nations (UN) is an international organisation whose stated aims are to facilitate cooperation in 

international law, international security, economic development, social progress and human rights issues. 

• The pursuit of human rights was a central reason for creating the UN. It was founded in 1945 and began with fifty 

countries signing the United Nations Charter. 

• As of 2007, there are 192 United Nations member states, encompassing almost every recognised independent 

state. 

• The UN Charter obliges all member nations to promote “universal respect for, and observance of, human rights” and 

to take “joint and separate action” to that end. 

• The Charter consists of a preamble and a series of articles divided into chapters. 

• The Universal Declaration of Human Rights (UDHR) is an advisory declaration adopted by the United Nations 

General Assembly. 

• It consists of a Preamble and 30 articles setting forth the human rights and fundamental freedoms to which all men 

and women, everywhere in the world, are entitled, without any discrimination.



• Article 1.

• All human beings are born free and equal in dignity and rights. 

• They are endowed with reason and conscience and should act towards one another in a spirit of 
brotherhood.

• Article 2.

• Everyone is entitled to all the rights and freedoms set forth in this Declaration, without distinction of any 
kind, such as race, colour, gender, language, religion, political or other opinion, national or social origin, 
property, birth or other status. 

• Furthermore, no distinction shall be made on the basis of the political, jurisdictional or international status 
of the country or territory to which a person belongs, whether it be independent, trust, non-self-governing 
or under any other limitation of sovereignty.

• Article 3.

• Everyone has the right to life, liberty and security of person.

• Article 4.

• No one shall be held in slavery or servitude; slavery and the slave trade shall be prohibited in all their 
forms.



• Article 5.

• No one shall be subjected to torture or to cruel, inhuman or degrading 
treatment or punishment.

• Article 6.

• Everyone has the right to recognition everywhere as a person before the 
law.

• Article 7.

• All are equal before the law and are entitled without any discrimination to 
equal protection of the law. 

• All are entitled to equal protection against any discrimination in violation of 
this Declaration and against any incitement to such discrimination.



• Article 8.

• Everyone has the right to an effective remedy by the competent national 
tribunals for acts violating the fundamental rights granted him by the 
constitution or by law.

• Article 9.

• No one shall be subjected to arbitrary arrest, detention or exile.

• Article 10.

• Everyone is entitled in full equality to a fair and public hearing by an 
independent and impartial tribunal, in the determination of his rights and 
obligations and of any criminal charge against him.



• Article 11.

(1) Everyone charged with a penal offence has the right to be presumed 

innocent until proved guilty according to law in a public trial at which he has 

had all the guarantees necessary for his defence.

(2) No one shall be held guilty of any penal offence on account of any act or 

omission which did not constitute a penal offence, under national or 

international law, at the time when it was committed. Nor shall a heavier 

penalty be imposed than the one that was applicable at the time the penal 
offence was committed.

• Article 12.

• No one shall be subjected to arbitrary interference with his privacy, family, 

home or correspondence, nor to attacks upon his honour and reputation. 

Everyone has the right to the protection of the law against such 
interference or attacks.



• Article 13.

• (1) Everyone has the right to freedom of movement and residence within the 
borders of each state.
(2) Everyone has the right to leave any country, including his own, and to return 
to his country.

• Article 14.

• (1) Everyone has the right to seek and to enjoy in other countries asylum from 
persecution.
(2) This right may not be invoked in the case of prosecutions genuinely arising 
from non-political crimes or from acts contrary to the purposes and principles of 
the United Nations.

• Article 15.

• (1) Everyone has the right to a nationality.
(2) No one shall be arbitrarily deprived of his nationality nor denied the right to 
change his nationality.



• Article 16.

• (1) Men and women of full age, without any limitation due to race, 

nationality or religion, have the right to marry and to found a family. They 

are entitled to equal rights as to marriage, during marriage and at its 

dissolution.

(2) Marriage shall be entered into only with the free and full consent of the 

intending spouses.

(3) The family is the natural and fundamental group unit of society and is 
entitled to protection by society and the State.

• Article 17.

• (1) Everyone has the right to own property alone as well as in association 

with others.
(2) No one shall be arbitrarily deprived of his property.



• Article 18.

• Everyone has the right to freedom of thought, conscience and religion; this 

right includes freedom to change his religion or belief, and freedom, either 

alone or in community with others and in public or private, to manifest his 
religion or belief in teaching, practice, worship and observance.

• Article 19.

• Everyone has the right to freedom of opinion and expression; this right 

includes freedom to hold opinions without interference and to seek, 

receive and impart information and ideas through any media and 
regardless of frontiers.

• Article 20.

• (1) Everyone has the right to freedom of peaceful assembly and 

association.
(2) No one may be compelled to belong to an association.



• Article 21.

• (1) Everyone has the right to take part in the government of his country, 

directly or through freely chosen representatives.

(2) Everyone has the right of equal access to public service in his country.

(3) The will of the people shall be the basis of the authority of government; 

this will shall be expressed in periodic and genuine elections which shall 

be by universal and equal suffrage and shall be held by secret vote or by 
equivalent free voting procedures.

• Article 22.

• Everyone, as a member of society, has the right to social security and is 

entitled to realization, through national effort and international co-operation 

and in accordance with the organization and resources of each State, of 

the economic, social and cultural rights indispensable for his dignity and 
the free development of his personality.



• Article 23.

• (1) Everyone has the right to work, to free choice of employment, to just 

and favourable conditions of work and to protection against 

unemployment.

(2) Everyone, without any discrimination, has the right to equal pay for 

equal work.

(3) Everyone who works has the right to just and favourable remuneration 

ensuring for himself and his family an existence worthy of human dignity, 

and supplemented, if necessary, by other means of social protection.

(4) Everyone has the right to form and to join trade unions for the 
protection of his interests.

• Article 24.

• Everyone has the right to rest and leisure, including reasonable limitation 
of working hours and periodic holidays with pay.



• Article 25.

• (1) Everyone has the right to a standard of living adequate for the health and 
well-being of himself and of his family, including food, clothing, housing and 
medical care and necessary social services, and the right to security in the 
event of unemployment, sickness, disability, widowhood, old age or other lack of 
livelihood in circumstances beyond his control.
(2) Motherhood and childhood are entitled to special care and assistance. 

• Article 26.

• (1) Everyone has the right to education. Education shall be free, at least in the 
elementary and fundamental stages. Elementary education shall be compulsory. 
Technical and professional education shall be made generally available and 
higher education shall be equally accessible to all on the basis of merit.
(2) Education shall be directed to the full development of the human personality 
and to the strengthening of respect for human rights and fundamental freedoms. 
It shall promote understanding, tolerance and friendship among all nations, 
racial or religious groups, and shall further the activities of the United Nations for 
the maintenance of peace.
(3) Parents have a prior right to choose the kind of education that shall be given 
to their children.



• Article 27.

• (1) Everyone has the right freely to participate in the cultural life of the 

community, to enjoy the arts and to share in scientific advancement and its 

benefits.

(2) Everyone has the right to the protection of the moral and material 

interests resulting from any scientific, literary or artistic production of which 

he is the author.

• Article 28.

• Everyone is entitled to a social and international order in which the rights 

and freedoms set forth in this Declaration can be fully realized.



• Article 29.

• (1) Everyone has duties to the community in which alone the free and full 

development of his personality is possible.

(2) In the exercise of his rights and freedoms, everyone shall be subject 

only to such limitations as are determined by law solely for the purpose of 

securing due recognition and respect for the rights and freedoms of others 

and of meeting the just requirements of morality, public order and the 

general welfare in a democratic society.

(3) These rights and freedoms may in no case be exercised contrary to the 
purposes and principles of the United Nations.

• Article 30.

• Nothing in this Declaration may be interpreted as implying for any State, 

group or person any right to engage in any activity or to perform any act 
aimed at the destruction of any of the rights and freedoms set forth herein.



• HUMAN RIGHTS – UN CHARTER

• The Charter of the United Nations was signed on 26 June 1945, in San Francisco, at the 
conclusion of the United Nations Conference on International Organization, and came 
into force on 24 October 1945. 

• The Statute of the International Court of Justice is an integral part of the Charter. 

• ‘Human rights’ refers to the basic rights and freedoms to which all humans are entitled, often 
held to include the right to life and liberty, freedom of thought and expression, and equality 
before the law. 

• Human rights are the foundation of human existence and coexistence. 

• They are universal, indivisible and interdependent. 

• Human rights are recognised as fundamental by the United Nations and, as such, feature 
prominently in the Preamble of the Charter of the United Nations: “… to reaffirm faith in 
fundamental human rights, in the dignity and worth of the human person, in the equal rights of 
men and women and of nations large and small…”. 

• The United Nations is the only international entity with jurisdiction for universal human rights 
legislation.

• Where it has been adopted, legislation commonly contains:



 security rights that prohibit crimes such as murder/”enforced” involuntary 
suicide, massacre, torture etc;

 liberty rights that protect freedoms in areas such as belief and religion, 
association, assembling and movement;

 political rights that protect the liberty to participate in politics by expressing 
themselves, protesting, participating in a republic;

 due process rights that protect against abuses of the legal system such as 
imprisonment without trial, secret trials and excessive punishments;

 equality rights that guarantee equal citizenship, equality before the law and 
nondiscrimination;

 welfare rights (also known as economic rights) that require the provision of, 
e.g. education, paid holidays, and protections against severe poverty and 
starvation;

 group rights that provide protection for groups against ethnic genocide and for 
the ownership by countries of their national territories and resources.



6 WAYS CORPORATE SOCIAL 
RESPONSIBILITY BENEFITS YOUR 

EMPLOYEES
• CSR efforts don’t just boost profits and improve customer relations —

they’re good for employee relations, too. Here’s how.

• You’ve probably heard by now that corporate social responsibility (CSR) is good 
for business. 

• We live in an era of customers who want to vote with their dollar and hold 
companies accountable for their broader actions in the world — and companies 
are responding. 

• These initiatives often include environmental programs (e.g. efforts to reduce the 
company’s carbon footprint), philanthropic efforts (e.g. a fundraiser or donation 
for charity), ethical labor practices (e.g. refusal to exploit cheap or free labor), 
and volunteering programs (e.g. providing employees with paid time to volunteer 
in the community).

• But with all the focus on the benefits of CSR for improving profits and customer 
perceptions, don’t overlook a goldmine – its benefits to employees.

about:blank


1. Increased Organizational Citizenship 
Behaviors and Improved Employee 
Relationships
• If employees think their employer is “doing the right thing,” it 

seems they are more likely to “do the right thing” themselves. 

• When organizations implement best practices in CSR, employees 

are more likely to engage in cooperative behaviors towards their 

coworkers and the organization, like going out of their way to help 

their teammate.

• Similarly, CSR promotes higher-quality and closer relationships 

between employees.

about:blank
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• 2. Enhanced Employee Identification with the Organization 

• When employees feel that their organization is socially responsible, they 

experience a greater sense of identity with the business they work for. 

• In fact, social responsibility can be more important than financial success 

in determining how much employees identify with their workplace.

• 3. Improved Retention and Organizational Commitment

• Feeling positively about their organization’s CSR initiative has been shown 

to increase employee’s intentions to stay with their current employer, and 

their overall commitment to the organization. 

• Commitment includes a huge range of positive attitudes, including how 

much employees like their organization, make personal sacrifices for the 

organization, and see their own future and success tied to the 

organization’s success.

about:blank
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• 4. More Attractive Company Culture to Prospective Employees

• Along with increasing current employees’ commitment, CSR can also make 
organizations look more attractive to applicants and prospective employees. 

• In the age when millennials look to work for “high impact” organizations, 
engaging in CSR may help companies to attract top talent over other 
organizations. 

• For example, a survey by the non-profit Net Impact found that 72 percent of 
students about to enter the workforce stated that a job where they can “make an 
impact” was important for their happiness.

• 5. Better Employee Engagement and Performance

• Employees have also been shown to be more engaged and to perform better
when they feel good about their company’s CSR involvement. 

• By making employees aware of the company’s efforts to give back and 
celebrating these efforts, you can help employees become more actively 
engaged with their work, and do better work overall.

about:blank
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•6. Increased Creativity

•Finally, CSR can increase employees’ creative 

involvement, including generating new but 

practical ideas, originality, and creative 

problem-solving. 

•When organizations express their values and 

passions through CSR, employees may be 

inspired to develop new and better ways to do 

their work.

about:blank


United Nations Global Compact
• The United Nations Global Compact is a non-binding United Nations pact to encourage 

businesses worldwide to adopt sustainable and socially responsible policies, and to report on 

their implementation. 

• The UN Global Compact is a principle-based framework for businesses, stating ten principles 

in the areas of human rights, labor, the environment and anti-corruption. 

• Under the Global Compact, companies are brought together with UN agencies, labor groups 

and civil society. Cities can join the Global Compact through the Cities Programme.

• The UN Global Compact is the world's largest corporate sustainability (a.k.a. corporate social 

responsibility) initiative with 13000 corporate participants and other stakeholders over 170 

countries with two objectives: "Mainstream the ten principles in business activities around the 

world" and "Catalyse actions in support of broader UN goals, such as the Millennium 

Development Goals (MDGs) and Sustainable Development Goals (SDGs)".

• Moving forward, the UN Global Compact and its signatories are deeply invested and 

enthusiastic about supporting work towards the SDGs.

about:blank
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The Ten Principles of the UN Global Compact

• Corporate sustainability starts with a company’s value system and a principles-based approach 
to doing business. 

• This means operating in ways that, at a minimum, meet fundamental responsibilities in the areas 
of human rights, labour, environment and anti-corruption. 

• Responsible businesses enact the same values and principles wherever they have a presence, and 
know that good practices in one area do not offset harm in another. 

• By incorporating the Ten Principles of the UN Global Compact into strategies, policies and 
procedures, and establishing a culture of integrity, companies are not only upholding their basic 
responsibilities to people and planet, but also setting the stage for long-term success. 

• The Ten Principles of the United Nations Global Compact are derived from: the Universal 
Declaration of Human Rights, the International Labour Organization’s Declaration on 
Fundamental Principles and Rights at Work, the Rio Declaration on Environment and 
Development, and the United Nations Convention Against Corruption.

about:blank
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•Human Rights

•Principle 1: Businesses should support and 

respect the protection of internationally 

proclaimed human rights; and

•Principle 2: make sure that they are not 

complicit in human rights abuses. 

about:blank
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• Labour

• Principle 3: Businesses should uphold the freedom of 

association and the effective recognition of the right to 

collective bargaining;

• Principle 4: the elimination of all forms of forced and 

compulsory labour;

• Principle 5: the effective abolition of child labour; and

• Principle 6: the elimination of discrimination in respect of 

employment and occupation. 

about:blank
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• Environment

• Principle 7: Businesses should support a precautionary approach to environmental 

challenges;

• Principle 8: undertake initiatives to promote greater environmental responsibility; 

and

• Principle 9: encourage the development and diffusion of environmentally friendly 

technologies. 

• Anti-Corruption

• Principle 10: Businesses should work against corruption in all its forms, including 

extortion and bribery.

about:blank
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• Top 5 ways to tackle the problem of child labor in India

• India's fight against child labor gained new impetus with the ratification of 
the United Nations Convention on the Rights of the Children in 1992. 

• India became a signatory in a bid to be seen as an ethical labor market to 
international corporations. 

• However, despite decades of work, the practice of child labor in India still 
continues to persist with more than 80 lakh children (5-14 years) toiling in 
fields, factories, shops and elsewhere.

• Thankfully, a combination of successive government policies, as well as 
stringent civil society initiatives by organisations like Save the Children 
have demonstrated an assert direction on fighting for child rights. 

• Combined with the increasing number of socially conscious corporations 
and citizens who donate to charity, child rights are today a cause for 
everyone.

about:blank
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1)Spread awareness

• Parental awareness of the evils of child labor can prevent disruption in 
schooling and pushing of children into labor. 

• Lack of understanding on the part of parents creates situations where 
traffickers prey upon children and many trafficked children end up in child 
labor. 

• Aware communities can comprehend and respond to children’s issues 
much more effectively. 

• Awareness also ensures that communities tap growth, education, 
employment, and enterprise opportunities and create a socially and 
economically developed society in which children suffer much less. 

• NGOs use community events, sports, arts and theatre to educate 
communities about the importance of child rights. 

• NGOs also create income resources, educational resources, and access 
to information services – all with an aim to help children and their 
communities march ahead.



2) More stringent laws and effective implementation

• Policymaking is essential to long lasting social change, and 
lobbying for better laws involves demonstrating how change can 
bring considerable benefit. 

• NGOs research, and showcase findings regarding exploited 
children, and use case studies to establish how their work 
benefits children. 

• Driving policy-level change requires relationships with several 
stakeholders - media, lawmakers, citizens, fellow civil society 
members, etc. 

• Many cases have been filed demonstrating how legislating can 
curb child trafficking. 

• NGOs also maintain coordination with district and state level 
authorities for a vigilant eye on the implementation of pro-child
laws.



3) Sending more children to school 

• India has the world's largest educational system, yet faces the hurdles of low 
literacy, due to low enrolment. 

• Organisations like Save the Children execute several initiatives to boost 
children’s enrolment in schools. The organisation maps out-of-school children 
and those who are at risk of dropping out and ensures that they enter into the 
fold of education.

• Save the Children's child education achievements includes the following:

• i. Creating 'Inclusive Learner Friendly Environments’ (ages 3-18 years) across 
settings as diverse as slums and villages

• ii. Create a dialogue with children and families to send children to school, 
provide admissions assistance

• iii. Create fun, meaningful experiences in school, with child-friendly and 
interactive teaching-learning methods

• vi. Generate funding for, and establish libraries and infrastructure like 
computers, sports equipment and Mobile Learning Centres

• vi. Successfully bringing back out-of-school children (dropouts and both never-
been-to-school children), street children, and child laborers to school



4) Discouraging people to employ children in 
homes, shops, factories, etc

•Child labor gets a resounding approval when Indian 
businesses openly use it, in industries like retail, 
hospitality, and menial work. 

•NGOs today sensitise trade organisations to end 
this social evil, and educate locals about reporting 
instances of child labor at businesses and homes. 

•Save the Children has to its credit getting India’s 
biggest IT market declared child labor-free.



5) Supporting NGOs like Save the Children

• Save the Children offers immediate aid to victims of child labor, 
while also working for long-term societal change through policy 
change. 

• The NGO works to ensure that existing policies are followed 
through with action.

• It has rescued 9337 children from child labor, in pan-India
ongoing relief and rescue missions.

• Present in 120 countries, Save the Children focuses on education 
and a new life of millions of children affected by armed conflict 
and exploitation. 

• The NGO works with state and national level authorities, 
including Police departments of states to prevent child 
exploitation incidence in states such as Punjab, Delhi, Bihar, J&K, 
Jharkhand, West Bengal and Assam where vulnerability of 
children is high.

about:blank


• Conclusion

• Initiatives from civil society have given lakhs of children the 
means of living dignified life where, they can cherish their 
childhood. 

• Save the Children has forged powerful relationship with 
government, national and International bodies to make child 
rights a “movement”.

• Fighting child labor requires a multi-pronged push, and there is 
a need to make this a people's issue. 

• While officials and government can only institute policies, 
ignoring everyday child abuse and malnourishment must also 
be attacked at an individual level, wherever possible Every bit 
of help counts in the fight against issues plaguing children’s 
lives.

about:blank


How To Show CSR to Stakeholders
• With corporations everywhere more engaged with CSR activities, it has

never been more important to understand how to effectively communicate
those strategies and achievements to stakeholders.

• Given the general public’s current distrust of some of our major

companies, C-suite executives might understandably be concerned that

these CSR communications are wrongly perceived as ‘green washing’.

That is, falsely over-promoting a company’s environmental, social and

governance (ESG) credentials for reputational gain.

• As we enter a new era of corporate sustainability, how then is it best to
communicate good CSR policy to your audience?



Build your strategy.
It is no longer enough to consign communication of your CSR activities to a small section on your

company’s website, as an afterthought.

Environmental, social and governance issues increasingly are being understood as essential to the good

performance of any business.

If CSR is built into the fabric of the company, then it should also be evident across all of your

communications from reporting to core brand messaging.

By understanding how ESG issues are integrated across the business, a strategy can then be built to

communicate CSR to your stakeholders.

Before communicating your business’s CSR activities, ensure that all actions and impacts agree with the

corresponding message.

Ultimately, if you are strong in CSR, you will be able to build an effective program to communicate those

activities.

about:blank
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Embrace the media.

• It is important to realize that the majority of media outlets will

report fairly on a company’s CSR activities, and are not always

interested in bad news over good.

• Be proactive in engaging with your industry’s key media outlets,

explaining the company’s focus on environmental, social and

governance activities.

• By shying away from engaging with the media over your CSR

commitments, your stories wont be heard by external

stakeholders.



Understand public interest.
The world has moved on rapidly over recent years from the days when
CSR was only of interest to the ‘green’ community.

Through regulatory reform, shifting corporate cultures and
advancements in technology, the public more widely expects
companies to now be fully transparent.

They want to know how stuff is made and where and of what.

The societal purpose of a company is increasingly of interest to the
woman and man on the street.

Therefore, ensure that you place your external stakeholders at front of
mind when devising your CSR communications strategy. They want to
know.



Involve others.

• If your business has a dedicated CSR department
or a CSR media officer, then consider how others
across the business can get involved.

•The communication of a company’s ESG activities
should be integrated across various communication
channels and through different arms of the
business. And, through different people across the
organization.



Tell stories.

• It is important to bring to life the impact of your company’s CSR

activities and to make them relevant to your stakeholders.

• Stories are therefore key in your communications plan.

• Identify instances where the business has had a positive impact

in the community, for example, and tell that story through those

who have been directly involved.

• Your audience will be engaged with your CSR activities when

they read or see stories they can relate to and share with others.



Voice opinion.
• The corporate world is undergoing fundamental change in
how it contributes solutions to the issues of tomorrow.

• Don’t be afraid to become an opinion leader in your
industry on how your company is embracing sustainability
challenges.

• Through thought leadership, identify opportunities to
demonstrate authority on how the private sector – and
your business – is well equipped to help tackle societal
issues.

about:blank


Be social.

•Ensure that social communication channels are

embedded into your CSR strategy.

•Platforms such as Twitter are crucial in allowing

your business to communicate swiftly and

transparently on CSR activities, and provide a

direct line of engagement with your external

stakeholders.

about:blank


Remain committed.
• It does not matter how effective a company’s

communication strategy is; if the reality does not match

what is being said, then you risk severely damaging your

brand reputation.

• Presenting that your company engages in more CSR

activities then it actually does will not only undermine the

good work which has taken place, but will mislead

stakeholders



HOW (AND WHY) SHOULD CORPORATIONS 
COMMUNICATE CSR ACTIVITIES THROUGH 

THE INTERNET?
• Corporate social responsibility (CSR) has become a much-discussed 

topic within the business world during the last years.

• Communicating a company’s sustainability activities is a controversial 
aspect within CSR. While firms want stakeholders to be aware that 
they are socially responsible, they are hesitant about communicating 
their actions, fearing criticism and worrying of creating higher 
expectations. 

• Nonetheless, stakeholders (e.g. consumers) want to get to know the 
corporations behind the brands and products they buy.

• In recent times, the Internet, as a means of communication, has 
acquired a significant role.

about:blank


THE BELOW TECHNOLOGY-ENABLED CHANNELS ARE 
BENEFICIAL TO ORGANIZATIONS NOWADAYS BECAUSE OF 

THEIR HIGH DIFFUSION OF INFORMATION, AS WELL AS 
THEIR CAPACITIES TO INCREASE INFORMATION SHARING:

 Demonstrating CSR activities in corporate website

 Stakeholder engagement via social media channels

 Electronic surveys/focus groups

 Electronically mediated conferences

 Blogging

 Maintenance of hotlines

 RSS feeds



CSR Communication through the Corporate 
Website

• The Internet is a relatively new context for communication as an alternative to 

more traditional channels (e.g. newspapers, radio, television) and has been used as 

a major communication channel since the 1990s . 

• The main difference between the Internet and the traditional media lies in the fact 

that it allows companies to publicize more information less expensively and faster 

than in the past years. 

• Moreover, it provides new features to corporate communication, such as electronic 

document retrieval, search tools and multimedia applications.



• The Internet also provides a unique and significant feature that allows the 

corporation to communicate and interact with specific stakeholders and obtain 

feedback. 

• By proactively communicating with stakeholders and involving them in strategy 

planning and practices of CSR, companies can form long-term connections and 

effectively manage and respond to the growing influence of the various 

stakeholders. 

• The contents of an annual report, a sustainability report or a corporate homepage 

in terms of CSR activities is becoming an important platform for communication 

and a condition for creating the basis of a strong brand.



CSR Communication through Social Media 
Channels 
• The wave of new media, and specifically the social media, can be a 

strategic instrument to facilitate CSR communication and commitment 
towards sustainability, which is vitally needed to create smooth corporate-
stakeholder engagement. 

• Stakeholders’ insight and their timely engagement will support the 
achievement of corporate objectives. 

• A successful stakeholder engagement can be advanced through new 
media that democratizes stakeholders’ participation in the CSR dialogue, 
such as the social media platforms. a company should:

• Engage with stakeholders in real time

• Join the conversation by providing relevant content

• Listen to the various stakeholder’s groups opinion



• In recent times, corporations that want to be relevant 

and successful need to take seriously the opportunities 

offered by social media for sustainable business 

practice. 

•To achieve this goal, firms need to appropriately 

publicize their activities through the new media 

technologies in terms of their CSR communication 

strategy as well as employing multiple and inclusive 

platforms of engagement. 

•This is critical in the modern business era for 

organizational success and less criticism from 



Conclusion
•Nowadays, the Internet plays a prominent role in 
corporate communication, and in extent in CSR 
communication activities. 

•The two most important digital communication channels 
to achieve efficient stakeholder updating and 
engagement are corporate websites and social media 
platforms.

• In today’s world, most of the large companies publicize 
information about their sustainability commitment in their 
websites. 



• In some cases, the sustainability report can be found 
online or the company dedicates a separate section in 
CSR communication. In both cases, most companies 
devote a popular section of their website to 
communicate its social and environmental friendly 
activities.

•Besides communicating their sustainability initiatives, a 
critical aspect for a corporation is to build stakeholder 
engagement. Engaging different stakeholder groups into 
the company’s CSR strategy can be achieved by timely 
engaging, discussing and listening the audience through 
social media platforms. 

•The company then can avoid major criticism that may 
harm its brand.



How do businesses meet their social responsibilities to 

various stakeholders?

• What makes a company be admired or perceived as socially 

responsible? 

• Such a company meets its obligations to its stakeholders. 

• Stakeholders are the individuals or groups to whom a business 

has a responsibility. 

• The stakeholders of a business are its employees, its customers, 

the general public, and its investors.



Responsibility to Employees
• An organization’s first responsibility is to provide a job to employees. 

• Keeping people employed and letting them have time to enjoy the fruits of their 
labor is the finest thing business can do for society. 

• Beyond this fundamental responsibility, employers must provide a clean, safe 

working environment that is free from all forms of discrimination. Companies 
should also strive to provide job security whenever possible.

• Enlightened firms are also empowering employees to make decisions on their 
own and suggest solutions to company problems. 

• Empowerment contributes to an employee’s self-worth, which, in turn, increases 
productivity and reduces absenteeism.



Responsibility to Customers

• To be successful in today’s business environment, a company must satisfy 

its customers. 

• A firm must deliver what it promises, as well as be honest and forthright in 

everyday interactions with customers, suppliers, and others. 

• Recent research suggests that many consumers, particularly millennials, 

prefer to do business with companies and brands that communicate 

socially responsible messages, utilize sustainable manufacturing 

processes, and practice ethical business standards.



Responsibility to Society

• A business must also be responsible to society. 

• A business provides a community with jobs, goods, and services. 

• It also pays taxes that go to support schools, hospitals, and better roads. 

• Some companies have taken an additional step to demonstrate their 
commitment to stakeholders and society as a whole by becoming Certified 
Benefit Corporations, or B Corps for short. 

• Verified by B Lab, a global nonprofit organization, B Corps meet the highest 

standards of social and environmental performance, public transparency, and 
legal accountability and strive to use the power of business to solve social and 
environmental problems.



Environmental Protection
• Business is also responsible for protecting and improving the world’s 

fragile environment. 

• The world’s forests are being destroyed fast. Every second, an area the 

size of a football field is laid bare. 

• Plant and animal species are becoming extinct at the rate of 17 per hour. 

• A continent-size hole is opening up in the earth’s protective ozone shield. 

• Each year we throw out 80 percent more refuse than we did in 1960; as a 

result, more than half of the nation’s landfills are filled to capacity.



• To slow the erosion of the world’s natural resources, many 

companies have become more environmentally 

responsible. 

• For example, Toyota now uses renewable energy sources 

such as solar, wind, geothermal, and water power for 

electricity to run its facilities. 

• When its new $1 billion North American headquarters 

opened in Plano, Texas, in May 2017, Toyota said the 2.1 

million square-foot campus would eventually be powered 

by 100% clean energy, helping the auto giant move closer 

to its goal of eliminating carbon emissions in all of its 



Responsibilities to Investors
• Companies’ relationships with investors also entail social 

responsibility. 

• Although a company’s economic responsibility to make a profit 

might seem to be its main obligation to its shareholders, some 

investors increasingly are putting more emphasis on other 

aspects of social responsibility.

• Some investors are limiting their investments to securities (e.g., 

stocks and bonds) that coincide with their beliefs about ethical 

and social responsibility. This is called social investing. 



• For example, a social investment fund might eliminate from 
consideration the securities of all companies that make tobacco 
products or liquor, manufacture weapons, or have a history of 
being environmentally irresponsible.

• Not all social investment strategies are alike. 

• Perhaps partly as the result of the global recession of 2007–
2009, over the last several years companies have tried to meet 
responsibilities to their investors as well as to their other 
stakeholders. 

• Recent research suggests that now more than ever, CEOs are 
being held to higher standards by boards of directors, investors, 
governments, media, and even employees when it comes to 
corporate accountability and ethical behavior. 



ISO – 14001
• ISO 14001 has become the international standard for designing and implementing an 

environmental management system. 

• The standard is published by ISO (the International Organization for Standardization), 
an international body that creates and distributes standards that are accepted 
worldwide. 

• The most recent version of the environmental management system requirements was 
published in 2015, and is referred to as “ISO 14001:2015.” 

• The standard was agreed upon by a majority of member countries before being 
released and updated, and as such it has become an internationally recognized 
standard accepted by a majority of countries around the world.

• In a survey of ISO 14001 certification at the end of 2017 the number of companies that 
have implemented an ISO 14001 environmental management system shows a stable 
trend worldwide. 





What is an environmental management 
system?

• An environmental management system, often called an EMS, is 

comprised of the policies, processes, plans, practices and records 

that define the rules governing how your company interacts with the 

environment. 

• This system needs to be tailored to your particular company, because 

only your company will have the exact legal requirements and 

environmental interactions that match your specific business 

processes. 

• However, the ISO 14001 requirements provide a framework and 

guidelines for creating your environmental management system so 

that you do not miss important elements needed for an EMS to be 



STRUCTURE OF ISO

•The ISO 14001 structure is split into ten sections. 

•The first three are introductory, with the last seven 

containing the requirements for the environmental 

management system. 

•Here is what the seven main sections are about:



Section 4: Context of the 
organization

•This section talks about requirements for 
understanding your organization in order to 
implement an EMS. 

•It includes the requirements for identifying 
internal and external issues, identifying 
interested parties and their expectations, 
defining the scope of the EMS and identifying 
the processes required for the EMS.



Section 5: Leadership

•The leadership requirements cover the need for top 

management to be instrumental in the 

implementation of the EMS. 

•Top management needs to demonstrate 

commitment to the EMS by ensuring environmental 

commitment, defining and communicating the 

environmental policy and assigning roles and 
responsibilities throughout the organization.



Section 6: Planning

• Top management must also plan for the ongoing function of the 

EMS. 

• Risks and opportunities of the EMS in the organization need to 

be assessed, and environmental objectives for improvement 

need to be identified and plans made to accomplish these 

objectives. 

• Additionally, it is necessary for the organization to assess all 

the ways in which the organizational processes interact and 

affect the environment as well as the legal and other 
commitments that are required for the organization.



Section 7: Support

•The support section deals with 

management of all resources for the EMS, 

and also includes requirements around 

competence, awareness, communication 

and controlling documented information 

(the documents and records required for 

your processes).



Section 8: Operation

•The operation requirements deal with all 

aspects of the environmental controls 

needed by the organizational processes, as 

well as the need to identify potential 

emergency situations and plan responses 

so that you are prepared to respond if an 

emergency occur.



Section 9: Performance 
evaluation

• This section includes the requirements needed 

to make sure that you can monitor whether 

your EMS is functioning well. 

•It includes monitoring and measuring your 

processes, assessing environmental 

compliance, internal audits, and ongoing 

management review of the EMS.



Section 10: Improvement

• This last section includes the requirements needed to 

make your EMS better over time. 

• This includes the need to assess process nonconformity 

and taking corrective actions for processes.

• These sections are based on a Plan-Do-Check-Act cycle, 

which uses these elements to implement change within 

the processes of the organization in order to drive and 

maintain improvements within the processes.





IMPORTANCE / BENEFITS OF 
IMPLEMENTING ISO - 14001.

• The benefits of ISO 14001 cannot be overstated; 

companies large and small have used this standard to 

great effect, as mentioned above. Here are just a few of 

these benefits:

• Improve your image and credibility – By assuring 

customers that you have a commitment to demonstrable 

management of your environmental impacts, you can 

enhance your image and market share through 

maintaining a good public image and improved 



Improve cost control

•One improvement that all companies are 

looking for is reduction of costs. 

•The EMS can help with this by conserving 

energy and input materials, while reducing 

incidents for which a company can incur liability 

costs and improved environmental controls can 

help to obtain insurance at reduced costs to the 

company.



Use evidence-based decision 
making

•By ensuring that you are using accurate data to 
make your decisions on what to improve, you can 
greatly increase the chances that your 
improvements will be successful the first time 
rather than having several unsuccessful attempts. 

•By using this data to track your progress you can 
correct these improvement initiatives before they 
have gone “off the rails,” which can save costs and 
time.



Create a culture of continual 
improvement

•With continual improvement, you can work 
toward better processes and reduced 
environmental impacts in a systematic way in 
order to improve your public image and 
potentially reduce your costs, as identified 
above. 

•When a culture of improvement is created, 
people are always looking for ways to make 
their processes better, which makes 
maintaining the EMS easier.



Engage your people

•Given a choice between working for a company 

that shows care and concern for the 

environment around it and one that does not, 

most people would prefer the first company. 

•By engaging your employees in a group effort 

to reduce your environmental footprint you can 

increase employee focus and retention.



ALSO
• Taking care of our environment, and preventing our companies from causing negative 

impacts on the environment, are two of the most important challenges facing 
businesses today. 

• One of the biggest benefits of implementing an EMS is the recognition that comes with 
being among those businesses that care enough to reduce their environmental 
footprint. 

• This can bring better relationships with customers, the public, and the community at 
large for your company, but it also brings other benefits.

• Along with the good public image, many companies can save money through the 
implementation of an environmental management system. 

• This can be achieved through reducing incidents that can result in liability costs, being 
able to obtain insurance at a more reasonable cost, and conserving input materials and 
energy through reduction efforts. 

• This improvement in cost control is a benefit that cannot be overlooked when making 
the decision to implement an environmental management system.



What are the practical steps to becoming ISO 
14001 certified?

•This section discussed the 
steps for a company to 

implement an ISO 14001 
environmental management 
system and have it certified.



• ISO 14001 certification for your company involves 
implementing an EMS based on the ISO 14001 requirements, 
and then hiring a recognized certification body to audit and 
approve your EMS as meeting the requirements of the ISO 
14001 standard.

• Starting with management support and identifying the legal 
requirements for the EMS, you will need to start with defining 
your environmental policy, environmental aspects, and 
environmental objectives and targets, which together define the 
overall scope and implementation of the environmental 
management system. 

• Along with these, you will need to create the mandatory and 
additional processes and procedures necessary for your 
organization’s operations.

• There are several mandatory processes that need to be included, 



•This creation of documents and records can be 

done internally by your company, or you can get 

help through hiring a consultant or purchasing 
standard documentation. 

•Once all of the processes and procedures are in 

place, you will need to operate the EMS for a period 

of time. 

•By doing this, you will be able to collect the records 

necessary to go to the next steps: auditing and 
reviewing your system and becoming certified.



Mandatory steps to finish implementation 
and get your company certified

• After finishing all your documentation and implementing it, your organization 

also needs to perform these steps to ensure a successful certification:

• Internal audit – The internal audit is in place for you to check your EMS 

processes. The goal is to ensure that records are in place to confirm compliance 

of the processes and to find problems and weaknesses that would otherwise 
stay hidden.

• Management review – A formal review by your management to evaluate the 

relevant facts about the management system processes in order to make 
appropriate decisions and assign resources.

• Corrective actions – Following the internal audit and management review, you 

need to correct the root cause of any identified problems and document how 
they were resolved.



•The company certification process is divided into 
two stages:

•Stage One (documentation review) – The auditors 

from your chosen certification body will check to 

ensure your documentation meets the requirements 
of ISO 14001.

•Stage Two (main audit) – Here, the certification 

body auditors will check whether your actual 

activities are compliant with both ISO 14001 and 

your own documentation by reviewing documents, 

records, and company practices.



OHSAS 18001

•OHSAS 18001, Occupational Health and Safety 

Assessment Series (officially BS OHSAS 18001), was a 

British Standard for occupational health and safety 

management systems. 

•Compliance with it enabled organizations to demonstrate 

that they had a system in place for occupational health 

and safety.

about:blank
about:blank


OHSAS 18001:2007 – Health And Safety 
Management System

• Managing health and safety (OH&S) issues in the

workplace represents an enormous challenge due to

varying human nature, skills set, process complexity &

local culture and have implications for everyone at the

workplace.

• Effectively managing these issues means taking account

not only of legal requirements, but also the well-being of
your personnel in the organization.



Purpose of OHSAS 18001
• Management of health & safety issues for an organization considering all

interested parties concern is the main challenge of the business while working

with significant hazardous process & risk.

• Achieving OHS performance with improved well being is the need to assure the

regulatory bodies, customers and other stack holders due to high premium cost

for any incident.

• Certification to OHSAS 18001 show the commitment to the health and safety of

employees, demonstrates your ability to manage risk & hazards associated with

the activities and provide assurance to all concerned including customers and

management that legal compliance is effectively managed.



• Implementation of OHSAS 18001 policies gives systematic
approach to minimizing health and safety risks and provide a
framework for an organization to manage its legal compliance
and improve occupational health and safety performance,

including risk and opportunity identification, analysis, target
setting, and measurement.

• Organizations are improving the health & safety status by
implementing the universally valid international standard along
with best practices beside their own country specific health &

safety legislations.

• OHSAS 18001 is basic and globally recognized standard for
occupational health and safety management systems and is
applicable to any organization in any business sector.



Benefits of OHSAS 18001
• Implementing an effective occupational health and safety management system

reduces the risk of harm to your employees and other personnel and reduces
overall liability. Effective Management of Health and Safety risks will help:

 Demonstrate your commitment to the protection of employee, property and 
plant.

 Minimize the number of accidents and production time loss due to better control 
over hazards at the workplace

 Focus on employee safety results in a satisfied, motivated and highly 
productive work team.

 Increase control and reduction of hazards through the setting of objectives, 
targets and evolved responsibility.

 Maximize the well-being and productivity of all people working for the 
organization.



 Encourage better relationships with contractors and more 

effective contracted activities.

 Reduction in insurance premiums & workers 

compensation

 Demonstrates an innovative and forward thinking 

approach

 Ensuring legal compliance

 Improve safety culture & your reputation in the eyes of 

customers, competitors, suppliers, other stakeholders 

and the wider community.



More about OHSAS 18001

• A certificate is issued by third party registrar to

demonstrates that your business system has been

certified against requirements of OHSAS 18001

requirements.

• Implementation of OHSAS 18001 by setting up of internal

processes gives confidence to management, employees

& society at large about the protecting the health & safety

and managing risk to human being.



• OHSAS 18001 is an international standard for occupational health
and safety management, applicable to companies of all sizes and
types;

• certification to OHSAS 18001 provides a dynamic mechanism for the
development of effective health & safety management system. “Plan-
Do-Check-Act” principle based cycle, OHSAS 18001: 2007 specifies
the most important requirements to identify, control and monitor the
risk & hazards of any organization, and also how to manage and
improve the whole system.

• The OHSAS 18001 (Occupational Health and Safety Assessment
Series) certification system is developed by an association of national
standard bodies, group of certification bodies/registrars, and specialist
of health & safety.



Features of OHSAS 18001

• OHSAS series is designed to help organizations formulate
occupational health and safety policies and objectives containing

two documents viz. OHSAS 18001 – OHS Requirements &
OHSAS 18002 which generally known as guidance document for
implementation of OHSAS 18001.

• It is applicable to any organization, large or small, and within any
business sector.

• OHSAS 18001 is largely aligned with the structure of ISO 14001
and is based on the two concepts of continual improvement and
regulatory compliance.



OHSAS 18001 audit covers following:
 Policy statement (commitment of top management to improve 

OHS conditions)

 Hazard identification, assessment & control (evaluation of risk 
& its consequence on human being)

 Legal & other requirements (ensuring stringent compliance to 
the law of the land)

 Documented objectives & targets (continual improvement)

 Resources, Role, Responsibility & Authority (making 
responsible every one)



 Competence, awareness & training (ensures availability of right person all the 

time)

 Communication, participation & consultation (ensuring every one has to 

become part of OHS management )

 Documentation, Control of documents & records (for ensuring compliance)

 Operational controls(established safe working conditions)

 Emergency preparedness & response (check your preparation to mitigate any 

emergency or abnormal situation)

 Performance measurement & monitoring (ensuring health & safety parameters)

 Incident, Nonconformity, corrective & preventive action (provides mechanism 

for improvement)

 Management review (ensuring organization system is complied)



Eliminating risks and hazards

• OHS hazards & its risk to human being are identified by a team of 
experts considering extent of application, nature of activity & 
conditions in which it operates. 

• Identified risk are prioritized by making objective to reduce its 
significance level by giving a frame work of management 
programs which identify the resources & approach to achieve the 
desired goal. 

• Timely review of achieved objective & new process area will 
direct the organization to set the next goal towards improvement 
in health & safety status.



Certification Process for OHSAS 
18001

• DQS Certification India appoints a competent & suitable auditor or team of

auditors to audit the organization against the standard & scope requested by the
clients.

• Client has to file an application seeking standard for which to be certified.

• Gap analysis may be performed first to check readiness for the auditee
organization which help organization to improve upon.

• Routine surveillance audits are carried out to evaluate continual improvement in
the validity period.

• A re-certification audit is performed after every three years to maintain continuity
of the certification.



Implementing OHSAS 18001
• Implementing your Occupational Health & Safety Management 

System (OH&SMS) and ultimately gaining certification can be 
difficult, and it is easy to become stunned by the numerous 
requirements of OHSAS 18001. 

• To make the process easier to follow, the 12 steps below contain 
important information about the elements essential to your 
system.

1) Management support

• Getting management support is critical and you need to decide 
whether to talk to them individually, or hold a meeting.



2) Legal requirements
•You need to know which health and safety laws 
apply your industry. 

•To obtain this knowledge, look at regional, national 
and international legislation. 

•An outline for the requirements for your 
compliance is described in OHSAS 18001 Section 
4.3.2. 

•Make sure you’re fully conversant with this to 
ensure that your implementation is successful.



3) OH&SMS scope

•Your OH&SMS might be applicable to the 
whole company, or possibly just one or a few 
locations of a company with multiple 
locations. 

•When you write the OH&S Policy, objectives 
and targets, this knowledge will be critical.



4) Processes and 
procedures

• To manage the OH&S threats for your company, you need to define 
processes and procedures. To do this, ask yourself the following 
questions:

• How could you recognize all the hazards, as well as the risks that go with 
these, so that you are able to put the controls in place that will mitigate 
these risks?

• What type of risk assessments are required?

• What are the operational controls?

• What will your emergency procedures look like?

• What needs to be written, and what should be controlled by conducting 
training and awareness sessions?



5) Implementation
•Once you have defined all the processes and 
procedures in Step 4, you need to put them into place. 

•To do this, you’ll need to establish a hierarchy of 
procedures and controls. 

•To achieve the success you’re looking for, it might be 
advisable to work with various individuals in the 
organization. 

•You also need to consider how the added 
responsibilities that employees now have will be rolled 
out.



6) Training and awareness
• Your employees need to know what OHSAS 18001 does, and 

why it was decided to implement it. 

• This is achieved through training and awareness sessions.

• Establish how the training will be done – training sessions could 
be held during departmental meetings, or managers might train 
their own employees. 

• When you make changes to the processes, always determine 
who has to be trained regarding these changes, and where and 
how they’ll be trained. 

• Everyone should be fully aware of how they relate to OH&SMS 
and what their responsibilities are.



7) Certification
• Once your system has been designed and implemented, you 

need to select a certification body to certify your system. 

• Look for auditors that know the industry you’re in and are 
conversant with the associated risks and hazards. 

• To do this, you might want to look at other organizations the 
company has certified, and check how satisfied they were. 

• You could also ask the certification body how they propose to 
provide benefits to you. 

• If you check all these things, and ask the questions, you should 
be able to find the certification body that’s right for you.



8) Maintaining and keeping records
• When you move forward, check your records to see what they 
say about the processes. 

• You should know if they work well, or if you have to change 
anything by using the corrective action process. 

• Also make sure your employees know what they have to do as 
described in your records, and identify if further training is 
needed in specific areas. 

• If you notice opportunities to improve the processes, determine 
how you can profit from these. 

• Ask the certification body how long this period should be before 
the management system is deemed ready for audit.



9) Internal audits

• Internal audits are tools used to check the 
processes, so notice what they are telling you. 

• You’ll quickly be able to see if your records are 
good enough to determine if a process is working, 
or if there are problems that need to be fixed 
through corrective action. 

• Some areas might need audits more frequently 
than others.



10) Management reviews

• When management reviews the output of your 
management system, they’ll quickly see if the 
OH&SMS is functioning as per the original plan 
and if it is correctly implemented and running 
effectively. 

• A management review will also highlight if 
improvements are made, and if adequate 
resources are made available for the effort.



11) Corrective actions
• If there are problems with the OH&SMS system, these will have 

to be fixed. 

• Problems are typically identified through internal audits, process 
measurements, and management reviews. 

• The OH&S incident investigation procedure should also be an 
input into your corrective actions. 

• The corrective action process will help you identify root causes of 
any problem. 

• Once you know the cause, address it with corrective actions.



12) Certification audits
• Once you feel you are ready, the certification body you have chosen will arrange for auditors to 

audit your system. 

• This means that they’ll compare your processes, procedures and plans to the requirements of 
the standard. 

• If any gaps are found, these will be highlighted in the audit report. 

• Any gaps found will have to be corrected and evidence gathered to show that they have been 
addressed. 

• When the system is deemed mature enough, the certification body will do another audit. 

• This time they will compare records to plans and make sure the requirements are all 
implemented. 

• Auditors typically look at how any nonconformances found in your internal audits, process data, 
or a management review were addressed. 

• The auditors will issue an audit report on completion of the audit. 

• The report will include corrective actions required, if any. 

• Once they are sure that the system meets the standard’s requirements, they will issue a 
certification recommendation.



Meet your goals by planning properly

•Take time to plan properly to implement your 
OH&SMS and make sure that you have 
adequate resources available from the 
beginning. 

•Having a plan will ensure that your 
implementation runs smoothly, and prevent 
wasting time and resources that are not 
required. 



AA – 1000
• AccountAbility’s AA1000 Series of Standards are principles-based Standards and 

Frameworks used by a broad spectrum of organizations – global businesses, 

private enterprises, governments and civil societies – to demonstrate leadership 

and performance in accountability, responsibility and sustainability.

• For over two decades, organizations have trusted and applied AccountAbility’s

Standards to guide their approach to sustainability strategy, governance and 

operational management.

• The AA1000 Series represent a simple, practical and easy to use framework for 

organizations to apply the Guiding Principles of AccountAbility along with robust 

sustainability assurance and integrated stakeholder engagement.



Accountability’s AA1000 
Stakeholder Engagement Standard

• Stakeholder engagement is crucial to an organization’s 
performance and essential for a good sustainability 
management.

• However, for stakeholder engagement to be useful, it needs to 
be designed and implemented in a credible way.

• It ensures that you are working the best way you can.

• It gives you confidence in your work and legitimates your 
actions.

• It helps you understand the difference between a good-quality 



THE BENEFITS OF A GOOD-
QUALITY STAKEHOLDER 

ENGAGEMENT
 It builds social and relationship capital

 It contributes to your license to operate

 It’s a source of innovation and new partnerships

 It drives strategic value as well as operational excellence

 It leads to more equitable and sustainable social development

 It enables better risk and reputation management

• Accountability’s AA1000 Stakeholder engagement standard is quite 
simple and easy to read. It establishes the benchmark for good-
quality engagement and provides practical guidance.

about:blank


Here are the key pointers of the 

Accountability’s AA1000 Stakeholder 

engagement standard.

 Cleary defines its scope

 Has an agreed decision-making process

 Focuses on issues material to the organization 

and its stakeholders

 Creates opportunities for dialogue

Integral to organizational governance



 Transparent

 Timely

 Flexible and responsive

 Creates value for both the 
organization and its 
stakeholders



•Stakeholder engagement must be embedded in the 
culture and core functions of an organization. 

•To achieve this, you have to commit to the Accountability 
Principles that are:

• Inclusivity: “The participation of stakeholders in 
developing and achieving an accountable and strategic 
response to sustainability.”

• Materiality: “Determining the relevance and 
significance of an issue to an organization and its 
stakeholders. A material issue influences the decisions, 
actions, and performance of an organization or its 
stakeholders.”



• Responsiveness: “An organization’s response to 
stakeholder issues that affect its sustainability 
performance, and are realized through decisions, 
actions, and performance, as well as 
communication with stakeholders.”

•With no surprise, the key to success is that you 
must integrate stakeholder engagement into your 
organization’s governance, structure, and relevant 
decision-making processes.

•Furthermore, managers should at least always be 
informed by the issues related to stakeholder 
engagement.

about:blank


• Successful engagement depends on understanding of the purpose, the scope, and 
the stakeholders

• Successful engagement depends on understanding why an organization is 
engaging (the purpose), what issues to engage on (the scope) and who needs to be 
involved in the engagement.

• The purpose should be connected to the overall strategy and operations of the 
organization. 

• It should be reviewed all along the process and adjusted based on the input 
received from stakeholders.

THE SCOPE IS DEFINED BY FIGURING OUT:

 The subject matter

 The parts of the organization and associated activities, products and services 
concerned

 The time frame it will address

• Finally, identifying stakeholders relevant to the purpose is obviously fundamental.

about:blank




ISO 26000:2010
• Guidance on social responsibility

• ISO 26000:2010 provides guidance to all types of organizations, regardless of their size or 

location, on:

 concepts, terms and definitions related to social responsibility;

 the background, trends and characteristics of social responsibility;

 principles and practices relating to social responsibility;

 the core subjects and issues of social responsibility;

 integrating, implementing and promoting socially responsible behaviour throughout the organization 

and, through its policies and practices, within its sphere of influence;

 identifying and engaging with stakeholders; and

 communicating commitments, performance and other information related to social responsibility.



• ISO 26000:2010 is intended to assist organizations in contributing to sustainable 
development. 

• It is intended to encourage them to go beyond legal compliance, recognizing 
that compliance with law is a fundamental duty of any organization and an 
essential part of their social responsibility. 

• It is intended to promote common understanding in the field of social 
responsibility, and to complement other instruments and initiatives for social 
responsibility, not to replace them.

• In applying ISO 26000:2010, it is advisable that an organization take into 
consideration societal, environmental, legal, cultural, political and organizational 
diversity, as well as differences in economic conditions, while being consistent 
with international norms of behaviour.

• ISO 26000:2010 is not a management system standard. 

• It is not intended or appropriate for certification purposes or regulatory or 
contractual use. 



• Any offer to certify, or claims to be certified, to ISO 26000 would be a 

misrepresentation of the intent and purpose and a misuse of ISO 

26000:2010. 

• As ISO 26000:2010 does not contain requirements, any such certification 

would not be a demonstration of conformity with ISO 26000:2010.

• ISO 26000:2010 is intended to provide organizations with guidance 

concerning social responsibility and can be used as part of public policy 

activities. 

• Further, it is not intended to provide a basis for legal actions, complaints, 

defences or other claims in any international, domestic or other 

proceeding, nor is it intended to be cited as evidence of the evolution of 

customary international law. 

• ISO 26000:2010 is not intended to prevent the development of national 

standards that are more specific, more demanding, or of a different type.



SA 8000
• The SA8000® Standard is the leading social certification standard for factories and 

organizations across the globe. 

• It was established by Social Accountability International in 1997 as a multi-stakeholder 
initiative. 

• Over the years, the Standard has evolved into an overall framework that helps certified 
organizations demonstrate their dedication to the fair treatment of workers across 
industries and in any country. 

• SA8000 measures social performance important to social accountability in workplaces, 
anchored by a management system element that drives continuous improvement in all 
areas of the Standard. 

• It is appreciated by brands and industry leaders for its rigorous approach to ensuring 
the highest quality of social compliance in their supply chains, all the while without 
sacrificing business interests.



Elements of the Standard

1. Child Labor

2. Forced or Compulsory Labor

3. Health and Safety

4. Freedom of Association and Right to Collective Bargaining

5. Discrimination

6. Disciplinary Practices

7. Working Hours

8. Remuneration 

9. Management System



9 REQUIREMENTS OF AN SA8000 
SOCIAL COMPLIANCE AUDIT 

CHECKLIST
• Is your supplier hiring workers that are younger than the legally 

required minimum working age? Are workers working longer 
overtime hours than legally allowed? Is your supplier providing 
social insurance and other benefits mandated by law to their 
staff?

• If you’re like many importers, you probably can’t answer any of 
these questions yourself. And you might not understand why 
these questions are important to the success of your importing 

business. 

• But social compliance violations can easily cause you to 
lose major customers and distributors for your product.



• A social audit is one of the best ways to cost-effectively 

evaluate your supplier and proactively identify any compliance 

issues. 

• Many different social compliance standards exist, but Social 

Accountability 8000 (SA8000) is a good starting point for 

importers that are new to compliance.

• SA8000 compliance sets a strong foundation for compliance 

with local laws and international human rights norms. 

• By understanding the requirements of a SA8000 social 

compliance audit checklist, you can prepare your supplier for 

an audit and be able to accurately interpret the results of an 

audit.

about:blank


Why use SA8000 as your social audit 
framework?
• It’s ultimately up to you as the importer to choose which social audit framework 

to apply to your supplier depending on your own needs and customers’ 

requirements. 

• But many auditing companies recommend an audit based on the SA8000 

standard for its relative simplicity and clearly outlined requirements.

• SA8000 is a voluntary standard for social compliance based on the UN 

Declaration of Human Rights, national labor laws and international human rights 

norms.

• Every SA8000 social compliance audit checklist should include the nine 

requirements below. 

• And a third-party audit based on SA8000 should demonstrate the supplier’s 

about:blank


1. Child labor
• any social compliance audit checklist, including one for SA8000, should include checks for violations 

involving child labor. 

• Child labor is still a common problem in Asia. 

• Under SA8000, child labor is considered any work performed by a child younger than 15 years 
old, unless the minimum age for work is higher by local law. 

• The standard also sets requirements for the employment of “young workers” who are younger than 
18 but older than 15 years old as specified above. Many countries, including China, allow for employing 
young workers.

• A supplier will generally meet the requirements of this section if they adhere to local and national labor
laws. 

BESIDES AGE RESTRICTIONS, THE STANDARD REQUIRES THAT:

 Young workers only work outside of school hours if they’re subject to compulsory education laws

 Young workers do not work more than eight hours per day or work during night hours; and

Children and young workers are not subject to unsafe working conditions



2. Forced labor
• SA8000 forbids suppliers from employing forced or slave labor, as well as 

withholding personal documents, salary or benefits from workers. 

• Withholding workers’ documents could make it difficult for workers to leave 

at will.

• SA8000 requires that staff have the right to leave the workplace at the end 

of each workday and the right to terminate their employment with 

reasonable notice.

• The U.S. banned all imports made with forced labor in 2016 and 

granted customs authorities the right to seize suspect shipments at the 

border.

about:blank


3. Health and safety
• A supplier is required to provide a safe and healthy workplace environment 

for workers under the SA8000 standard. 

• Health and safety violations can have serious consequences beyond 

SA8000 noncompliance. 

• Safety violations can lead to a factory explosion or building collapse in 

extreme cases, delaying production indefinitely and potentially forcing you 

to find an alternate supplier for your goods.

• A social compliance audit checklist will typically dedicate a large portion of 

the audit plan to checking health and safety requirements. 



Under the SA8000 standard, your supplier must:

 Minimize or eliminate the causes of all safety hazards in the workplace 
environment, wherever reasonable

 Assess health risks for new, expectant and nursing mothers

 Provide effective health and safety training to staff

 Provide staff with appropriate protective equipment (e.g. hardhats, gloves, 
respirators) at its own expense; and

 Provide staff with free access to clean toilet facilities, potable water and 
sanitary facilities for food storage

• A third-party social compliance audit checklist will typically include some specific 
checks related to production processes at that facility. 

• The auditor might check hazardous material storage procedures, machine 
safeguards, machine stopping controls and ventilation systems in production 
areas, for instance.



4. Freedom of association and collective 
bargaining

• SA8000’s freedom of association and collective bargaining requirement allows workers the 
right to organize trade unions of their choosing and to bargain collectively with their 
employer. 

• It also protects workers belonging to unions from discrimination, harassment or intimidation.

• Compliance with this requirement can vary based on local or national laws. 

• The Chinese government, for example, restricts union membership to only those trade unions 
that fall under the All-China Federation of Trade Unions. 

• SA8000 has a provision to address these local constraints on trade unions, requiring suppliers 
to allow workers to freely elect their own representatives in these cases.

• A social audit checklist can also include checks for less-formalized collective bargaining 
systems aside from trade unions. 

• Even something as simple as a suggestion box can provide employees with the opportunity to 
lodge complaints and provide feedback to management.

4. Freedom of association and collective 
bargaining

about:blank




5. Discrimination
• The SA8000 standard protects workers from discrimination based on race, 

origin, caste, gender, religion, political affiliation and many other attributes. 

• The supplier should have a written anti-discrimination policy that is 

followed in the recruitment, employment and termination of employees.

• Under SA8000, suppliers cannot:

 Interfere with a worker’s right to exercise certain practices related to their 

identity, such as the right to prayer

 Allow abusive, threatening, exploitative behavior in the workplace



6. Disciplinary 
practices

• The SA8000 standard requires that suppliers treat staff with “dignity and 
respect”. 

• This is a short requirement that forbids inhumane treatment, corporal
punishment, mental or physical coercion or verbal abuse of employees.

• An auditor might interview a few workers to assess SA8000 compliance with 
requirements relating to discrimination and discipline. 

• These interviews can provide on-the-ground insight into conditions at the factory 
to complement documentation and management assessments.

• The result of violations related to discrimination or disciplinary practices is often 
that workers are unhappy with their job and seek employment elsewhere. 

• High turnover at your supplier’s facility can lead to poorer quality goods, as new 
employees must be trained on your requirements and relevant production 

about:blank


7. Working hours
• SA8000 requires suppliers to allow at least one day of rest following six consecutive days 

of work. And the normal work week should not exceed 48 hours.

• The standard also sets requirements for overtime. Suppliers must make overtime voluntary, 
and overtime cannot exceed 12 hours per week.

• But like the standard’s requirements regarding collective bargaining, local or national laws can 
also grant suppliers more leniency regarding working hours. SA8000 allows exceptions for 
national laws that allow for more work time and agreements reached by collective bargaining.

• An auditor will typically check compliance with these requirements by reviewing 
documentation, such as timecards, records and time sheets, as well as interviewing workers.

• Excessive working hours and overtime are more common during peak seasons when suppliers 
struggle to meet tight deadlines for several orders at a time. And while you might be eager to 
meet deadlines, rushed production can also lead to more product defects and poorer quality 
goods.

• Prepare for peak seasons well ahead of schedule to provide your supplier enough time to 
complete your orders while still complying with overtime requirements. 

about:blank


8. Remuneration
• An audit of your supplier using the SA8000 standard will also investigate whether your supplier is paying 

a living wage to workers. Wages must cover the basic needs of staff and allow for discretionary
spending.

• The standard dictates that the supplier cannot withhold or deduct wages for disciplinary reasons, unless 
permitted by national law or a collective bargaining agreement. 

• The supplier must also reimburse workers for overtime at a premium rate defined by national law or 
collective bargaining agreement.

• The supplier must also comply with local requirements for mandatory income withholdings, such as 
taxes, social security and housing funds. 

• Unfair compensation is a common reason for worker strikes in developing Asian countries. 

• For instance, 50,000 garment workers in Bangladesh went on strike in January 2019 to call for higher 
wages. The strikes affected around 4,500 factories manufacturing garments for major brands like 
Walmart and Tesco.

• Ensuring your supplier complies with SA8000 and pays their workers a fair wage can help you avoid 
disruptions to production related to strikes and protests.

about:blank


9. Management system
• Factory management must take several additional steps regarding corrective actions, 

preventative measures, policies and documentation for full SA8000 compliance.

Some of the main points outlined in SA8000 are as follows:

 Senior management must inform staff of their intention to comply with SA8000 with a written 
policy statement

 Your supplier must appropriately document conformance and implementation of the standard

 Your supplier must set up a Social Performance Team (SPT) to oversee implementation of the 
SA8000 standard, as well as identify and assess risks

 Your supplier must develop a written grievance procedure that is confidential and non-
retaliatory; and

 Your supplier must train staff to implement the SA8000 standard

• A social audit checklist should include checking documentation related to each of these 
requirements throughout the audit to assess the management system.



Conclusion
• SA8000 serves as a benchmark standard for holding your 

suppliers accountable for ethical manufacturing practices. 

• A social audit based on the standard can help you get a clear 

picture of what’s happening in your supplier’s factory and any 

potential compliance issues.

• Don’t let social compliance violations lead to a strike, building 

collapse or other disruptions to production at your supplier’s 

facility. 

• By conducting a SA8000 compliance audit, you can ensure 

compliance with retailer compliance standards and keep 



Benefits of SA8000 Certification

• Earning an accredited SA8000 certificate is an attestation to an organization’s 
compliance to the SA8000® Standard for three years. 

• An accredited SA8000 certification provides ongoing and reliable assurance that 
an organization is upholding social performance expectations, while also 
continuously improving their management systems to address and prevent 
social and labor risks.

• As a voluntary standard, it is central to SA8000 that organizations take 
ownership of their performance and continuously monitor and improve their own 
social controls. 

• Independent oversight and regular surveillance audits by approved third-party 
certification bodies provide confidence that the organization is managing its 
operations effectively and has a low risk of non-conformities to the Standard.

about:blank


Some characteristics of an SA8000-certified 
organization are:

 Holistic management system to maintain 

compliance to the Standard

 Worker engagement and dialogue

 Cross-functional internal collaboration

 Collaboration in the supply chain



• While accredited certification is a valuable tool to evaluate 
performance and drive supply chain improvement by 
committing an organization for three years, it is important 
to recognize that no code or monitoring system can 
provide absolute assurance or drive positive change 
alone. 

• All social auditing practices need to be considered as part 
of a larger effort to improve labor conditions, including 
equitable contractual cooperation between buyers and 
suppliers, worker and management training, capacity 
building, stakeholder engagement, and various other tools 
to improve systems and collaboration.



PROGRAMMES FOR THE NEIGHBORHOOD
(IN INDIA) 

• Corporate Social Responsibility (CSR) is a 

transformational practice by the business corporations in 

India, mandated by the government. 

• As an initiative towards the collective community well-

being, CSR is a positive step towards upliftment of the 

society.

• These are the top companies which have incorporated 
CSR initiatives in their policies successfully:



1. Tata Chemical
• Tata Chemicals Ltd are committed to serve the national and local deprived 

communities, present in their area of operations. 

• Their focus is highlighted in their initiative programme, BEACON, further 
declassified as:
• Blossom: Promotion and development of native handicrafts

• •Enhance: Overall enhancing the quality of life 

• •Aspire: Education and vocational skill development 

• •Conserve: Investment in Bio-diversity, natural resource and climate change 
management leading to increase in environment sustainability 

• •Nurture: Health care, sanitary solutions and safe drinking water



2. Ambuja Cements

•Committed to providing quality lives to the 
unprivileged, Ambuja Cement emphasizes 
on utilizing the hidden talent of people. 

•It also focuses on generating goodwill 
amongst its stakeholders through their 
community initiatives.



3. Infosys
•As a leading software company, Infosys 

provides programs of quality education to its 

citizens, increasing their IT skills and 

proficiency. 

•They are sensitive towards vigilant utilization of 

natural resources, and believe that the use of 

energy has a direct impact on the environment.



4. Mahindra & Mahindra (M&M)
• Always supporting the enhancement of the quality of life, 

education and health, M&M affirm their commitment to the 

welfare of community, employees and its stakeholders. 

• One of their recent CSR initiative, “Rise for good”, 

supports youth, girls and farmers. 

• The company is committed to run their business with 

integrity and responsibility.



5. ITC
•Crafting its CSR strategies towards societal 

sustainability, ITC creates a balance 

between its dual mission of providing 

stakeholder and social value enhancement. 

•Some of its noticeable efforts are in 

agriculture sector of the country.



6. Tata Motors
•Environmental and societal consciousness go hand 

in hand, for Tata Motors Ltd. 

•Their initiatives are centered on health, primary 

education, skill training, women empowerment and 

support services for differently-abled. 

•The programs hold local, national and global 

relevance.



7. Hindustan Zinc Ltd
•Harmonious and equitable growth is the 

aim of the CSR initiatives of Hindustan Zinc 

Ltd. 

•They prioritize inclusive growth, and 

therefore, have an internal committee and 

monitoring programs, which are 

established to keep a check on its social 



8. Bharat Petroleum Corporation 
Ltd

•CSR is integrated with the core operations of the 

company. 

•Bharat Petroleum Corporation contributes to India’s 

development through its active participation in the 

energy sector. 

• Its sustainable involvements are spread over urban, 

semi-urban, rural and tribal areas.



9. Coca-Cola Multinational
• Coca-Cola aims at both profit and social benefit 

maximization. 

• It continuously makes efforts to create a difference 

through its CSR efforts. 

• It aims to contribute at least 1% of its annual income to 

the charitable causes. 

• It also states clearly in its policies, the necessity to adopt 

ethical values and practices.



10. UltraTech Cement Ltd
• UltraTech Cement Ltd envisions a long-term goal of creating a 

sustainable and self-reliant community. 

• Their projects focus on providing educational and health care 
facilities, along with promoting sustainable livelihood and capacity 
building.

• India has entered into a transformative phase, with the active 
involvement of these multinational brands, in implementing CSR 
policies and programmes. 

• These initiatives are a major driving force for collaborative growth 
and development at business and societal level.



11. Vedanta Ltd.
• Vedanta Limited on a consolidated basis spent INR 309 crores on 

social investments and CSR (Corporate Social Responsibility) 

activities. 

• This money is spent across 1,169 villages, benefiting nearly 3.1 

million people.

• Vedanta has a large and complex CSR portfolio with multiple and 

diverse projects running across various locations. 

• The Nandghar Project is among the flagship initiatives, which 

aims to re-build Anganwadis for ensuring the health and learning 

of children in rural areas, and also for becoming a platform of 

women’s empowerment and skilling.

about:blank


12. Hindalco Industries Ltd.
• Hindalco Industries Limited is the metals flagship company of the Aditya Birla 

Group. 

• With a consolidated turnover of US$18.7 billion, Hindalco is the world’s largest 

aluminium rolling company and one of Asia’s biggest producers of primary 

aluminium.

• Hindalco Industries went beyond compliance and spent INR 34.14 Cr, which is a 

higher figure than the prescribed INR 29.97 Cr. 

• The Company supports education, healthcare, sustainable livelihood, 

infrastructure development and social reformation under Corporate Social 

Responsibility (CSR) with 12 Lakh beneficiaries in more than 730 villages across 

11 states in India. 

about:blank


10. Toyota Kirloskar Motor India

•As a socially committed corporate, Toyota Kirloskar 
Motor India has actively contributed towards the 
“Swachh Bharat Abhiyan”. 

•The company has constructed more than 650 units 
of sanitation facilities in 206 government schools 
across India, of which 125 units are located in 
Varanasi, 426 units in Ramanagara district in 
Karnataka and 125 units in Vaishali in Bihar.

about:blank


11. Indian Oil Corporation Ltd.

• Indian Oil has been actively engaged in a gamut of social welfare activities 
across the nation, in addition to reaching essential fuels viz. kerosene, LPG, 
petrol, diesel, etc. to all corners of the country.

• For the year 2018-19, entire CSR budget allocation of INR 490.60 crore was 
spent on projects in the core areas mentioned below.

• Indian Oil’s key CSR thrust areas include: Safe drinking water and protection of 
water resources, Healthcare and sanitation, Education and employment-
enhancing vocational skills, Empowerment of women and socially/economically 
backward groups. 

• The CSR projects of Indian Oil are undertaken mostly for improving the quality 
of life in various communities, which invariably include marginalized / 
underprivileged sections of the society.

about:blank




12. Wipro Ltd.
• This technology company helmed by philanthropist tycoon Azim Premji has 

always been dedicated towards CSR activities. 

• Wipro has spent more than the prescribed CSR budget in the last three financial 
years.

• The implementation of the CSR programmes happens through multiple 
channels – Wipro Foundation, a separate trust set up in April 2017, Wipro 
Cares, the trust for employee contribution and in some cases, directly through 
functions and groups within Wipro Ltd e.g. Biodiversity projects for their 
campuses is executed directly by the Operations group of Wipro Ltd.

• The implementation approach of Wipro is to primarily work through partners with 
established track records in the respective domains. 

• The majority of projects are long-term multi-year programmes.

about:blank


• Over the past several years, Wipro has established a 

strong foundational framework for social and 

environmental initiatives, both within the organization as 

well as outside.

• Wipro’s social and sustainability initiatives center on 

Education, Ecology, and Community Care. 

• Started in 2011, Wipro earthian, brings together two key 

concerns: education and sustainability. 

• This national level programme has directly engaged more 

than 12500 schools and colleges, 6500 educators and 

30000 students since inception. 



• Through this programme the company also hosts a national
sustainability quiz program for colleges, a unique internship 
program and academic partnerships with IIM-Bengaluru, IIM-
Ahmedabad, Xavier University – Bhubaneshwar, CEPT-
Ahmedabad, IIT-Mumbai and ICT-Mumbai on developing and 
integrating sustainability curricula.

• Wipro’s work in primary health care from 6 projects across four 
states touches the lives of more than 70,000 people. 

• Apart from providing regular health services, the emphasis is also 
to build the capacity of the communities in terms of higher 
awareness and developing a higher degree of self-reliance to 
handle their own primary health care needs.

• In terms of disaster management, Wipro has helped rebuild the 
lives of people affected by Karnataka Floods, Bihar Floods, Odisha 
Floods, the Japan Tsunami, Hurricane Sandy and Philippines 
Cyclone.



13. Tata Power Company Ltd.
• Tata Power is India’s largest integrated power company. 

• It has always undertaken various initiatives with an aim to improve quality of life and 
ensure holistic development of its surrounding communities. 

• They deploy development initiatives to incubate, implement and multiply diverse 
community-based projects and interventions, to help build a better and sustainable 
society through Tata Power Community Development Trust (TPCDT).

• The underlying goal of the interventions is to transform the lives of the community 
through result oriented participatory approach. 

• The efforts are directed towards inclusive growth, so as to reach out to its nearby 
communities and help them build a sustainable future. 

• All their community development projects work with the concept of ‘Leadership with 
Care’ at our heart, which translates as ‘Care for Community’.

about:blank


14. Reliance Industries Ltd.
• Reliance Industries Limited spent INR 904 crores on CSR programmes and 

projects during the financial year (FY) 2018-19, as per the Annual Report. 

• CSR activities of the Company are carried out under the aegis of Reliance 

Foundation. 

• The foundation has touched the lives of 26 million people through various 

platforms.

• Reliance’s initiatives in the areas of Rural Transformation, Health, Education, 

Sports for Development, Disaster Response, Arts, Culture and Heritage, and 

Urban Renewal are in keeping with the Sustainable Development Goals (SDGs) 

outlined in the United Nations 2030 Agenda for Sustainable Development and 

India’s National Developmental Goals.



15. Hindustan Zinc Ltd.

•Developmental challenges are complex and can 

never be addressed through lone efforts. 

•At the heart of the approach to CSR at Hindustan 

Zinc Limited (HZL) lie efforts to forge multi-

stakeholder partnerships, connected by a common 

core value of ‘Trust’ – where stakeholders like 

government, civil society, business, academia, and 
of course local communities can work together.



• The core focus of Hindustan Zinc CSR interventions are 

184 villages located around our operations – across 66 

Gram Panchayats in 12 tehsils spread across Udaipur, 

Rajsamand, Chittorgarh, Bhilwara and Ajmer districts of 

Rajasthan. 

• They also work in 5 villages in Pantnagar. 

• HZL respects human dignity and believe in inclusive and 

equitable growth, striving to improve quality of life, 

especially in neighbouring communities by partnering with 

the government and with widely respected and credible 

NGO partners for implementing Flagship Projects and 

other interventions.

about:blank


16. Tata Steel Ltd.
• Tata Steel Ltd spent INR 315 crore on its CSR initiatives 
during FY 2018-19, with an aim to touch more than 2 
million lives by 2025 through CSR initiatives. 

• Tata Steel’s CSR strategy looks at establishing replicable 
change models which impact core development gaps 
across India and enhance thematic development focus on 
communities in operating areas. 

• Projects in health, drinking water, sanitation, education, 
livelihoods and infrastructure meet community needs.



•With a keen interest in encouraging quality 

healthcare in India, the company started Maternal 

and New Born Survival Initiative (MANSI) which 

focuses on working with pregnant women, mothers 

and children on the issue of infant mortality through 

partnerships with the government, and national and 

international nonprofits. 

•Healthcare CSR programmes cover the regions of 

East Singhbhum, West Singhbhum, Dhanbad, 

Ramgarh in Jharkhand, Ganjam, Jajpur, Kendujhar, 

Sundargarh in Odisha, Mumbai in Maharashtra, 



17. Hindustan Unilever Ltd.

• Hindustan Unilever Limited (HUL), has spent INR 126. 45 
Cr crore as against its prescribed CSR expenditure of INR 
124.19 crore (2.4% of Average Net Profit of the Company 
for last 3 financial years of INR 6209.71 Crore) during FY 
2018-19 towards various schemes of CSR and 
Sustainable Development programmes.

• According to the company’s annual report, HUL believes 
in delivering long-term sustainable growth, while reducing 
its environmental footprint and increasing its positive 
social impact. 



• The company has various flagship programmes including 
Water Conservation Project, Swachh Aadat Swachh 
Bharat, Project Shakti, Handwashing Behaviour Change 
Programme, Plastic Waste Management, Project Prabhat, 
Domex Toilet Academy, Asha Daan, Sanjeevani and 
Supporting Healthcare, in which majority of CSR funds 
have been invested.

• HUL has a vision is to accelerate growth in the business, 
while reducing environmental footprint and increasing 
positive social impact. 

• This vision has been codified in the Unilever Sustainable 
Living Plan (USLP) launched in 2010, which designs a 
blueprint for achieving sustainable growth.



18. GAIL (India) Ltd.

•GAIL (India) Ltd was incorporated in August 1984 as 

a Central Public Sector Undertaking (PSU) under 

the Ministry of Petroleum & Natural Gas. 

•CSR initiatives at GAIL cover a wide spectrum of 

welfare and developmental activities spanning 

across various focus areas and are mostly 
undertaken in and around our major work centres.



19. Larsen & Toubro Ltd.

• Larsen & Toubro is a major technology, engineering, construction, 
manufacturing and financial services conglomerate, with global 
operations.

• Larsen & Toubro (L&T), in consultation with experts, identified water-
stressed village clusters in Rajasthan, Tamil Nadu, Maharashtra and 
Gujarat and now works in three states. 

• The project covers 11,006 households, and an area of 9,337 hectares 
in these states.

• The company also works to build a collaborative eco-system 
comprising L&T, the community, our employees, their families, NGOs, 
government agencies, chambers of commerce and academic 
institutes to fulfil a larger social commitment.



• As India’s leading builder of major infrastructure projects, L&T is equally 
committed to developing projects that will contribute to the quality of life. 

• This includes schools, hospitals, skill training institutes, water supply & 
distribution and sanitation facilities. Larsen & Toubro’s CSR activities comprise:

• – Ensuring availability of safe drinking water and water for agriculture, 
constructing and ensuring use of toilets, and electrification of villages,

• – Improved access to education (increased enrollment in pre-school, children 
attending neighbourhood schools) and improving quality of learning through 
better school infrastructure and better teaching-learning processes.

• – Improved access to quality health care, through expanding infrastructure of 
health centres, increased number of people accessing quality health care.

• – Skill building through Construction Skills Training Institute (CSTI). Enhancing 
employ-ability of youth through increased training capacity, improved 
infrastructure of skill development centres, as well as vocational training courses 
for women and physically challenged persons.



PROGRAMMES FOR THE NEIGHBORHOOD
(ABROAD)

• 1. Innovation: Johnson & Johnson

• An excellent example of CSR is global giant Johnson & Johnson. 

• They have focused on reducing their impact on the planet for 
three decades. 

• Their initiatives range from leveraging the power of the wind to 
providing safe water to communities around the world. 

• Its purchase of a privately-owned energy supplier in the Texas 
Panhandle allowed the company to reduce pollution while 
providing a renewable, economical alternative to electricity. 

• The company continues to seek out renewable energy options 
with the goal to procure 35% of their energy needs from 
renewable sources.

about:blank


2. Google

•Google is trusted not only for its environmentally 
friendly initiatives but also due to their outspoken 
CEO Sundar Pichai. 

•He stands up against social issues. 

•They also have committed over $1 billion to 
renewable energy projects and enable other 
businesses to reduce their environmental impact 
through services such as Gmail



3. Coca-Cola
•Coca-Cola’s massive fleet of delivery 
trucks contributed 3.7 million metric 
tons of greenhouse gases to the 
world. 

•They have made major changes to 
their supply chain practices including 
investing in new alternatively fueled
trucks. 

about:blank


4. Ford Motor Company

• Ford plans to reduce their greenhouse gas emissions using their 

EcoBoost engine to increase fuel efficiency. 

• It also plans to introduce 40 electrified vehicles (electric and hybrid) by 

2022, in an investment of $11 billion. 

• According to Ford: “We’re all in on this and we’re taking our mainstream 

vehicles, our most iconic vehicles, and we’re electrifying them. If we want 

to be successful with electrification, we have to do it with vehicles that are 

already popular.”

• In addition, American Ford dealerships rely on wind sail and solar PV 

systems to power their locations greatly reducing their use of electricity.

about:blank


5 & 6. Netflix & Spotify

• From a social perspective, companies such as Netflix and 

Spotify offer benefits to support their employees and families. 

• Netflix offers 52 weeks of paid parental leave, which can be taken 

at any time whether it is the first year of the child's life or another 

time that suits their needs. 

• This compares to 18 weeks at other tech companies. 

• Spotify offers a similar program, although for a shorter duration of 

24 weeks of paid leave.

about:blank


Starbucks
• With an eye to hiring, Starbucks is looking to diversify their workforce and 

provide opportunities for certain cohorts. 

• By 2025 it has pledged to hire 25,000 veterans by 2025 as part of their 

socially responsible efforts. 

• This hiring initiative will also look to hire more younger people with the aim 

of "helping jump-start careers by giving them their first job’. 

• While globally the company has joined with the UN Refugee Agency to 

scale up the company’s support and efforts to reach refugee candidates to 

hire 10,000 refugees by 2022.

about:blank


ETHICS IN MARKETING
• Ethical marketing, simply put, is applying ethics to the 
marketing process -- giving thoughtful examination of 
particular marketing issues as they relate to moral judgment. 

• Businesses who endorse and practice ethical marketing 
demonstrate a socially responsible and culturally sensitive 
business.

• Though the pursuit of social responsibility and ethical 
marketing does not automatically translate into increased profit, 
it is still the responsibility of the firm to ensure it is responsible 
for its actions and their impact on society.



UNDERSTANDING BUSINESS ETHICS AND 
SOCIALLY RESPONSIBLE MARKETING
• To be socially responsible is when the organization is concerned about people, 

society and environment with whom and where it conducts business. 

• In it’s most basic form, socially responsible marketing is taking moral actions 
that encourage a positive impact on all the company’s stakeholders, including 
employees, community, consumers, and shareholders. 

• The main responsibility of marketers in this aspect is to package and 
communicate the organization’s decisions that will impact the various 
communities with which they interact. 

• Consumers have the right and power to decide which companies succeed or 
fail; so marketers have a major responsibility to ensure their practices are seen 
as philanthropic without being phony.



Ethical Marketing in General

• Ethical Marketing is a philosophy that focus focuses on honesty, fairness and 
responsibility. 

• Though wrong and right are subjective, a general set of guidelines can be put in place 
to ensure the company’s intent is broadcasted and achieved. Principles of this practice 
include:

 A shared standard of truth in marketing communications

 A clear distinction between advertising and sensationalism

 Endorsements should be clear and transparent

 Consumers’ privacy should be maintained at all times

 Government standards and regulations must be adhered and practiced by marketers.



Ethical values that marketers are expected to 
uphold, and these are:

1.Honesty – Be forthright in dealings and offer value and integrity.

2.Responsibility – Accept consequences of marketing practices and serve 
the needs of customers of all types, while being good stewards of the 
environment.

3.Fairness – Balance buyer needs and seller interest fairly, and avoid 
manipulation in all forms while protecting the information of the 
consumers.

4.Respect – Acknowledge basic human dignity of all the people involved 
through efforts to communicate, understand and meet needs and 
appreciate contributions of others.



5. Transparency – Create a spirit of openness in the practice of 
marketing through communication, constructive criticism, action, 
and disclosure.

6. Citizenship – Fulfill all legal, economic, philanthropic and 

societal responsibilities to all stakeholders as well as giveback to 
the community and protect the ecological environment.

7. Truthfulness, which is an accurate representation of products 
and support of claims, made.

8.Campaign Limitation covers non-involvement in disparaging or 
exploitative practices and the protection of vulnerable consumer 
groups such as children, teenagers, people with disabilities and 
the elderly.



Merging Social Responsibility and Marketing

• Companies are aware that consumers are savvy and opinionated. 

• So with this in mind, firms should create an ethically sound marketing plan and 
integrate it into all aspects of their marketing mix.

 Do good not just to look good – focus on being responsible and how your firm can 
truly help the neighborhood or country. It is in doing so that your customers, the press, 
and all those watching will be impressed.

 Think about long term effects, not short term gains – short sighted companies will 
undervalue the impact of responsible marketing for instantly gratifying increase.

 Speak up against company policies that do not reflect the ethical profile of the 
company – as the face of the company, marketers should voice their concerns when 
there is a potential for a practice to be seen as unethical.



DEVELOPING AND IMPLEMENTING A SOCIALLY 
RESPONSIBLE MARKETING PLAN

• While ethics and social responsibility are sometimes used interchangeably, there is a 
difference between the two terms. 

• Ethics tends to focus on the individual or marketing group decision, while social 
responsibility takes into consideration the total effect of marketing practices on society. 

• In order to foster an ethical and socially responsible behavior pattern among marketers 
while achieving company objectives, special care must be taken to monitor trends and 
shifts in society’s values and beliefs. 

• Next, marketers should forecast the long-term effects of the decisions that pertain to 
those changes. 

• Bearing in mind that a company cannot satisfy the needs of an entire society, it best 
serves marketers to focus their most costly efforts on their target market, while being 
aware of the values of society as a whole. 

• Five simple steps every marketer can take to create a sustainable socially responsible 
market plan are:



1.Define what is ethical marketing for your firm.

2.Decide which branch of ethics your marketers will apply.

3.Determine how the ethical approach to marketing will be 

implemented.

4.Discuss areas of the firm’s operations that ethical 

marketing will be included as part of the program.

5.Analyse and assess how much ethical marketing will cost 

the company and compare this against the benefits of 

ethical marketing in the long run.



MAIN ASPECTS OF SOCIALLY 
RESPONSIBLE MARKETING

• Social conscious marketing addresses the shortcomings of 

traditional marketing practices and follows the philosophy of 

mindfulness and responsibility. 

• This philosophy states according, that company-marketing 

practices should be based on consumer satisfaction, innovative 

ideas and offer society long-term value and benefit.

• Below is the list of main aspects socially responsible marketing 

practice rely on.



• Consumer Orientation

• This socially responsible practice teaches that companies should base 

policies and operations on a consumer perspective.

• Not only will the marketer discover the customers’ needs, they will also, 

look at their plans as if they were the users. 

• Innovation

• Improving products and services in innovative manner improves the 

experience for users. 

• And improving marketing strategies, polices, and brand personality, on an 

ongoing basis will position your company as an innovative experience to 

be repeated and passed on.



• Value of the product

• A company that produces valuable products and focuses on offering the customer great 
pricing, excellent experiences and great customer service will not have to resort to pushy sales 
tactics and gimmicks. 

• Apple brand is famous for having people happily wait in line overnight to be first to own an 
upgraded product.

• Sense of Mission

• A clearly defined corporate mission will help companies be clear about their plans, goals, and 
practices.

• By putting the good of the community and associates over profit, companies will indeed see an 
increase in the number of consumers willing to pay premium prices for their products.

• Impact On Society

• Unlike traditional marketing focus, which was cost reduction and profit increase, socially 
responsible marketers are more focused on providing goods and services consumers want, 
gaining feedback for improvement and giving back to the communities that helped them 
become who they are.



CHARACTERISTICS OF SOCIALLY 
RESPONSIBLE MARKETING

 Safety: Any product or service that could be hazardous to the health 

conditions of people, animals or the environment should have clear 

advisories and warnings. 

 Once the problem is identified the company can collect data to help 

improve the product and reduce or eliminate the danger. 

 Honesty: Ensuring a product satisfies a need it promises to, or aids in 

providing a lifestyle it advertises. 

 Advertising should be transparent about possible side effects and not puff 

up results, so clients come to respect the honesty of your advertising.



 Transparency: Any techniques to manipulate and hide facts and 

information customers need could harm a company. 

 Ethical Pricing: Gathering data about your target market will give you 

information on how much they are willing to pay for your product. 

 The rest of the pricing strategy, in a simplified manner, should be based 

on overhead costs and supply and demand. 

 Creating fake shortages and bad mouthing the competition are 

considered unethical marketing practices.

 Respecting Customer Privacy: When customers trust enough to allow 

you access to their information, selling it to lead companies or obtaining 

prospective customers’ information without permission is unethical and 

breaks trust. 



5 BENEFITS OF INTEGRATING ETHICS INTO 
YOUR MARKETING STRATEGY

• #1: Moral Marketing Compass: This is especially important in economic downturns, when 
unethical practices become tempting.

• #2: Win-win Marketing: The focus on customer value will increase company value.

• #3: Keeps marketing legal: Reduces the risk of cutting corners and turning a blind eye.

• #4: Goodwill: Goodwill and strong reputation among clients and associates are the benefits 
which companies cannot afford to overlook. Not only will customers believe that the company 
cares for them, but will also associate the brand with pleasant feelings and experiences and 
spread the word.

• #5: Improved quality of recruits and increases retention: A good company attracts good 
employees, suppliers, investors, and customers, who will be happy to help the company to 
achieve its goals. Great marketing practices make new marketers feel like their time on the job 
will make a difference and so will be less likely to change jobs, as will suppliers and other 
people involved.
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ETHICAL ISSUES FACED IN MARKETING

• So far we have seen that ethical marketing can guide advertising, research and 
data use, strategies for gaining an edge over the competition and company 
polices. However, there can also be some problems that arise from trying to 
employ an ethical marketing strategy.

 Irresponsible Market Research: Improper market research and grouping can 
lead to stereotyping that shapes undesirable beliefs and attitudes and 
consequently affect marketing behavior. For example, assuming that all women 
like pink and therefore basing an entire advertising campaign on that belief 
could be a costly mistake.

 Selecting Specific Market Audience: The use of selective marketing practice 
is to weed out the consumers considered by companies as less than ideal, but 
often causes social disparity and unrest.
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 Unethical Advertising and Promotion: Making false 

claims about what the product does and its importance is 

an unethical way to gain profit. 

 Delivery Channel practices: Marketing in ways like cold 

calling through telemarketing companies that purchase 

leads are not only annoying, they are disruptive and 

untrustworthy. Unsolicited approaches are these days 

almost synonymous with direct marketing and has left the 

industry with a tainted reputation. So have television 

commercials, email spam and direct mail, which people 

are going to significant lengths to avoid.



 Dealing with competitors: Many companies advertise 
cheap prices as a “bait” and then once they draw in the 
customers, “switch” them over to a more costly product, 
because the advertised good was not available, 
insufficient or not of any value to the customer. Many 
online surveys and work at home opportunities use this 
unethical marketing technique.

 Pricing strategies: Predatory pricing or pricing beneath 
the competition so as to cannibalize the market and 
restrict the competition is an unethical pricing strategy. 
And setting up barriers that prevent smaller companies 
from entering the market is unethical as well.
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SUMMARY OF (UN)ETHICAL MARKETING

• To sum this all up, in order to be ethical in marketing attempts, businesses 
should make honest claims, and excel at satisfying the needs of their 
customers. 

• This practice over time builds trust and customer confidence in your 
brand’s integrity and therefore leads to loyalty, customer and employee 
retention, greet public relations and increase in business from customers 
spreading the word.

• Unethical marketing behaviors will achieve the exact opposite and in time 
could even lead companies into legal troubles and dissemination of a bad 
reputation and worse customer experience. 

• Below are practices of unethical marketing, which you should avoid in 
order not to ruin your company.



 Exploitation – avoid using scare tactics and hard sell and protect the 
vulnerable consumer.

 Spam – avoid flooding a customer’s voicemail, mailbox, email or any other 
means of communication with unsolicited messages or aggressive advances.

 Bad mouthing Competition – focus on the value and benefit of your product 
and point out its unique selling point, the consumers are smart enough to 
choose the better product.

 Misleading Advertisement and Information –any exaggerated claims or 
dishonest promises will cause the customers to mistrust you and even 
determine the failure of your brand.

 Philanthropic gestures for public relations – giving to charities solely for a 

tax write off will make the company appear callous and uncaring and people 
tend to shy away from these types of companies and spend money where they 
feel the leaders and marketers are especially humane and gracious.



PHILANTHROPY – CONVENTIONAL AND STRATEGIC

•CONVENTIONAL/TRADITIONAL 
PHILANTHROPY

•Philanthropy literally means benevolence or love 
for humanity. 

•People who do something good for other people 
are called philanthropists. 

•As diverse as philanthropists are, as diverse is 
their understanding of philanthropy as well. 



• Unlike more frequently used terms such as charity or the 

common good, philanthropy focuses on the actor as the origin of 

public-benefit activity. 

• The philanthropist is not just looking at his or her own benefit, 

however, but rather the help rendered to other people or the 

common good. 

• In line with the principle of “give money and step away”, 

donations and gifts are associated with the definition of 

traditional philanthropy. 

• Donations may take the form of money, but also in-kind goods or 

services, and they may be either unearmarked, i.e. left to the 

free use of the public-benefit organisation, or earmarked for a 

special project or programme. 



What’s wrong with traditional philanthropy?/ ISSUES 
RELATED TO TRADITIONAL PHILANTHROPY

• There is a long history of charitable giving by individuals and 

through foundations and government bodies, this generosity has 

helped to alleviate suffering across the world and without it 

society would be a much scarier place. 

• However, there are a number of issues within the world of 

philanthropy which need to be resolved and a lot more we need 

to learn if we are to create a world where charity is no longer 

needed.



Addressing only short-term needs 

• Most charitable giving is responsive to a desire to directly alleviate suffering; this results 

in most donations being used for very short-term goals rather than aiming to bringing an 

end to the problem entirely. 

• For example, we continue to donate millions to solve homelessness yet still millions 

remain homeless. This is because we continue to invest the bulk of funds on feeding and 

housing homeless people, rather than addressing the economic and social injustices that 

cause homelessness and thus creating the change needed to end it. 

• Rather than charity, as Oscar Wilde said many years ago “The proper aim is to try and 

reconstruct society on such a basis that poverty will be impossible“. Of course, both aid 

and change are needed but the disproportionate amount of funding going to the former is 

problematic.



Lack of accountability
• When making decisions on funding, there is often very little consultation with, or 

participation of, the people and communities that donors wish to help.

• Often decision-makers are based in offices far from those they aim to help, which makes 

it difficult to make decisions that are both effective and appropriate for that community.

• There are many examples of how funding has failed, particularly international aid, where 

often ‘experts’ from the West are flown in to implement projects at huge cost (not least 

the flights, hotels, interpreters and consultancy fees) without the sound local knowledge 

to ensure the project works .

• The people making decisions on funding are often unrepresentative of the groups and 

communities they aim to support. 



Low public financial support for grassroots 
groups/ movements

• Public support continues to go towards supporting the big international NGOs. 

• NGOs can be unduly influenced by government, media and donors (especially corporate donors) and 
also often take direction from directors in the Global North instead of from people on the ground. 

• Whilst undoubtedly the work of many NGOs is vital in assisting those suffering due to poverty and 
injustice they are often criticised for failing to address real need by implementing ineffective aid 
strategies and even for exacerbating the root causes of injustice.

• Funding grassroots groups is an injection of funds right in to the centre of the community and is almost 
always the most effective strategy. 

• Also, buy-in needed to create change can only happen when presented from people within that 
community or culture, not from the outside. 

• However, there is a lack of public support and understanding for grassroots organisations, in part because 
they often do not have the formal structures of NGOs.



Lack of funding for environmental causes

• Donations are very much centred on a few issues, such as health, 

medical research, children and young people. 

• Only around 5% of all funding goes to environmental causes, even less 

to projects that address more systemic causes of environmental 

devastation, such as climate change or natural resource exploitation. 

• Since the state of the environment affects us all, and often particularly 

the most vulnerable communities, it’s shocking that still so little funding 

from foundations and individuals is given in this area.



Can hamper the goals of a company.

• Although giving money to people in need is never a terrible idea, the cash cost 

that an organization faces with this outreach effort could leave them short on 
funds for specific needs. 

• Some small businesses may find that their financial returns of a philanthropic 

effort do not equal the cash investments that they originally made. 

• There isn’t a guarantee that the standing of the business will increase because 
they get involved with charitable work. 

• Without cash available, the future goals of the company could be hampered by 
this social work.



May invest in the wrong resources.

• When companies decide to directly invest money in their community 
instead of working with non-profit organizations and NGOs, then they must 
decide who the best manager of these resources will be to create the most 
impact. 

• A team or committee must form to determine how much cash to give, 
where it should be given, and who will be the liaison for each amount to 
ensure that the funds are used as intended. 

• These decisions can impact the length of the philanthropic effort, who can 
make the decisions, and determine how to stop an outreach effort if no 
direct benefits occur.



List of the Pros of Traditional 
Philanthropy

• 1. creates a positive workplace experience.

• When a corporation decides to participate in philanthropic work, then 
it begins to bring its employees together to create a work environment 
that is more positive. 

• Working on volunteer grants, program exchanges, or community 
betterment projects encourages everyone to see themselves as more 
than just a co-worker. 

• They become a part of the greater community that is working hard to 
ensure that everyone has a chance to succeed if they want to take it.



2. increases employee engagement 
levels.

• Companies who have higher levels of engagement from their workforce 
enjoy a higher level of productivity compared to employees who are just 
going through the motions to earn a paycheck. 

• The difference between these two outcomes is a productivity increase of 
more than 200%. 

• When corporate philanthropy is encouraged by an organization, then the 
collective participation of each worker creates closer relationships. 

• That results in a happier workplace, which eventually creates the boost in 
productivity.



3. creates a public image that is 
positive.

• When organizations take the time to partner with a non-profit company or 

NGO, then it provides an opportunity to share through press releases, 

social media, and other forms of networking that they are highly involved 

in the welfare of their community. 

• It creates opportunities for the brand to become visible to people in ways 

that may have not been possible without this action. 

• When a company is viewed by the public in a positive way, then there are 

more opportunities to find future customers.



4. enhances consumer relationships.

• Customers want to purchase their products or services from 

companies that are doing good in the world today. 

• They are especially interested in the organizations that work to make 

a positive difference at home. 

• When philanthropy is a priority, then there is more interest from the 

consumer base because these future customers want to associate 

themselves with brands that support the same causes that they care 

about each day.



5. can result in tax incentives.

• Corporations can sometimes receive a tax break 

when they offer a monetary gift as part of their 

philanthropic efforts. 

• This advantage makes it possible to minimize the 

net cost of the outreach effort. 



6. Community Support and Market 
Creation

• A major advantage that companies glean from their philanthropic practices 

is the support of communities and the surrounding markets. 

• Essentially, by using profits derived from the community to benefit that 

same community (filled with its customers) businesses can greatly 

increase their prospects of future revenue flows. 

• Supporting a community can lead to greater local economic success -

creating income that can then be used at the business. 

• For impoverished areas or those without experience with particular 
products, philanthropy can actually be used to create a market.



7. Market Development Through 
Reputation

• Market development can also occur through the improved 

reputation of the business. 

• The goodwill that a company can generate through corporate 

philanthropy can increase customers' interest and favorable

opinions of the company. 

• This may lead to increased sales, especially when the 

philanthropy is combined with effective advertising and co-

branding, when businesses advertisement each other's 
involvement in a cause.



Strategic Philanthropy

• Strategic philanthropy is a unique and powerful way to combine your company 
marketing goals with your desire to increase the well-being of mankind.

• We call it strategic philanthropy. Two of the more popular names are cause-
related marketing or community partnering.

• No matter what you call it, strategic philanthropy is a positioning that connects 
your company with a not-for-profit organization or cause. 

• In this way, while you are being helpful and working for the common good in 
your community, your business is receiving parallel benefits.

• These benefits include exposure, lead generation, employee retention and 
increases in performance and productivity. They can even include benefits to 
your bottom line.



Basic Philanthropy

• Many businesses already engage in basic forms of philanthropy, such as:

 Allowing a high school club to set up a car wash on the company parking 
lot

 Contributing coffee for a community event

 Buying a school yearbook ad

 Sponsoring the local childrens sports team

• No business can afford to say yes to all of the requests they receive for 
donations. Thus they find themselves saying "yes" to the few and "no" to 
the many.



benefits of strategic philanthropy
“Do Good AND Do Well.”

• STRATEGY – Instead of just throwing money here and 
there, we now have a deliberate strategy that directs our 
efforts for maximum impact.

• VALUES – Our company’s philanthropy is a way for us to 
demonstrate our values are heartfelt and go beyond just 
making a profit.

• INTEGRATION – Our giving is now integrated across our 
departments and locations to leverage more impact in the 
community and strengthen our internal cohesion.



•VISIBILITY – Our strategic giving program sets our 
company apart from our competition. We have gone 
from being “just like everyone else” to doing something 
remarkable that makes a difference.

•SALES – Consumers like to know the products and 
companies like ours that they invest in are doing good 
with their money. Our customers do business with us 
because they see that we care about the community.

•MEDIA – Our community involvement and giving have 
helped us get invaluable attention from the media – we 
couldn’t have afforded the great positive buzz this 
generated for our company.



• IMPACT – We were able to create a sound business case 

for this program. It’s not just feel good fluff, but work that 

creates a win/win – for our company’s bottom line and the 

community.

• PRODUCTIVITY – Our employees feel good about being 

part of something larger than themselves. Because they 

feel pride in our company and themselves, they are more 

productive in their jobs. “We work for a company that 

cares.”

• MAXIMIZE – We are now clear where and how to focus 

our scarce resources to do the most good in the 

community.





The limitations of strategic 
philanthropy

1)DECISION MAKING: WHO DECIDES, AND BASED ON 
WHAT KNOWLEDGE?

• At the heart of strategic philanthropy is an assumption that 
making a strategy is a rational process, controlled inside an 
organization or by a donor, to craft a unique philanthropic 
contribution.

• This approach directly challenges older, more relational styles 
of giving, when funders “respond” to those who ask, and 
attempt to fund great strategies rather than assuming they 
should figure them out on their own.



2) MAKING STRATEGY IS NOT THE SAME 
AS MAKING CHANGE



3) Philanthropy beyond business-like 
transactions

• This is no small task. Strategic philanthropy, in 
the wrong hands, can take the soul out of giving, 
choosing instead to make investments in 
technical fixes that can never catalyze true, 
lasting transformation.

• Great philanthropy transcends business-like 
transactions and instead requires wisdom, 
imagination, and courage. 



MARKETS AT THE BOP

• The bottom of the pyramid, bottom of the wealth pyramid or the bottom of the income 

pyramid is the largest, but poorest socio-economic group. In global terms, this is the 2.7 billion 

people who live on less than $2.50 a day.
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• The wealth pyramid. As we move higher and higher up in wealth we find fewer and fewer people having that wealth and vice 
versa.



NATURE / CHARACTERISTICS OF BOP 

1)There Is Money at the BOP

• The dominant assumption is that the poor have no purchasing power and therefore do not represent a viable 
market. 

• This is not a market to be ignored. consider the BOP within the broad developing country opportunity. 

• The dominant assumption is that the poor do not have money to spend and, therefore, are not a viable 
market. Certainly, the buying power for those earning less than US $2 per day cannot be compared with the 
purchasing power of individuals in the developed nations. However, by virtue of their numbers, the poor 
represent a significant latent purchasing power that must be unlocked. 

• The poor also spend their earnings in ways that reflect a different set of priorities. For example, they might not 
spend disposable income on sanitation, clean running water, and better homes, but will spend it on items 
traditionally considered luxuries. Without legal title to land, these residents are unlikely to invest in improving 
their living quarters, much less the public facilities surrounding their homes. For example, in Dharavi, 85 
percent of the households own a television set, 75 percent own a pressure cooker and blender, 56 percent 
own a gas stove, and 21 percent have telephones. In Bangladesh, women entrepreneurs with cell phones, 
which they rent out by the minute to other villagers, do a brisk business. It is estimated that the poor in 
Bangladesh spend as much as 7 percent of their income on connectivity. 



Access to BOP Markets 

• The dominant assumption is that distribution access to the BOP markets is very difficult 

and therefore represents a major impediment for the participation of large firms and 

MNCs. 

• Urban areas have become a magnet for the poor. 

• The rural poor represent a different problem. Access to distribution in rural markets 

continues to be problematic. Most of the rural markets are also inaccessible to audio 

and television signals and are often designated as "media dark." Therefore, the rural 

poor are not only denied access to products and services, but also to knowledge about 

what is available and how to use it. The spread of wireless connectivity among the poor 

might help reduce this problem. The ability to download movie and audio clips on 

wireless devices might allow firms to access traditionally "media dark" areas and 

provide consumers in these locations with newfound access to information about 

products and services. However, this is still an evolving phenomenon restricted to a 
few countries. 



• Worldwide, the cost of reach per consumer can vary significantly across 
countries. 

• A wide variety of experiments are underway in these markets to find 
efficient methods of distributing goods and services. 

• One such experiment, Project Shakti at Hindustan Lever Ltd. (HLL) in 
India, is a case in point. HLL created a direct distribution network in hard-
to-reach locales (markets without distribution coverage through traditional 
distributors and dealers). HLL selected entrepreneurial women from these 
villages and trained them to become distributors, providing education, 
advice, and access to products to their villages. These village women 
entrepreneurs, called Shakti Amma ("empowered mother"), have unique 
knowledge about what the village needs and which products are in 
demand. They earn between Rs. 3,000 and 7,000 per month (U.S. $60–
$150) and therefore create a new capacity to consume for themselves and 
their families. More important, these entrepreneurial women are 
increasingly becoming the educators and access points for the rural BOP 
consumers in their communities. 



The BOP Markets Are Brand-
Conscious

• The dominant assumption is that the poor are not brand-conscious. On the 
contrary, the poor are very brand-conscious. They are also extremely 
value-conscious by necessity. 

• Brand consciousness among the poor is universal. In a way, brand 
consciousness should not be a surprise. An aspiration to a new and 
different quality of life is the dream of everyone, including those at the 
BOP. Therefore, aspirational brands are critical for BOP consumers. 
However, BOP consumers are value buyers. They expect great quality at 
prices they can afford. The challenge to large firms is to make aspirational 
products affordable to BOP consumers. These consumers represent a 
new challenge for managers with increased pressure on costs of 
development, manufacturing, and distribution. As a result, BOP markets 
will force a new level of efficiency in the MNCs.



The BOP Market Is Connected

• Contrary to the popular view, BOP consumers are getting connected and networked. They are rapidly 

exploiting the benefits of information networks. 

• The spread of wireless devices among the poor is proof of a market at the BOP. The technology of 

wireless and PC connectivity is allowing the BOP population to be actively engaged in a dialogue with 

each other, with the firms from which they wish to purchase goods and services, and with the politicians 

who represent them. 

• Connectivity also allows the BOP consumers to establish new patterns of communication away from their 
villages. With cell phones and TV, the BOP consumer has unprecedented access to information as well 
as opportunities to engage in a dialogue with the larger community. As a result, word of mouth among 
BOP consumers is becoming a very potent force for assessing product quality, prices, and options 
available to them. The spread of good bargains as well as bad news can be very rapid. For example, in 
India, it appears that some consumers found worms in chocolates sold by Cadbury, a large and very 
successful MNC. Ten years ago this would have been a nonevent, but with access to multiple and 
fiercely competitive TV channels, wireless, and Internet, the news spread so rapidly across India that not 
just managers within Cadbury but all managers involved in the "fast-moving consumer goods" industry 
were surprised and worried.



BOP Consumers Accept Advanced Technology 
Readily 
• Contrary to popular belief, the BOP consumers accept advanced technology readily. 

• The spread of wireless devices at the BOP has surprised many a manager and 
researcher. 

• For example, ITC, an Indian conglomerate, decided to connect Indian farmers with PCs 
in their villages. The ITC e-Choupal (literally, "village meeting place") allowed the 
farmers to check prices in the local auction houses (called mandis). The e-Choupal
network allowed the farmers access to information that allowed them to make 
decisions about how much to sell and when, thus improving their margins. 

• Most interestingly, in Kerala, India, fishermen in traditional fishing boats, after a day of 
productive work, sell their catch to the highest bidders, using their cell phones to 
contact multiple possible landing sites along the Kerala coast. The simple boats, called 
catamarans, have not changed, but the entire process of pricing the catch and knowing 
how to sell based on reliable information has totally changed lives at the BOP. 4 The 
BOP consumers are more willing to adopt new technologies. 
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BOTTOM OF PYRAMID – FEATURES

1)Fair Price

2)Innovation 

3)Scale of operation

4)Development 

5)Improves efficiency

6)Identifying functionality / capability.



OECD Guidelines for Multinational 

Enterprises
• The OECD Guidelines for Multinational Enterprises are an annex to the OECD Declaration on 

International Investment and Multinational Enterprises. 

• They are recommendations providing principles and standards for responsible business conduct for 

multinational corporations operating in or from countries adhering to the Declaration. 

• The Guidelines are legally nonbinding, but the OECD Investment Committee and its Working Party on 

Responsible Business Conduct encourage implementation among adherents. 

• The OECD Guidelines for Multinational Enterprises (OECD Guidelines) are recommendations from 
governments to multinational enterprises on responsible business conduct.

• The OECD Guidelines set standards for responsible business conduct across a range of issues such 

as human rights, labour rights, and the environment. 

• The OECD Guidelines also establish a unique, government-backed, international grievance 

mechanism to address complaints between companies covered by the OECD Guidelines, and 

individuals who feel negatively impacted by irresponsible business conduct.

about:blank
about:blank


What makes the OECD Guidelines unique:

 International and extraterritorial scope;

 Clear recognition of supply chain responsibility;

 Broad coverage of issues and business sectors;

 Backing by government; and

 Grievance mechanism for resolving conflicts 
regarding alleged corporate misconduct.



• The OECD Guidelines are not legally binding on companies, but they are 
binding on signatory governments, which are required to ensure the 
Guidelines are implemented and observed. They have been translated 
into over 15 languages.

 About the standards : The OECD Guidelines are structured in two parts. 

Part I defines standards for responsible business conduct in areas such 
as labour rights, human rights, environment, information disclosure, 
combating bribery, consumer interests, competition, taxation, and 
intellectual property rights. In May 2011, OECD members and adhering 
governments updated the Guidelines, introducing substantial new 
provisions in areas such as human rights, due diligence and supply 
chain responsibility. 

Part II sets out Procedural Guidance to implement the recommendations 
in Part I.
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OECD Guidelines for Multinational Enterprises 
• I. Concepts and Principles

• 1. The Guidelines are recommendations jointly addressed by governments to multinational 

enterprises. They provide principles and standards of good practice consistent with 

applicable laws and internationally recognised standards. Observance of the Guidelines by 

enterprises is voluntary and not legally enforceable. Nevertheless, some matters covered by 

the Guidelines may also be regulated by national law or international commitments.

• 2. Obeying domestic laws is the first obligation of enterprises. The Guidelines are not a

substitute for nor should they be considered to override domestic law and regulation. While

the Guidelines extend beyond the law in many cases, they should not and are not intended to

place an enterprise in situations where it faces conflicting requirements. However, in

countries where domestic laws and regulations conflict with the principles and standards of

the Guidelines, enterprises should seek ways to honour such principles and standards to the

fullest extent which does not place them in violation of domestic law.



• 3. Since the operations of multinational enterprises

extend throughout the world, international co-operation

in this field should extend to all countries.

• 4. A precise definition of multinational enterprises is not

required for the purposes of the Guidelines. These

enterprises operate in all sectors of the economy. They

usually comprise companies or other entities established

in more than one country and so linked that they may

co- ordinate their operations in various ways. Ownership

may be private, State or mixed.



• 5. The Guidelines are not aimed at introducing differences of

treatment between multinational and domestic enterprises;

they reflect good practice for all. Accordingly, multinational

and domestic enterprises are subject to the same expectations

in respect of their conduct wherever the Guidelines are

relevant to both.

• 6. Governments wish to encourage the widest possible

observance of the Guidelines. While it is acknowledged that

small- and medium-sized enterprises may not have the same

capacities as larger enterprises, governments adhering to the

Guidelines nevertheless encourage them to observe the

Guidelines’ recommendations to the fullest extent possible.



• Governments adhering to the Guidelines set them forth with the

understanding that they will fulfil their responsibilities to treat

enterprises equitably and in accordance with international law and with

their contractual obligations.

• The use of appropriate international dispute settlement mechanisms,

including arbitration, is encouraged as a means of facilitating the

resolution of legal problems arising between enterprises and host country

governments.

• Governments adhering to the Guidelines will implement them and

encourage their use. They will establish National Contact Points that

promote the Guidelines and act as a forum for discussion of all matters

relating to the Guidelines. The adhering Governments will also

participate in appropriate review and consultation procedures to address

issues concerning interpretation of the Guidelines in a changing world.



II. General Policies
• Enterprises should take fully into account established policies in the countries

in which they operate, and consider the views of other stakeholders. In this
regard:

• A. Enterprises should:

• 1. Contribute to economic, environmental and social progress with a view to 
achieving sustainable development.

• 2. Respect the internationally recognised human rights of those affected 
by their activities.

• 3. Encourage local capacity building through close co-operation with the local
community, including business interests, as well as developing the enterprise’s
activities in domestic and foreign markets, consistent with the need for sound
commercial practice.



• 4. Encourage human capital formation, in particular by creating employment
opportunities and facilitating training opportunities for employees.

• 5. Refrain from seeking or accepting exemptions not contemplated in the statutory or
regulatory framework related to human rights, environmental, health, safety, labour,
taxation, financial incentives, or other issues.

• 6. Support and uphold good corporate governance principles and develop and apply
good corporate governance practices, including throughout enterprise groups.

• 7. Develop and apply effective self-regulatory practices and management systems
that foster a relationship of confidence and mutual trust between enterprises and the
societies in which they operate.

• 8. Promote awareness of and compliance by workers employed by multinational
enterprises with respect to company policies through appropriate dissemination of
these policies, including through training programmes.

• 9. Refrain from discriminatory or disciplinary action against workers who make bona
fide reports to management or, as appropriate, to the competent public authorities, on
practices that contravene the law, the Guidelines or the enterprise’s policies.



• 10. Carry out risk-based due diligence, for example by incorporating it into their enterprise
risk management systems, to identify, prevent and mitigate actual and potential adverse
impacts as described in paragraphs 11 and 12, and account for how these impacts are
addressed. The nature and extent of due diligence depend on the circumstances of a
particular situation.

• 11. Avoid causing or contributing to adverse impacts on matters covered by the Guidelines,
through their own activities, and address such impacts when they occur.

• 12. Seek to prevent or mitigate an adverse impact where they have not contributed to that
impact, when the impact is nevertheless directly linked to their operations, products or
services by a business relationship. This is not intended to shift responsibility from the entity
causing an adverse impact to the enterprise with which it has a business relationship.

• 13. In addition to addressing adverse impacts in relation to matters covered by the
Guidelines, encourage, where practicable, business partners, including suppliers and sub-
contractors, to apply principles of responsible business conduct compatible with the
Guidelines.

• 14. Engage with relevant stakeholders in order to provide meaningful opportunities for their
views to be taken into account in relation to planning and decision making for projects or
other activities that may significantly impact local communities.

• 15. Abstain from any improper involvement in local political activities.



B. Enterprises are encouraged to:

• 1. Support, as appropriate to their circumstances, cooperative efforts to

promote Internet Freedom through respect of freedom of expression,

assembly and association online.

• 2. Engage in or support, where appropriate, private or multi-stakeholder

initiatives and social dialogue on responsible supply chain management

while ensuring that these initiatives take due account of their social and

economic effects on developing countries and of existing internationally

recognised standards.



III. Disclosure
• 1. Enterprises should ensure that timely and accurate information is disclosed on all material matters

regarding their activities, structure, financial situation, performance, ownership and governance. This
information should be disclosed for the enterprise as a whole, and, where appropriate, along business
lines or geographic areas. Disclosure policies of enterprises should be tailored to the nature, size and
location of the enterprise, with due regard taken of costs, business confidentiality and other
competitive concerns.

• 2. Disclosure policies of enterprises should include, but not be limited to, material information on:

• a) the financial and operating results of the enterprise;

• b) enterprise objectives;

• c) major share ownership and voting rights, including the structure of a group of enterprises and
intra-group relations, as well as control enhancing mechanisms;

• d) remuneration policy for members of the board and key executives, and information about board
members, including qualifications, the selection process, other enterprise directorships and whether
each board member is regarded as independent by the board;



e) related party transactions;

f) foreseeable risk factors;

g) issues regarding workers and other 

stakeholders;

h) governance structures and policies, in 

particular, the content of any corporate 

governance code or policy and its 

implementation process.



• 4. Enterprises should apply high quality standards for

accounting, and financial as well as non-financial disclosure,

including environmental and social reporting where they

exist.

• The standards or policies under which information is

compiled and published should be reported.

• An annual audit should be conducted by an independent,

competent and qualified auditor in order to provide an

external and objective assurance to the board and

shareholders that the financial statements fairly represent the

financial position and performance of the enterprise in all

material respects.



IV. Human Rights
• States have the duty to protect human rights. Enterprises should, within the framework of

internationally recognised human rights, the international human rights obligations of the countries in
which they operate as well as relevant domestic laws and regulations:

• 1. Respect human rights, which means they should avoid infringing on the human rights of others and
should address adverse human rights impacts with which they are involved.

• 2. Within the context of their own activities, avoid causing or contributing to adverse human rights
impacts and address such impacts when they occur.

• 3. Seek ways to prevent or mitigate adverse human rights impacts that are directly linked to their
business operations, products or services by a business relationship, even if they do not contribute to
those impacts.

• 4. Have a policy commitment to respect human rights.

• 5. Carry out human rights due diligence as appropriate to their size, the nature and context of
operations and the severity of the risks of adverse human rights impacts.

• 6. Provide for or co-operate through legitimate processes in the remediation of adverse human rights
impacts where they identify that they have caused or contributed to these impacts.



V. Employment and Industrial Relations

• Enterprises should, within the framework of applicable law, regulations and prevailing labour relations
and employment practices and applicable international labour standards:

• 1. a) Respect the right of workers employed by the multinational enterprise to establish or join trade
unions and representative organisations of their own choosing.

• b) Respect the right of workers employed by the multinational enterprise to have trade unions and
representative organisations of their own choosing recognised for the purpose of collective
bargaining, and engage in constructive negotiations, either individually or through employers'
associations, with such representatives with a view to reaching agreements on terms and conditions
of employment.

• c) Contribute to the effective abolition of child labour, and take immediate and effective measures
to secure the prohibition and elimination of the worst forms of child labour as a matter of urgency.

• d) Contribute to the elimination of all forms of forced or compulsory labour and take adequate steps
to ensure that forced or compulsory labour does not exist in their operations.

• e) Be guided throughout their operations by the principle of equality of opportunity and treatment in
employment and not discriminate against their workers with respect to employment or occupation
on such grounds



• 2. a) Provide such facilities to workers’ representatives as may be necessary to

assist in the development of effective collective agreements.

• 3. Promote consultation and co-operation between employers and workers

• and their representatives on matters of mutual concern.

• 4. a) Observe standards of employment and industrial relations not less

favourable than those observed by comparable employers in the host country.

• b) When multinational enterprises operate in developing countries, where

comparable employers may not exist, provide the best possible wages,

benefits and conditions of work, within the framework of government

policies. These should be related to the economic position of the enterprise,

but should be at least adequate to satisfy the basic needs of the workers and

their families.

• c) Take adequate steps to ensure occupational health and safety in their 

operations.



• 5. In their operations, to the greatest extent practicable, employ local workers

and provide training with a view to improving skill levels, in co-operation

with worker representatives and, where appropriate, relevant governmental

authorities.

• 6. In considering changes in their operations which would have major

employment effects, in particular in the case of the closure of an entity

involving collective lay-offs or dismissals, provide reasonable notice of such

changes to representatives of the workers in their employment and their

organisations, and, where appropriate, to the relevant governmental

authorities, and co-operate with the worker representatives and appropriate

governmental authorities so as to mitigate to the maximum extent practicable

adverse effects. In light of the specific circumstances of each case, it would be

appropriate if management were able to give such notice prior to the final

decision being taken. Other means may also be employed to provide

meaningful co-operation to mitigate the effects of such decisions.



VI. Environment
• Enterprises should, within the framework of laws, regulations and administrative practices in the countries in

which they operate, and in consideration of relevant international agreements, principles, objectives, and

standards, take due account of the need to protect the environment, public health and safety, and generally to

conduct their activities in a manner contributing to the wider goal of sustainable development. In particular,

enterprises should:

• 1. Establish and maintain a system of environmental management appropriate to the enterprise, including:

• a) collection and evaluation of adequate and timely information regarding the environmental, health, and

safety impacts of their activities;

• b) establishment of measurable objectives and, where appropriate, targets for improved environmental

performance and resource utilisation, including periodically reviewing the continuing relevance of these

objectives; where appropriate, targets should be consistent with relevant national policies and international

environmental commitments; and

• c) regular monitoring and verification of progress toward environmental, health, and safety objectives or 

targets.



• 2. Taking into account concerns about cost, business confidentiality, and the protection of intellectual 
property rights:

• a) provide the public and workers with adequate, measureable and verifiable (where applicable) and
timely information on the potential environment, health and safety impacts of the activities of the
enterprise, which could include reporting on progress in improving environmental performance;
and

• b) engage in adequate and timely communication and consultation with the communities directly
affected by the environmental, health and safety policies of the enterprise and by their
implementation.

• 3. Assess, and address in decision-making, the foreseeable environmental, health, and safety-related
impacts associated with the processes, goods and services of the enterprise over their full life cycle
with a view to avoiding or, when unavoidable, mitigating them.

• 4. Consistent with the scientific and technical understanding of the risks, where there are threats of
serious damage to the environment, taking also into account human health and safety, not use the lack
of full scientific certainty as a reason for postponing cost-effective measures to prevent or minimise
such damage.

• 5. Maintain contingency plans for preventing, mitigating, and controlling serious environmental and
health damage from their operations, including accidents and emergencies; and mechanisms for
immediate reporting to the competent authorities.



• 6. Continually seek to improve corporate environmental performance, at the level of
the enterprise and, where appropriate, of its supply chain, by encouraging such
activities as:

• a) adoption of technologies and operating procedures in all parts of the enterprise
that reflect standards concerning environmental performance in the best
performing part of the enterprise;

• b) development and provision of products or services that have no undue
environmental impacts; are safe in their intended use; reduce greenhouse gas
emissions; are efficient in their consumption of energy and natural resources; can
be reused, recycled, or disposed of safely;

• c) promoting higher levels of awareness among customers of the environmental
implications of using the products and services of the enterprise, including, by
providing accurate information on their products (for example, on greenhouse gas
emissions, biodiversity, resource efficiency, or other environmental issues); and

• d) exploring and assessing ways of improving the environmental performance of
the enterprise over the longer term, for instance by developing strategies for
emission reduction, efficient resource utilisation and recycling, substitution or
reduction of use of toxic substances, or strategies on biodiversity.



• 7. Provide adequate education and training to workers in 

environmental health and safety matters, including the 

handling of hazardous materials and the prevention of 

environmental accidents, as well as more general 

environmental management areas, such as environmental 

impact assessment procedures, public relations, and 

environmental technologies.

• 8. Contribute to the development of environmentally

meaningful and economically efficient public policy, for

example, by means of partnerships or initiatives that will

enhance environmental awareness and protection.



VII. Combating Bribery, Bribe Solicitation and 
Extortion

• Enterprises should not, directly or indirectly, offer, promise, give, or demand a bribe or other undue advantage to obtain or
retain business or other improper advantage. Enterprises should also resist the solicitation of bribes and extortion. In particular,
enterprises should:

• 1. Not offer, promise or give undue pecuniary or other advantage to public officials or the employees of business
partners. Likewise, enterprises should not request, agree to or accept undue pecuniary or other advantage from public
officials or the employees of business partners. Enterprises should not use third parties such as agents and other
intermediaries, consultants, representatives, distributors, consortia, contractors and suppliers and joint venture partners
for channelling undue pecuniary or other advantages to public officials, or to employees of their business partners or to
their relatives or business associates.

• 2. Develop and adopt adequate internal controls, ethics and compliance programmes or measures for preventing and
detecting bribery, developed on the basis of a risk assessment addressing the individual circumstances of an enterprise,
in particular the bribery risks facing the enterprise (such as its geographical and industrial sector of operation). These
internal controls, ethics and compliance programmes or measures should include a system of financial and accounting
procedures, including a system of internal controls, reasonably designed to ensure the maintenance of fair and accurate
books, records, and accounts, to ensure that they cannot be used for the purpose of bribing or hiding bribery. Such
individual circumstances and bribery risks should be regularly monitored and re-assessed as necessary to ensure the
enterprise’s internal controls, ethics and compliance programme or measures are adapted and continue to be effective,
and to mitigate the risk of enterprises becoming complicit in bribery, bribe solicitation and extortion.



• 3. Prohibit or discourage, in internal company controls, 

ethics and compliance programmes or measures, the use 

of small facilitation payments, which are generally 

illegal in the countries where they are made, and, when 

such payments are made, accurately record these in 

books and financial records.

• 4. Ensure, taking into account the particular bribery risks

facing the enterprise, properly documented due diligence

pertaining to the hiring, as well as the appropriate and

regular oversight of agents, and that remuneration of

agents is appropriate and for legitimate services only.



• 5. Enhance the transparency of their activities in the fight against bribery,
bribe solicitation and extortion. Measures could include making public
commitments against bribery, bribe solicitation and extortion, and disclosing
the management systems and the internal controls, ethics and compliance
programmes or measures adopted by enterprises in order to honour these
commitments. Enterprises should also foster openness and dialogue with the
public so as to promote its awareness of and co- operation with the fight
against bribery, bribe solicitation and extortion.

• 6. Promote employee awareness of and compliance with company policies and
internal controls, ethics and compliance programmes or measures against
bribery, bribe solicitation and extortion through appropriate dissemination of
such policies, programmes or measures and through training programmes and
disciplinary procedures.

• 7. Not make illegal contributions to candidates for public office or to political
parties or to other political organisations. Political contributions should fully
comply with public disclosure requirements and should be reported to senior
management.



VIII. Consumer Interests
• When dealing with consumers, enterprises should act in accordance with fair business,

marketing and advertising practices and should take all reasonable steps to ensure the quality

and reliability of the goods and services that they provide. In particular, they should:

• 1. Ensure that the goods and services they provide meet all agreed or legally required

standards for consumer health and safety, including those pertaining to health warnings and
safety information.

• 2. Provide accurate, verifiable and clear information that is sufficient to enable consumers to

make informed decisions, including information on the prices and, where appropriate,

content, safe use, environmental attributes, maintenance, storage and disposal of goods and

services. Where feasible this information should be provided in a manner that facilitates

consumers’ ability to compare products.

• 3. Provide consumers with access to fair, easy to use, timely and effective non-judicial

dispute resolution and redress mechanisms, without unnecessary cost or burden.



• 4. Not make representations or omissions, nor engage in any other practices, 
that are deceptive, misleading, fraudulent or unfair.

• 5. Support efforts to promote consumer education in areas that relate to their
business activities, with the aim of, improving the ability of consumers to: i)
make informed decisions involving complex goods, services and markets, ii)
better understand the economic, environmental and social impact of their
decisions and iii) support sustainable consumption.

• 6. Respect consumer privacy and take reasonable measures to ensure 
the security of personal data that they collect, store, process or disseminate.

• 7. Co-operate fully with public authorities to prevent and combat deceptive
marketing practices (including misleading advertising and commercial fraud)
and to diminish or prevent serious threats to public health and safety or to the
environment deriving from the consumption, use or disposal of their goods
and services.

• 8. Take into consideration, in applying the above principles, i) the needs of
vulnerable and disadvantaged consumers and ii) the specific challenges that e-
commerce may pose for consumers.



IX. Science and Technology
• Enterprises should:

• 1. Endeavour to ensure that their activities are compatible with the science and technology (S&T)
policies and plans of the countries in which they operate and as appropriate contribute to the
development of local and national innovative capacity.

• 2. Adopt, where practicable in the course of their business activities, practices that permit the transfer
and rapid diffusion of technologies and know-how, with due regard to the protection of intellectual
property rights.

• 3. When appropriate, perform science and technology development work in host countries to address
local market needs, as well as employ host country personnel in an S&T capacity and encourage their
training, taking into account commercial needs.

• 4. When granting licenses for the use of intellectual property rights or when otherwise transferring
technology, do so on reasonable terms and conditions and in a manner that contributes to the long term
sustainable development prospects of the host country.

• 5. Where relevant to commercial objectives, develop ties with local universities, public research
institutions, and participate in co-operative research projects with local industry or industry
associations.



X. Competition
• Enterprises should:

• 1. Carry out their activities in a manner consistent with all applicable competition laws and

regulations, taking into account the competition laws of all jurisdictions in which the activities may

have anti- competitive effects.

• 2. Refrain from entering into or carrying out anti-competitive agreements among competitors, 

including agreements to:

• a) fix prices;

• b) share or divide markets by allocating customers, suppliers, territories or lines of 

commerce.

• 3. Co-operate with investigating competition authorities.

• 4. Regularly promote employee awareness of the importance of compliance with all applicable

competition laws and regulations, and, in particular, train senior management of the enterprise in

relation to competition issues.



XI. Taxation
• 1. It is important that enterprises contribute to the public finances of host

countries by making timely payment of their tax liabilities. In particular,

enterprises should comply with both the letter and spirit of the tax laws and

regulations of the countries in which they operate.

• It does not require an enterprise to make payment in excess of the amount

legally required pursuant to such an interpretation.

• 2. Enterprises should treat tax governance and tax compliance as important

elements of their oversight and broader risk management systems. In

particular, corporate boards should adopt tax risk management strategies to

ensure that the financial, regulatory and reputational risks associated with

taxation are fully identified and evaluated.



DOW JONES SUSTAINABILITY INDEX /
FTSE4GOOD INDEX

• DJSI index family

• The Dow Jones Sustainability Index family tracks the stock performance of the world's leading companies in terms of 
economic, environmental and social criteria.

• Investment objective

• The Dow Jones Sustainability Indices (DJSI) are a family of best-in-class benchmarks for investors who have recognized 
that sustainable business practices are critical to generating long-term shareholder value and who wish to reflect their 
sustainability convictions in their investment portfolios. 

• The family was launched in 1999 as the first global sustainability benchmark and tracks the stock performance of the 
world's leading companies in terms of economic, environmental and social criteria. 

Created jointly by S&P Dow Jones Indices and SAM, the DJSI combine the experience of an established index provider 
with the expertise of a specialist in Sustainable Investing to select the most sustainable companies from across 61 
industries. 

The indices serve as benchmarks for investors who integrate sustainability considerations into their portfolios, and provide 
an effective engagement platform for investors who wish to encourage companies to improve their corporate sustainability 
practices.



Methodology
• The DJSI World applies a transparent, rules-based component selection process based on the 

companies’ Total Sustainability Scores resulting from the annual SAM Corporate Sustainability 
Assessment (CSA). Only the top (10%) ranked companies within each industry are selected for 
inclusion in the Dow Jones Sustainability Index family. No industries are excluded from this 
process.

• The composition of the DJSI is reviewed each year in September based on the Total 
Sustainability Scores resulting from the annual SAM CSA and is rebalanced quarterly.

• The Dow Jones Sustainability Indices (DJSI) launched in 1999, are a family of indices 
evaluating the sustainability performance of thousands of companies trading publicly, operated 
under a strategic partnership between S&P Dow Jones Indices and RobecoSAM (Sustainable 
Asset Management). of the S&P Dow Jones Indices. 

• They are the longest-running global sustainability benchmarks worldwide and have become the 
key reference point in sustainability investing for investors and companies alike. 

• In 2012, S&P Dow Jones Indices was formed via the merger of S&P Indices and Dow Jones 
Indexes. 
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• The DJSI is based on an analysis of corporate economic, environmental and 
social performance, assessing issues such as corporate governance, risk 
management, branding, climate change mitigation, supply chain standards and 
labor practices. 

• The trend is to reject companies that do not operate in a sustainable and ethical 
manner. 

• It includes general as well as industry-specific sustainability criteria for each of 
the industries defined according to the Industry Classification Benchmark (ICB). 

• The DJSI family contains one main global index, the DJSI World, and various 
indexes based on geographic regions such as: Europe, Nordic, North America 
and Asia Pacific.

• The DJSI also contains industry-specific indexes called "blue chip indexes". 

• To be incorporated in the DJSI, companies are assessed and selected based on 
their long-term economic, social and environmental asset management plans. 

• Selection criteria evolve each year and companies must continue to make 
improvements to their long-term sustainability plans in order to remain on the 
Index. Indexes are updated yearly and companies are monitored throughout the 

about:blank
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Assessment
• A defined set of criteria is used to assess the economic, social, and 

environmental opportunities of the companies that the DJSI has listed, which are 
chosen based on the Corporate Sustainability Assessment by RobecoSAM. 

• Information comes from the annual RobecoSAM questionnaire (the Corporate 
Sustainability Assessment), company documentation, the Media and 
Stakeholder Analysis (an examination of media coverage, stakeholder 
commentaries and other publicly available sources provided by RepRisk ESG 
Business Intelligence), and personal contact with the companies. Industry 
leaders from RobecoSAM Research's Corporate Sustainability Assessment are 
chosen to be listed on the DJSI.

• Once a company is listed on the DJSI, it is monitored daily for any critical arising 
issues, which can lead to the exclusion of the company if deemed critical 
enough. 

• Examples of events that would lead to exclusion include: commercial practices, 
human rights abuses, layoffs or worker disputes, or catastrophic disasters. 

about:blank


• This monitoring is supported by RepRisk, a global research firm and provider of 

environmental, social and governance (ESG) risk data. 

• RepRisk screens media outlets, stakeholder groups and other publicly available 
sources to identify risks related to these issues. 

• The information gathered is then systematically analyzed and quantified. 

• If a critical event happens, the situation is analyzed by RobecoSAM for the 
scope in which it reaches. 

• If large enough, the event will be analyzed further based on severity, media 
coverage, and crisis management. 

• RobecoSAM analysts decide from here whether the company will be excluded 
from the DJSI. 

• An assurance report is completed by Deloitte to ensure the validity of the 
company's information. 

about:blank
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Criticism
• SAM uses four sources of information to assess corporate sustainability: company 

questionnaire (the Corporate Sustainability Assessment), company documentation, 

Media and Stakeholder Analysis, and contact with companies. 

• Using self-reported data as proxies for the social or environmental effects the DJSI 

intends to reflect leaves the index exposed to corporate biases and additional credibility 

risks. 

• It rewards companies with greatest capacity to respond to SAM's questionnaires and 

information requests rather than those with the best socially responsible practices. 

• Secondly, relying on self-reported data carries substantial risks since information from 

companies may not be completely credible. 



• An index based on biased information often underestimates real risk factors in the listed 

companies' operation, even in those instances when submitted information if verified by 

an auditing firm.

• Ultimately, companies with challenging corporate environmental and social issues are 

more likely to devote public relations resources to minimize the perception of risk within 

their operations. 

• In order to address some of this feedback, RobecoSAM added a Media and Stakeholder 

Analysis(MSA) component to the annual Corporate Sustainability Assessment, in order 

to complement and help corroborate the questionnaire and documentation provided by 

the participating companies. 

• A further bias of the DJSI is that it only includes large companies, whereas other indices 

include smaller companies as well. 

• As a consequence of these limitations, a survey conducted among sustainability experts 

found that only 48 percent considered the DJSI as "highly trusted".



6 reasons to respond to the Dow Jones 
Sustainability Index survey

• In the competitive atmosphere of sustainability ratings and 
rankings, it is easy to get lost in the race to earn the highest 
scores and be an industry leader.

• While the Dow Jones Sustainability Index (DJSI) provides scores 
and industry rankings, the actual process of responding can 
provide tremendous benefits to companies — even for those that 
do not get listed on one of DJSI’s leadership indices. 

• The DJSI questionnaire is a dynamic and effective tool for 
companies to manage sustainability and thus financial 
performance.

about:blank


six compelling reasons to respond to 
the DJSI questionnaire.

1. Measure what matters

• DJSI’s comprehensive questionnaire integrates economic, 

governance, social and environmental topics that drive 

long-term financial performance.

• For example, the 2015 questionnaire added or updated 

questions on executive compensation.



2. Use industry-specific metrics

• Each industry sector receives a questionnaire focused on 

the sustainability topics most relevant to the success of 

companies within that industry. 

• With more than 50 percent of the criteria focused on 

industry-specific risks and opportunities that contribute to 

a company’s long-term success, respondents have a 

roadmap for where to improve or drive their sustainability 

efforts going forward.



3. Promote strategic conversations
• The DJSI questionnaire promotes internal collaboration. 

• The process starts conversations, and therefore networking across silos that 
otherwise may not have occurred. Respondents must seek cross-functional and 
cross-divisional input to effectively complete the questionnaire.

• Rather than viewing this simply as a data-gathering exercise, sustainability 
practitioners can leverage the questionnaire as an opportunity to exchange ideas 
across business units and departments, potentially sparking innovation through 
this sustainability management process.

• “Responding to the DJSI and other stakeholder requests requires efficient 
processes and rigorous tracking of data and information,” said Art Gibson, vice 
president of environment, health and safety and sustainability at Baxter 
International Inc. 

about:blank


4. Receive a performance scorecard

• All companies that respond to the DJSI questionnaire receive a 

Company Benchmarking Scorecard. 

• This scorecard covers all criteria assessed and shows the 

company's sustainability performance compared to the industry 

average and the industry's best-in-class company on a global 

basis. 

• Many companies use it as a valuable internal management tool, 

determining improvement areas in their sustainability initiatives.



5. Strive for continuous improvement

•Because DJSI takes a best-in-class approach, the 

bar for sustainability performance rises each year; 

as a result, participating companies are encouraged 

to improve performance. 

•The questionnaire evolves annually asking forward-

looking questions to identify leading practices and 

thereby leading companies.



6. Earn access to capital
• Shares of companies listed on one or more Dow Jones Sustainability Indices are 

recommended for sustainability investing, opening the door to the rapidly 

growing socially responsible investment (SRI) market. 

• Christopher Greenwald, head of sustainability investing research at RobecoSAM, 

said, “We see the DJSI as a primary means to help companies better understand 

the business value of their sustainability initiatives. Through greater awareness 

of the link between sustainability performance and business success, we believe 

that the DJSI has and will continue to play an important role in directing capital 

and increasing investments in sustainability by companies and investors.”

• Responding to the DJSI questionnaire is no small task. Completing it can require 

the time and effort of many people. 



FTSE4Good Index
• The FTSE4Good Index is a series of ethical investment stock market 

indices launched in 2001 by the FTSE Group. 

• A number of stock market indices are available, for example covering UK 

shares, US shares, European markets and Japan, with inclusion based on 

a range of corporate social responsibility criteria.

• The index excludes companies due to their involvement in tobacco 

production, nuclear weapons, conventional weapon systems, or coal 

power industry and rates companies for inclusion based environmental 

sustainability, relationships with stakeholders, attitudes to human rights, 

supply chain labour standards and the countering of bribery. 
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• Launched in 2001, the FTSE4Good Index Series is a series of benchmark and tradable indexes 

for ESG (Environmental, Social and Governance) investors. 

• The index series is derived from the FTSE Global Equity Index Series and is a tool for investors 

seeking to invest in companies that demonstrate good sustainability practices. 

• It also supports investors that wish to encourage positive change in corporate behavior. 

• Criteria are developed using an extensive market consultation process and are approved by an 

independent committee of experts. 

• A broad range of stakeholders help shape the criteria, including NGOs, governmental bodies, 

consultants, academics, the investment community and the corporate sector. 

• To remain consistent with market expectations and developments in ESG practice, the inclusion 

criteria are revised regularly. 

• companies that no longer meet the standards are given a period of grace to try and improve their 

scores. If there is no improvement then the company is deleted from the index series. The 

criteria have been designed to help investors minimise ESG risks. Companies with the largest 

risk and impacts have to meet additional sector specific criteria.



THE DILEMMAS CONCERNING CORPORATE SOCIAL 
RESPONSIBILITY MANAGEMENTorate So

• Corporate Social Responsibility (CSR) is said to be resting 
on a fundamental dilemma: a dilemma between ethical 
obligations towards society versus economic duties of 
maximising profits. In other words: A clash occurs 
between business and morality.

• Corporate social responsibility (CSR) is defined as 
“Economic, legal, ethical, and discretionary expectations 
that society has of organizations at a given point of time”. 



Corporate Social Responsibility

• There is no traditional or universally accepted definition of CSR but corporate or 

organizations generally agree on issues of CSR where they disagree is whether 
engaging in CSR activities would improve a company’s performance or not. 

• Some corporation believe that involving themselves in CSR would increase their 
brand performance and image and some corporations believe that it reduces 
their progress and profitability and some also solely believe in true meaning of 
CSR without expecting benefits out of it we can say out of generosity. It all 
depends on perceptions of the particular organization or corporation.

• Lets understand and reason the arguments about the dilemma regarding CSR, 
whether an organization should embrace CSR or avoid it by focusing more on 
the company’s performance or engaging in CSR would help organization to 
improve their financial profile as well as their overall image.



Why is CSR Double edged sword?

•A number of reasons led the Business leaders 

embrace CSR. 

•Some do it out of generosity with actual 

intention to serve the betterment of the society 

and some do it to have a better brand image 

compared to their competitors. 



Companies CSR centred.
• If an organization is just concerned with CSR or their strategies focus 

more on CSR there can be several implications: the organization might not 
actually be interested in profit generation we can say a non- profit 
organization or they may incur losses and would not be able to achieve 
the expected value or name for themselves. 

• a dilemma between social responsibility and financial performance due to 
increased costs from engaging themselves in a CSR would be 
disadvantage for a firm compared to other firms not involved in CSR. 

• An organization sometimes may be deflected from their core business 
strategies when focusing on CSR. 

• Charities would definitely affect the main stream business.



Companies profit centred
• Example of such case would be a tobacco company. Can a 

tobacco company be socially responsible if its products are 

harmful to environment and hazardous to health?

• companies producing products concerned with nuclear, arms and 

tobacco are evil threat to the world. 

• “tobacco companies do exceptionally well financially but it is the 

money making that kills people”



• Most effective business are not concerned with CSR. CSR is just a cover for some business to 
support their bad reputation.

• It is very essential we focus main stream business line it is very difficult to get back after we 
lost track.

• Government authorities and regulatory bodies are required to manage the social responsibility.

• Corporation main business is to make profit. They do not care about the environmental 
aspects.

• using all its resources and engaging in increasing the profits its the only social responsibility for 
businesses as long as they are played well under rules and regulations.

• These arguments are valid for an organization who is concerned only about their business and 
their financial performance but these hold true up till some extent. 

• Government authorities set up rules, regulations and standards and it is a firm’s responsibility 
to abide by rules and regulations but the work environment can further be improved by 
improving the quality of work practice, stable environment and good facilities for employees 
etc.



CSR and Financial performance go hand 
in hand!!

• po There are examples of many Corporations which are doing exceptionally well with 
both CSR and financial performances. Socially responsible companies can gain 
several bottom line benefits though the benefits are not immediate.

• Socially responsible companies have managed to gain a brand image and reputation.

• Consumers are usually drawn toward companies addressing social related issues.

• A company with good CSR would manage to have a good social network and possibly 
potential trading partners and capital investment.

• A company with CSR reputation would avoid unnecessary road bumps or rare negative 
events which can cause severe losses.



•Companies that adopt CSR principles are in less 

exposure to risks like corruption and bribery as they 

have transparent trading methods and no illegal 

ways of getting the job done. 

•More focus on the quality would ensure less 

chances of recalling defective product lines. 

•The workers or employers enjoys a good working 

space and in turn work efficiently with is most 

essential for a company. 



Conclusion:
• For the fact there is no dilemma whether corporation is supposed to 

embrace CSR or not, CSR indeed helps a corporation directly or indirectly 

immediately or over a period of time. 

• A good CSR would definitely improve a company’s brand image and 

customers get attracted to corporation having a good brand image and 

social responsibility and show a commitment towards human welfare. 

• The trend over past decade is changing the corporations are more 

concerned about environmental and social aspect and are developing 

strategies to implement CSR and also to have good financial performance.



NGO AND CSR

•NGO intervention in corporate social responsibility :
Many companies simply do not have the bandwidth (employees, consultants 

and supervision) to undertake consistent CSR implementation.

• These companies not only need to spend on CSR, but also on CSR training for 

their employees, or adding manpower dedicated to CSR capability.

• NGO’s in India pitch a streamlined, customised solution to these corporations. 

• For NGOs, corporates are not only a source of consistent funding but also 

access to strategic resources. An IT giant, for example, can provide technology, 

processes, and support for educational initiatives.



How does a company identify the 
right NGO for CSR intervention?

• With this veritable ocean of NGOs, it isn't easy to pick the right one for a company to engage in CSR 
intervention. 

• Companies not only must allocate funds, but also work with the NGO on CSR interventions. 

• This requires the need for effective monitoring and evaluation mechanisms in place.

• Many large corporates, like Godrej, Reliance, Wipro, Infosys, Tata, and the Birlas have their established 
their own Foundations and Trusts to achieve this.

It is critical for a company to rate an NGO on parameters while shortlisting one for CSR 
implementation.

i. Years in operation
It is important for a corporate to work with an NGO that has demonstrated years of experience and 
reliability. During this time, it must have mobilised resources, infrastructure and people for a social cause.

ii. Geography
Companies should preferably look for an NGO near the project area. This not only ensures easier 
logistics, but also an intimate understanding of the local needs, geography, language, culture etc. The 
NGO preferably must situate offices or centres with connectivity and other resources in these locations, 
to efficiently execute projects.



• iii. Reputation
Transparency, accountability and measurable change in a social welfare context 
are how an NGO's reputation can be measured. This gives an NGO credibility, 
making it trustworthy of using corporate assets and funding for CSR goals.

iv. Certification (e.g. filing for donation tax return)
Certification allows corporates to assess if an NGO complies with legal norms, 
as legal issues can compromise CSR implementation. Certification includes 
Income Tax exemption, and also proper internal documentation in case an audit 
is requested.

v. Relevant experience
An NGO must have shown work in projects relevant to the corporate's CSR 
goals. Coca-Cola India, for example, devotes a substantial amount of CSR 
efforts to water sustainability, conservation, and sanitation. These projects must 
be corroborated with completion certificates from clients.

vi. Leadership
The NGO's leadership must be well-known promoters, with no legal proceedings 
or controversies to their name.

vii. Credentials
An NGOs credentials can also be ascertained via certificates, awards, news 
coverage, and membership of NGO etc.

about:blank


ROLE OF NGOs

1)Educating Children

2)Development of Youth

3)Protection of Animals

4)Betterment of Disabled

5)Development and Operation of Infrastructure

6)Technical assistance and training

7)Women Empowerment

8)Promotes Social and Political Change.



The Parable of the Sadhu 
-Bowen H. McCoy
• The story revolves around the extent to which a group can bear responsibility over 

individual’s welfare and well-being. 

• It also raises ethical questions relating to an individual and the ethics of an organization. 

• The case study is a narration of Bowen McCoy story on an expedition to hike the highest 
mountain in the world, The Himalayas. McCoy spends substantial amount of time hiking 
the mountain that cross cuts the plains of Nepal.

• As the journey continued to be challenging, he meets an Indian cleric considered holy 
by the citizenry. His name is Sadhu. 

• The holy many had insufficient clothing to cover him from the whims of extreme cold 
and he was struggling to survive.

• Noticing the needs of Sadhu, McCoy and his fellow hikers provides him with clothing to 
keep him from the adverse effect of the cold. They also give him food and some warm 
drinks to gain the lost warmth .



• Filled with empathy, members of the group volunteered to take the holy man down the 
mountain to a nearby village. 

• Nonetheless, they leave him and continue with their expedition up the mountain. 
• They rationalized their action by saying that the man would distract their focus and 

objective of ascending to the peak of the mountain. 
• McCoy admits that he did not know what had happened to Sadhu raising the moral 

question of how individuals should act in dilemma typical of genuine ethical issue .
• As such, the case study responds to the questions about addressing ethical dilemmas 

and crises. 
• He recognizes that if the group had gone down the slopes, they could have shifted their 

focus from the organizational objectives.
• Can an individual therefore act in a way that contravenes the objectives of an 

organization when responding to ethical dilemma? Should individual ethics reflect the 
ethics held by an organization?  asserts that the parable of Sadhu provides insights on 
how to deal with ethical dilemmas when caught between organizational and personal 
morals.

• Power is the ability to influence others to increase the chances of achievement of 
specific goals. Besides, power reflects control and access to resources and gives those 
who wield power an upper hand over the rest of the population. It is therefore 
imperative to notice that nature of power is in itself an indication of self-interests.



• Throughout life, there are lots of situations that make us think whether our choices are 
ethical or dishonest. 

• When we consider ethic, we think it is based on feeling, faith, laws, or social norms. 

• However, these 4 points do not choose whether a behavior is ethical or unethical. 
When people make ethical choice, they should recognize how the decision effects 
others. 

• In Bowen H. McCoy’s essay, “The Parable of the Sadhu”, McCoy describes an ethical 
dilemma he experienced in making a choice in the Himalayas of whether to help 
support the sadhu or advance travelling the Himalayas.

• He decides to leave the sadhu behind and gives justification for his habits, which 
eventually leads to an argument with his good friend Stephen. 

• In the future in the essay nevertheless, McCoy expresses his guilt about the sadhu and 
is confronted with an ethical dilemma. 

• As a reader, I perceive McCoy’s habits as unethical. 

• He acknowledges later on that he was challenged with an ethical dilemma, and the 
ethical guidelines, Golden Guideline and Public Disclosure Test supports that McCoy’s 
decision is unethical.



• When Stephen who stayed with the sadhu, comes to the summit, he asks McCoy, 
“How do you feel about adding to the death of a fellow guy?” Stephen discusses 
that the sadhu was left behind after having actually been taken care of to the 
very best of their ability. 

• Instead of compassion or acknowledgement of kindness, McCoy is too hectic 
protecting and justifying the group’s actions by remarking that they did what they 
could for the sadhu which they “are at the pinnacle of among the most powerful 
experiences of [their] lives …”. 

• McCoy expresses that his priority is to get to the summit of the Himalayas. At that 
moment in time, McCoy valued finishing the trek over caring for the sadhu’s life. 

• McCoy’s priority was clearly different from that of Stephen’s. 

• If McCoy could have understood that the sadhu could pass away if he and the 
group left him, he might not defend himself and the group with such a dignified 
attitude.



• People cannot decide whether McCoy’s behavior is ethical or unethical solely based on 
their feeling, the law, religion, or societal norm. 

• By applying McCoy’s situation to the ethical guidelines, people can decide whether his 
decision was in fact ethical or unethical. 

• There are three ethical guidelines: the Golden Rule, the Universalization Test, and the 
Public Disclosure Test. 

• The Golden Rule says to treat others the way you would want to be treated. 

• Secondly the Universalization Test is to imagine that everyone in the world makes the 
same decisions that you make and to assess that decision. 

• Lastly, the Public Disclosure Test is to evaluate a decision by thinking that your action 
and intention are publicized.

• Based on the Golden Rule, if McCoy wants to be treated by others like he did to the 
sadhu, his decision would be ethical. In other words, in order for McCoy’s decision to be 
ethical, if he needs help from others, McCoy cannot desire servitude greater than that 
which he can offer. 

• If McCoy placed himself in the sadhu’s situation, he probably would not have left the 
sadhu and continue climbing the Himalayas. 



• If he knew that his decision would be publicized worldwide, McCoy himself and the rest 
of his group could not have left the sadhu. 

• They would be frowned upon as people who abandoned the sadhu despite their main 
goal of finishing the climb. Based on the ethical guidelines, McCoy’s decision was an 
unethical decision.

• Additional to the ethical guidelines, there is the utilitarian theories, which assess the 
ethics of a decision by its consequences. I believe that when McCoy left the sadhu, the 
only outcome he thought was arriving at the summit of the Himalayas. As mentioned 
before, completing the climb was one of the most powerful experiences of his lifetime.

• He also suffered from altitude sickness through which he did not have time to think of 
others. 

• McCoy said to Stephen, “I was concerned about withstanding the heights to come and 
wanted to get over the pass,” and he got out of the situation. His top priority was to 
arrive at the summit. 

• Since all he could look upon was that, he could not consider any other values or costs of 
his decision. In other words, McCoy failed to balance the costs and benefits of his 
decisions. Based on utilitarian theories, McCoy’s decision was unethical.



•Using the various ethical guidelines, McCoy’s decision of 
leaving the sadhu for his own achievement is unethical. 

•Leaving a person who cannot manage oneself, is 
unethical, especially if something could have been done. 

•For McCoy was so focused on his goal, he failed to 
confront this ethical dilemma immediately and could not 
think of the costs of his decision. 

•Therefore, his decision was weighed more on his own 
benefits. Also, if McCoy had first considered the impact 
his decision could have on the other, I would like to 
believe he would not have gone forth in seeking his goal.



What's a Business For? 

-by Charles Handy
• Charles Handy is critical of overemphasis on share price as the metric for corporate success. 

• He proposes that the purpose of a business "is not to make a profit, full stop." Rather, it is to produce profit so the 
people in the business can do what pleases them, their families, and others close to them and far away. 

• Handy argues that companies should be managed as communities, for that is what they are: communities of 
employees organized to serve communities of customers. 

• When this is done using moral values, the system retains internal and external integrity. 

• This article calls into question the motives and practices of major corporations and their executives. 

• Charles Handy wrote this essay in the midst of the Enron and WorldCom scandals, and throughout it stresses the 

need to reevaluate why businesses actually exist. In the article Handy examines executives’ intentions, the never-

ending focus on stock as a symbol of success, and brings to light the concept of businesses being viewed as wealth 

creating communities.



• According to Handy, the role of executives has changed quite a bit over the years.

• The people in these positions are put in place to make decisions that are best for the company as a 

whole with all its stakeholders in mind. 

• Lately, Handy states, it seems that executives no longer run their companies for the benefit of 

consumers, stockholders, and employees, but for their own ambition and financial gain.

• This belief has created a large amount of distrust and disdain for upper management in the public eye.

• The constant focus on share price and compensation based on stock options has led to the practice of 

executives mortgaging the future for the present. 

• This is an unhealthy practice that has begun to distort the business culture around the world especially in 

the United States, and has led to fraud and corruption that has affected the global economy immensely.



• Another important topic that Handy brings up is how so much attention is paid to shareholder 

expectations and not to the employees of the corporations.

• Shareholders are important because they are basically investors that provide funds to help 

companies improve themselves, however they are typically not involved in the everyday 

operations. Employees, on the other hand, are looked at as just the opposite: costs.

• Many of these employees are highly talented people that should be treated as assets, and 

should have more of a say in the decisions that are made in the company. This would create 

more of a sense of belonging for the workers, and Handy brings up the notion that businesses 

should be run as wealth-creating communities with members rather than employees. Handy 

also suggests that these “members” be paid bonuses consistent with the overall income stream 

of the business. 



• Handy’s final two points are ones that focus on the importance of individual and environmental 

well-being.

• He states that businesses need to take the lead in areas such as environmental and social 

sustainability instead of waiting for government to impose laws and regulations. 

• Businesses need the environment to exist in the present and the future, and should make 

concerted efforts to have more sustainable practices.

• Handy also discusses the importance of companies allowing its members to find a work-life 

balance that is suitable for their own well being. He fears that the “long-hours culture’ may 

drive away key members of the workforce, and suggests that the more balance there is, the 

more productive the community will be in the long run.



• The overall business philosophy Handy stresses is one of 
community.

• Companies should be seen as an entity of collective 
members that use their talents to accomplish something 
together that they could not achieve individually.

• He also strongly believes that businesses should measure 
success in terms of outcomes for others (consumers, the 
environment, under-developed countries), as well as for 
the people who work for them. Companies can no longer 
just focus on the happiness of its stockholders; they need 
to reevaluate their purpose and ultimate goals, along with 
the well-being of all its stakeholders.



• His ideas are very applicable to today’s economic 
situation, and we all need to reevaluate how we view 
business now.

• It is quite evident that businesses cannot simply be for 
profits and shareholder satisfaction, but something bigger 
and better than that. 

• Companies should strive to do not only those two things, 
but also seek out ways to improve the world we live in as 
a whole, whether it be working more sustainably, 
appreciating their employees more, treating their 
customers with respect, or simply donating to a charity. 

• This article is eerily relevant to the situation we are in 
today and it is essential that businesses look in the mirror 
and make changes before this becomes an unbreakable 



GLOBAL REPORTING INITIATIVE GUIDELINE G – 3

•The Global Reporting Initiative (known as 
GRI) is an international independent 
standards organization that helps businesses, 
governments and other organizations 
understand and communicate their impacts 
on issues such as climate change, human 
rights and corruption. 



What are the G3 Guidelines?

• The G3 Guidelines are the cornerstone of the GRI Sustainability Reporting Framework. 

• In line with the GRI vision, it is recommended they be used as the basis for all of an 
organization's annual reporting.

• The Guidelines outline core content for reporting and are relevant to all organizations 
regardless of size, sector, or location. 

• They are the foundation upon which all other GRI reporting guidance is based. 

• The G3 Guidelines outline a disclosure framework that organizations can voluntarily, flexibly, 
and incrementally adopt. 

• The flexibility of the G3 format allows organizations to plot a path for continual improvement 
of their sustainability reporting practices.



So what's in the G3?

• Part 1 – Reporting Principles and Guidance

• Principles to define report content: materiality, stakeholder inclusiveness, 
sustainability context, and completeness.

• Principles to define report quality: balance, comparability, accuracy, 
timeliness, reliability, and clarity.

• Guidance on how to set the report boundary.

• Part 2 – Standard Disclosures

• Performance Indicators



How are the Guidelines updated?

• The Guidelines are updated incrementally. 

• This process represents a change from the previous revision 

cycles, in which the entire set of Guidelines were subject to 

revision. 

• Going forward, GRI will use a process involving incremental 

updates that will target specific revision goals - addressing 

only certain portions of the Guidelines.



The process:

 On an annual basis, GRI invites stakeholders for further development of the Guidelines. 

 The Board of Directors will approve a final set of priorities for implementation for the next 
fiscal year based on feedback from the Technical Advisory Committee (TAC) and the 
Stakeholder Council (SC). 

 This plan will take into account any ongoing projects from previous years that have not yet 
been completed

 Based on the plan, GRI will form working groups to develop draft revisions for review by 
the TAC

 Following the TAC review, the draft revisions will be forwarded to the SC and then to the 
Board for a final decision

 Updates to the Guidelines will be issued when the work is completed. This means that 
projects may be completed and released in any given year.



Benefits of GRI Reporting

• MORE AND MORE ORGANIZATIONS ARE DISCOVERING THE 
BENEFITS OF SUSTAINABILITY REPORTING

• Research shows that a systematic approach to sustainability reporting helps 
to:

 Improve sustainability performance.

 Improve risk management and investor communications.

 Engage stakeholders and improve stakeholders relations.

 Motivate and engage employees.



 Build credibility as a committed and effective 

corporate citizen.

 Strengthen internal data management and reporting 

systems.

 Improve sustainability strategy and selection of 

performance indicators and targets.

 Benchmark sustainability performance against self 

and others.



•Sustainability reports based on the GRI Standards 

can be used to benchmark organizational 

performance with respect to laws, norms, codes, 

performance standards and voluntary initiatives; 

demonstrate organizational commitment to 

sustainable development; and compare 

organizational performance over time.


