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Introduction 
 
This two day ‘training the trainers’ course provides a set of training materials and 
supporting guidance for participants who will use the materials to cascade the 
experience to businesses and other interested parties who are new signatories to 
the United Nations Global Compact or who might be interested in signing up to it. 
 
The training materials comprise of a set of powerpoint slides that are ready to be 
used on a two-day course. These slides can be adapted to local issues if 
necessary and it is possible to insert more local case studies where they are 
available. Currently three case studies form part of this course. However, there 
are also a number of other exercises, examples and scenarios for participants to 
engage with. 
 
The course is designed to have an active and participatory audience therefore 
and trainers should encourage participants to reflect on their own experiences. 
There should be adequate time during each of the sessions to have some 
discussions and debate. 
 
 
Course outline  
 
This course is designed to be spread over two days. The rationale is to spend the 
first day looking at general approaches to corporate social responsibility (CSR). A 
particular emphasis is placed on examining the business case for CSR, which, in 
particular, stresses brands, reputation and trust. Stakeholder dialogue is seen as 
particularly important in helping in the process of defining exactly what CSR 
should mean to a company and what issues and events might be most material. 
A systems based approach is recommended in terms of implementing and 
embedding CSR into the organization. Lastly, effective communications including 
effective ‘Communication on Progress’ is seen as central to a process of 
continual improvement. 
 
The second day of the course is more specific to the UN Global Compact. It 
examines the four broad areas of the initiative, namely, human rights, labour, the 
environment and anti-corruption. It examines each area in general, considers 
each of the ten principles of the Global Compact and provides participants with a 
range of useful tools, techniques and checklists for dealing with each of these 
areas. On the second day, three case studies for part of the training, These are 
based on human rights, labour issues (specifically child labour) and taking a 
stakeholder approach to dealing with environmental responsibility. 
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Specifically the eight sections are: 
 
1. An introduction to CSR 
2. Stakeholder engagement 
3. Implementing  CSR and embedding CSR into the organization 
4. Communicating progress 
5. Human rights 
6. Labour 
7. Environment 
8. Anti-corruption 
 
 
The case studies 
 
The three case studies that are discussed on day two of the training are 
designed to illustrate some of the practical issues associated with dealing with 
human rights, labour and the environment. Participants are expected to have 
read the cases before the session so that trainers need only to summarize the 
key points (there are powerpoint slides provided to do this) and to facilitate a 
discussion based around a number of questions for the participants to respond to.  
 
Participants should be encouraged to reflect on how the cases might relate to 
their own countries or companies and share experiences in each of these areas. 
Where more local cases exist of initiatives associated with core areas of the 
global compact, local trainers are encouraged to substitute them for the cases 
presented here. 
 
The three cases considered in this training are: 
 

 Kelani Valley Plantations and Human Rights in Sri Lanka (Principle 1) 
 

 CADP and Child Labour in the Philippines (Principle 5) 
 

 CDL and a Stakeholder Approach to Promoting Environmental 
Responsibility in Singapore (Principle 8) 
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Using this manual 
 
Since this is a ‘training of trainers’ course and participants are expected to 
cascade the material to others, this manual has been designed to be easy to use 
and practical. Most of the slides have been designed in a way that is reasonably 
self explanatory. However, in addition to the actual slides we have provided 
trainers with notes to help them with supporting material, some background to 
some of the Global Compact Principles, guidance on some of the issues and 
ideas relating to points of discussion relating to exercises, examples and 
scenarios.  
 
A number of additional checklists are provided to help participants develop 
practical plans for implementing and embedding the Global Compact into their 
own organizations. Key issues to be drawn out from each of the three case 
studies have also been provided. 
 
It is anticipated that trainers will be able to have this guide as a back-up when 
they are training. Therefore each page includes a replica of the slide to be used 
with guidance notes written in succinct ways. Trainers should make themselves 
aware of the additional contents in this guide but may also use it as a prompt if 
necessary. The guide is not designed simply to be read out to a training audience.  
 
 
Note on the use of this guide 
 
This guide has been produced for the sole use of trainers delivering courses 
associated with the UN Global Compact. The guide itself should not be provided 
to course participants although the slides (in .pdf format) can be made available 
to participants. The guide is not intended for general circulation and copyright is 
assigned to the United Nations Economic and Social Commission for Asia and 
the Pacific (UNESCAP). 
 
These materials are designed to be used by trainers within Global Compact 
networks and in training sessions arranged by Global Compact focal points. The 
materials or any part of them may not be used for general CSR training or in any 
way used by trainers for commercial gain outside of the Global Compact focal 
points. 
 
The course materials and guide were prepared by Richard Welford of CSR Asia, 
for and on behalf of the “Investor for Development” Initiative, Trade and 
Investment Division of the United Nations Economic and Social Commission for 
Asia and the Pacific (UNESCAP) 
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UN Global Compact

Introduction to CSR

Richard Welford

“Investor for Development” (I4D)
Trade and Investment Division

United Nations Economic and Social 
Commission for Asia and the Pacific

 

 
 
 
 
Please adapt this slide with your own details and affiliations. However, please 
ensure to make a link to the Investor for Development project at UNESCAP 
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What CSR is not

It is not about:

1. Giving away money
2. Planting a few trees
3. PR photo opportunities
4. Feeling good and being 

a “caring company”

 

1. CSR is not about philanthropy – although the two concepts are 
commonly confused. It is often said that “philanthropy is what you do with 
your money (profits), whereas CSR is about how you make it (in a 
responsible and ethical way that protects people and the environment)”. 

2. Simply planting trees without any strategic plan to maintain them and 
nurture them for the first 2-3 years of their life is a waste of time. In any 
case planting trees whilst a useful exercise needs to become part of a 
much more strategic approach to CSR. 

3. CSR is certainly not about PR opportunities but again many companies 
fail to recognize this. Modesty and humility and good approaches to CSR 
and although it is important to communicate CSR (as we will discuss later 
in the course) one has to be very careful about turning CSR into 
something like ‘marketing hype’. 

4. CSR is not about feeling good and being ‘caring’. It has to be embedded 
into the business and there should be a strategic case for CSR – 
particularly in terms of linking CSR to brands, reputation and trust. 
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Social responsibility

Organizations around the world, as well as their stakeholders, are becoming 
increasingly aware of the need for socially responsible behaviour. The aim 
of social responsibility is to contribute to sustainable development 
including health and the welfare of society.

An organization’s performance in relation to the society in which it operates 
and its impacts on the environment has become a critical part of measuring 
its overall performance and its ability to continue operating effectively. This 
is, in part, a reflection of the growing recognition of the need for ensuring 
eco-systems, social equity and good organizational governance.

(Draft IS026000)

 

 
It is important to recognize that there is not a single overarching definition of 
CSR. In fact there are hundreds of different definitions. However, in the context 
of UNGC it is important to stress the link between CSR and the centrally 
important concept of sustainable development (see the next slide). 
 
In fact one could argue that CSR is the private sector’s commitment and 
contribution to the achievement of sustainable development. 
 
The definition here comes from the new draft standard on ISO26000 on social 
responsibility. This is set to become one of the most important new standards 
and it emphasizes the role of any organization in contributing positively to 
societies in which they operate. But it also emphasizes the need to think about 
the environment. 
 
An important emphasis in ISO26000 is on governance. It should be stressed 
that good corporate governance can be seen as a foundation on which to build 
good CSR. 
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Development that meets the needs of the 
present without compromising the ability 
of future generations to meet their own 
needs.

It contains within it two key concepts: the 
concept of needs, in particular the essential 
needs of the world's poor, to which 
overriding priority should be given; and the 
idea of limitations imposed by the state of 
technology and social organization on the 
environment's ability to meet present and 
the future needs. 

(Brundtland Commission, 1987)

Sustainable Development

 

 
Most participants will most likely be aware of the overarching definition of 
sustainable development (in bold). Stress the importance of “futurity”, i.e. the 
need for future generations to be able to meet their own needs, which could be 
increasingly difficult given our own very rapid consumption of natural resources 
over the last 100 years. 
 
However, we should also stress the two other very important aspects of 
sustainable development: 
 

1. The concept of needs which in the context of “development” should 
address, in particular, the needs of the poor who have traditionally not 
had equal access to the world’s resources. 
 

2. The concept of “limitations” and particular the challenge of maintaining 
economic growth in a world of finite resources. You might like to ask 
delegates what they think are the implications of this for traditional 
business strategies that often assume growth can continue forever. 
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Why should businesses engage?

• Responsibility
“Although primarily the responsibility of 

national governments, businesses 
nevertheless have a responsibility to play a 
part in ensuring the protection and 
promotion of human rights within their own 
operations and within their sphere of 
influence” (Global Compact)

• Competitive advantage
• Risk reduction

 
 
The UNGC stresses that businesses have both a ‘responsibility’ and an 
‘obligation’ to engage in issues such as human rights (and the other key 
elements of the GC). Large multinational corporations with global reaches and 
global brands have the ability to influence the global agenda and have a 
responsibility so to do. 
 
But to stress the opportunities for business is also very important. CSR allows 
companies to differentiate themselves from competitors, gain loyal customers, 
motivate staff and build a trusted brand. These are all important elements in 
gaining a competitive advantage. 
 
But CSR practices also allow companies to identify risks in countries and 
communities in which they operate. A greater awareness of CSR and the 
principles of the GC reduce risks associated with being complicit with human 
rights abuses, possible labour disputes, damage to the environment and bribery 
and corruption. All of these actors can damage brands and reputation if not 
managed carefully. 
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The rationale for social responsibility

1. Brand and reputation
2. Attract and maintain employees, 

customers, clients
3. Employee commitment, morale 

productivity
4. Interest from investors and the 

financial community
5. Relationships with companies, 

government, the media, 
suppliers, peers, customers, 
communities

 

 
The diagram here is taken from Coca-Cola, a UNGC signatory. It emphasizes 
that there is an important relationship between the company and its 
stakeholders (including all those listed here). Different stakeholders will have 
different expectations but responding to those expectations will enhance brand 
and reputation. 
 
CSR initiatives will help to attract and retain staff, customers and other clients. 
 
We know from research that staff like to work for companies that they can trust 
and respect and this in turn can enhance productivity. 
 
The investment community is increasingly interested is CSR, especially as it 
worries about risks associated with not engaging with CSR that can damage the 
value of a company. 
 
CSR can also help building trusting relationships with stakeholders that can 
have a big influence on companies such as governments, the media and 
customers. But it can also help in cementing meaningful and trusting 
relationships with suppliers, customers and business partners. 
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Characteristics of social responsibility

• Willingness of an organization to take 
responsibility and to be accountable for its 
impacts on society and the environment

• Understanding the broad interests and 
expectations of society

• Respect for the rule of law and going 
beyond it

• The key role of stakeholders in social 
responsibility

• The need to integrate social responsibility 
throughout the whole organisation

• Links to sustainable development

 
CSR requires companies to be not only responsible but also accountable. Put 
simply responsibility is about “doing the right thing” but accountability is about 
“proving it”. 
 
It is important that companies are aware of the interests and expectations of 
societies (and for that matter local communities). This is best done through 
some sort of stakeholder engagement, which is covered in the second part of 
the course. 
 
Of course companies should always obey the law, but increasingly stakeholders 
expect companies to go beyond the law.  
 
As we can see stakeholders have a key role to play in helping companies define 
and interpret CSR therefore. 
 
But CSR should not be seen as an “add-on”. It needs to be integrated 
throughout the company and that is the subject that we return to on this course 
later. 
 
Do not forget the central role of sustainable development in thinking about CSR. 
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Benefits of social responsibility

• Encouraging informed decision-making
• Improved understanding of the expectations of society
• Improving risk management
• Enhancing reputation and trust
• Improving relationships with stakeholders
• Improving employee morale, loyalty and productivity
• Ensuring health and safety
• Improving resource efficiency and lowering negative 

environmental impacts
• Improving the reliability and fairness of transactions
• Preventing and reducing conflicts with consumers
• Contributing to long term viability of the organization by 

promoting sustainability of natural resources and 
environmental services

• Contributing to the public good and strengthening civil 
society

 
 
There are a huge number of benefits associated with CSR and the key ones are 
listed here and are reasonably self-explanatory. Stress that CSR helps make 
better decisions, develop relationships with societies and communities and 
enhance brand, reputation and trust. Once again engaging stakeholders is 
central to getting the most out of CSR initiatives. 
 
But there are many benefits that directly help to improve the financial 
performance of the company including enhancing productivity, reducing 
accidents, improving resource use and cutting down on waste. 
 
Ultimately CSR will help to build better relationships with customers and the 
general public and make a contribution to environmental protection. 
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CSR essentials

1. Resources
2. Buy in from top
3. Management systems
4. Stakeholder engagement
5. Leadership, listening and 

learning
6. Tackling local and global 

challenges

 
There is an unfortunate misconception that CSR does not need to cost much 
money. In most cases this is wrong and there is a need to make sure that there 
are sufficient human and monetary resources to support CSR in an organization 
if it is to be taken seriously. But most important is to see CSR as an investment 
and not as consumption. It is about investing in creating a brand with a positive 
reputation and trust. 
 
It is therefore important that senior management recosnise the importance of 
CSR and openly commitment to organization to a CSR policy.  
 
The company will have to think how best to integrate CSR into management 
systems and to build new ones where necessary. 
 
As we have stressed, CSR must be at least partly informed in relation to 
stakeholder expectations and aspirations. 
 
Good CSR works because of leadership from the top and a willingness to listen 
to stakeholders and learn from others. All companies should be open to new 
ideas and not assume they know everything. 
 
Lastly CSR is about addressing some of the global challenges facing all of us 
including issues such as climate change, health, poverty and resource 
depletion. 



 

13 

UN Global Compact initiative

1.  Businesses should support and respect the protection of internationally 
proclaimed human rights; and 

2.  make sure that they are not complicit in human rights abuses. 
3.  Businesses should uphold the freedom of association and the effective 

recognition of the right to collective bargaining; 
4.  the elimination of all forms of forced and compulsory labour; 
5.  the effective abolition of child labour; and 
6.  the elimination of discrimination in respect of employment and occupation. 
7.  Businesses should support a precautionary approach to environmental 

challenges; 
8.  undertake initiatives to promote greater environmental responsibility; and 
9.  encourage the development and diffusion of environmentally friendly 

technologies 
10. Businesses should work against all forms of corruption, extortion and 

bribery. 

 

 
It is unlikely that participants will have never seen the ten principles before. 
However, it is useful at this stage to run through them stressing that they fall into 
four areas, namely human rights, labour, the environment and anti-corruption. 
 
It might be useful to ask more experienced participants, what they see as the 
benefits of the GC and which (if any) of the principles they have had difficulties 
with. 
 
Ask if there are any questions about any of the terminology used or any of the 
principles. 
 
Point out that each of the four areas will be discussed in more detail in day two 
of the training. 
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Key objectives of the UNGC

• A strategic policy initiative for businesses in the 
areas of human rights, labour, environment and 
anti-corruption

• Allowing businesses to collaborate with 
international actors on current global challenges

• Mainstream the ten principles in business activities 
around the world 

• Catalyze actions in support of broader UN goals, 
including the Millennium Development Goals 
(MDGs) 

• Global Compact exists to assist the private sector 
in the management of increasingly complex risks 
and opportunities by partnering with other 
companies and leveraging the expertise and 
capacities of a range of other stakeholders

 

 
The UNGC exists within and is part of the overarching priorities of the UN and is 
very much about exploring how the private sector can play a part in contributing 
to human rights, improved labour standards, protecting and restoring the 
environment and tackling corruption and bribery. It is about allowing and 
encouraging businesses to collaborate on finding solutions to global challenges. 
In so doing the UN encourages the adoption of the ten principles in all business 
activities and wherever a business operates. 
 
The UNGC also encourages support for other UN initiatives and, for example, 
the Millennium Development Goals (as laid out in the diagram shown here). The 
goals established in 2000 set ambitions plans for the attainment of eight targets 
by 2015. 
 
Again, in keeping with a key principle of the UN, partnerships are encouraged 
between business themselves and partnerships with other stakeholders. Such 
partnerships can help to manage risks and help tackle our remaining global 
challenges. 
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The benefits of engagement:

• Adopting an established and globally recognized policy 
framework

• Sharing best and emerging practices to advance practical 
solutions and strategies to common challenges. 

• Advancing sustainability solutions in partnership with a 
range of stakeholders, including UN agencies

• Linking business units and subsidiaries across the value 
chain with the Global Compact's Local Networks around 
the world 

• Accessing the United Nations' extensive knowledge of and 
experience with sustainability and development issues. 

• Utilizing UN Global Compact management tools and 
resources, and the opportunity to engage in specialized 
projects 

 

There numerous benefits of engagement with the UNGC. Although the UNGC is 
not the only framework that companies can apply, it is nevertheless now a well 
established and recognized framework with the backing of the UN system. 
 
The UNGC website contains a huge number of resources, offering practical 
solutions and strategies. Importantly, the UNGC also works with other UN 
agencies and other organizations in demonstrating how the GC can be used as 
a ‘springboard’ to other initiatives. 
 
Linked to this companies are able to access the knowledge base of the UN in 
dealing with issues associated with sustainable development. There are an 
increasing number of resources and tools available to companies. 
 
Importantly, for this training, we need to see how the UNGC has the capability to 
link together companies working in the same countries and regions through its 
networks around the world. 
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Exercise and discussion

1. How do you assess the development of CSR in 
your country?

2. What is the role of the Global Compact?
3. What are the priorities and challenges in your 

countries?
4. How could CSR be best promoted in your country?

 
 
 
The purpose of this exercise is to get participants talking about the particular 
challenges in their own countries. We should emphasise that CSR varies from 
country to country because of different stages of development, different 
industries, different geographies and environmental factors. 
 
Ask delegates what they think the role of the GC could be in their countries (in 
most cases it is still in its infancy in terms of industry take up).  
 
Consider particular challenges and priorities in the country. 
 
Consider how CSR and the UNGC could be best promoted. 
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UN Global Compact
Stakeholder engagement

 

 
 
As was demonstrated in the first section of the course, stakeholder engagement 
is central to CSR. It is often said that “if you are not doing stakeholder 
engagement then you are not doing CSR”. This is because companies need to 
set their CSR priorities with stakeholders’ interests and aspirations in mind. That 
is not to suggest that they always have to do what their stakeholders ask, but 
that they should at least be aware of their views and aspirations. 
 
This part of the course examines the rational for stakeholder engagement, 
examines a methodology for stakeholder engagement and then looks at how 
some companies have managed to integrate stakeholder engagement into their 
decision-making and CSR reporting. 
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Why engage stakeholders?

Identifying 
issues

Help in 
defining CSR

Market 
research

Risk 
management

Required by 
global standards

Targeted 
communications

Issues:
Local and community

Regional
Global

Industry-based
Time-dependent

Key task:
Tracking emerging, 

material issues

 
1. Stakeholders help us to identify issues that may impact the company as 

they emerge. 
2. The stakeholder engagement process helps a company to define their 

priority areas for CSR. It helps a company decide exactly what 
constitutes being “socially responsible”. 

3. Stakeholder is a very useful form of market research. It helps us track 
issues and events and increase our awareness of market expectations 
now and in the future. 

4. As mentioned in the first part of the course, engaging stakeholders will 
help the company identify, manage and respond to real and potential 
risks. 

5. Increasingly, global standards are requiring stakeholder engagement. 
The Global Reporting Initiative requires a report to outline the stakeholder 
engagement process and the draft ISO26000 guidelines recommend 
setting priorities in relation to stakeholders’ aspirations. 

6. The process of stakeholder engagement is also an important starting 
point in communicating CSR. We will return to this aspect later on in the 
course. 

 
A key aspect of stakeholder engagement is to identify and map issues. These 
are of several types as described in the right-hand side box. One point to 
recognize is that issues are time-dependant, that is, they are not static and 
develop and change over time. The key task is for businesses to track emerging 
material (or significant) issues. 



 

19 

Stakeholders: Who and why?

• Stakeholders are individuals or organizations that 
have one or more interests in any activities and 
decisions of an organization

• To identify stakeholders, the organization should ask?
– To whom do legal obligations exist?
– Who might be positively or negatively affected by the 

organization’s activities?
– Who has been involved when similar issues needed to 

be addressed?
– Who can help the organization address specific impacts?
– Who would be disadvantaged if they were excluded 

from the engagement?
– Who in the value chain is affected?

 

 
Put most simply, stakeholders are individuals or organizations who express an 
interest in the company. This slide asks a number of questions that might be 
asked of the participants in an interactive way.  
 
They key point is that a whole range of stakeholders need to be taken into 
account. Different circumstances might mean we consult different stakeholders 
but in general companies ought to try to have some sort of relationship with as 
wide a range of stakeholders as possible. 
 
This is no easy task and can be very time consuming especially when 
stakeholders may not be able to communicate easily. This is common in 
developing countries, particularly in remote communities, for example. 
 
What interests in local companies might the stakeholder (elderly monk) pictured 
here have, for example? 
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The traditional stakeholder model

Suppliers

Customers

Financiers

NGOs

Employees

Media

Competitors

Regulators

CompanyCompany

 

 
A traditional stakeholder model can now be found in just about any 
management textbook. Typically the relationship is depicted as above with the 
company needing to have some sort of connection with for example regulators 
(or government), competitors (or simply other businesses), the media, 
employees (internal stakeholders), non-governmental organizations (NGOs) or 
sometimes called civil society organizations, the financial community (investors, 
bankers, insurers etc.) customers, suppliers and others… 
 
The problem with this model is that it is very simplistic. It sees the company at 
the centre of the relationship (perhaps somewhat arrogantly) and does not really 
show that all the stakeholders have relationships with each other as well. 
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CompanyCompany

Suppliers

Customers

Employees Financiers

NGOs

Media

Competitors

Regulators

Issues &
Events

Issues &
EventsNatural 

Environment

The real situation facing companies

 

 
This is why a more accurate representation of stakeholder relationships facing 
companies is depicted in this diagram. There are four key points to note: 
 

1. The company is no longer at the centre of the relationship. It is just one 
amongst many different organizations that have relationships with each 
other. 

2. What is at the centre of the diagram are the issues and events that 
companies need to track as discussed earlier. By engaging with 
stakeholders one key aim is to track and even predict these issues and 
events and make sure that they do not adversely affect the company. 

3. Stakeholders will have a range of relationships with each other (depicted 
by different types of connecting lines. For example, NGOs and the media 
can often form a somewhat critical alliance that has been known to attack 
and criticize businesses. 

4. There is one key stakeholder that does not have a direct human voice: 
the environment. It is sometimes represented in part by green NGOs, but 
ought to be thought of as having its own rights. Animals, eco-systems, 
natural resources and our climate all ought to feature in the decision-
making processes of business. 
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Beyond competitiveness:
Strategy and stakeholder value

Illegal Activities

Regulation
Sphere of Risk

Sphere 
of Opportunity

Enhancing 
Stakeholder Value

Damaging 
Stakeholder Value

Public 
Expectations

Time

Requirements

 

 
We no longer live in a world where it is enough for businesses to simply obey 
the law. For companies to maintain the trust of stakeholders they need to 
engage with public expectations.  
 
This diagram represents the idea that over time (horizontal axis) requirements 
(vertical axis) tend to become tougher. Obviously responsible companies should 
not find themselves in the area of illegal activities under the first line.  
 
Nevertheless, even if companies do obey the law, if they are not also adhering 
to a more general public interest (which also changes over time) then they are 
still in a “sphere of risk”. They could be damaging stakeholder value (brand, 
reputation, trust and even financial performance) if they fail to meet public 
expectations. 
 
Companies need to “delight” their stakeholders by exceeding their expectations. 
Here is the “sphere of opportunity” where it is possible to enhance stakeholder 
value. 
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Emerging Public Political

Public relations Lobbying

Legislative
Issues

Stakeholder 
interest

Potential impact

Proactive
response cost

Competitive
advantage

Traditional
response cost

Responses

Stakeholder 
engagement

The case for early stakeholder engagement 
in emerging issues

 

This slide needs to be built up bit by bit. On the horizontal slide is the 
development of issues over time. These go through four stages: emerging, of 
interest to the general public, of interest to politicians, part of the legislative 
process. The vertical axis measures a number of responses namely: 

1. Stakeholder interest that grows rapidly to begin with, peaks at the level of 
public awareness but then wanes once politicians take on the issue 

2. Company responses traditionally begin at an early stage through PR but 
then can develop into (expensive) lobbying techniques 

3. The potential impact a company has to influence an issue decreases 
over time and is most problematic once an issue reaches a legislative 
stage 

4. Since companies often do nothing about issue to begin with the costs of 
responding to issues at an early stage is low but becomes very 
expensive if an issue enters the legislative arena 

5. The proactive approach is to monitor issues and engage with them 
before they become “expensive”. This costs more in the short run but 
saves money longer-term 

6. And create a competitive advantage over more traditional approaches 
7. They key to this approach is stakeholder engagement at an early stage 

 
You might like to discuss this model using examples such as banning public 
smoking or climate change. 
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Stakeholder engagement process

Respond

Identify

Prioritize

Engage
Review 

Concerns

Identify

Partnership 
Building

Map 
Concerns

 

The stakeholder engagement process needs to be well thought through and 
complete. Stakeholder engagement is not about “having a chat with a few 
interested parties”. It needs to be based on a sound methodology and in many 
cases companies are likely to require some independent facilitation. The key 
stages are to: 
 

1. Identify all the potential stakeholders with whom the company might 
usefully engage. 

2. Produce a priority list since most companies will not have the time or 
resources to engage all groups. It may well be that some groups are 
engaged every year and others less frequently. 

3. Engage the stakeholders using a range of methods which we outline a 
little later. 

4. Map out the concerns of stakeholders in a document that can be 
considered to by management. 

5. Review those concerns and decided which can or which cannot be 
responded to and on what sort of time frame. 

6. Respond to stakeholders. They are generally interested in results and it 
will be much easier to engage them again in the future if you have 
demonstrated that you really are taking their views and aspirations into 
account. 
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Identifying and prioritising
stakeholders: The 6-Is

Broad type Category Criteria

Reflective 
Stakeholders

Interest
People or organisations that have already identified themselves as 
year stakeholder by expressing an interest in your company or 
concern about your activities.

Impact
Stakeholders who are likely to have a big impact on your decision-
making and potential performance (e.g. government regulators, 
shareholders).

Inclusive
Stakeholders who are identified to make sure that your coverage of 
organisations, issues and views are complete and ensure that all
society expectations are covered.

Strategic 
Stakeholders

Influence
Stakeholders who are able to influence other stakeholders and the 
company’s own management and are therefore important in helping 
you to attain your objectives.

Informative
Stakeholders who have particular knowledge about your company, 
industry or issues that are central to your performance now and in the 
future (e.g. academics)

Incisive
Stakeholders who are themselves leaders highly informed such that 
they are able to identify and comment on future trends, priorities and 
critical events (e.g. other business leaders).

 

 
 
Take delegates through each of the elements of the matrix below. Each element 
is reasonably self-explanatory. This is a “big sheet of paper” exercise where 
people in the organization should “brainstorm” all the possible stakeholders that 
they can think of and then prioritize those with whom to engage. 
 
Some stakeholder groups will appear in more than one box and this is one way 
of trying to prioritize exactly with whom to engage.  
 
The outcome should be a manageable list of stakeholders to engage. There is 
no set number. Some large global companies engage as many as 400 groups. 
But for most companies a manageable number might be more in the region of 
20 to 40. 
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Exercise

1. Who do you consider to be the most important 
stakeholders in your location?

2. Why are they so powerful?

 

 
Whether participants are from the same location or from different locations, it is 
interesting to explore their perceptions of who the most powerful stakeholders 
are, and therefore who business should be especially careful to engage. Is it 
governments, NGOs or internal employee stakeholders for example? 
 
It is then useful to ask why some stakeholders are powerful and others relatively 
weak. As if they can see significant differences between their own locations and 
others, if you have time. Much will be simply associated with history, style of 
government, stage of development etc. 
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Engagement

Regular dialogue with 
regulators, suppliers etc.

TOOLS OUTCOMES

Surveys of employees, 
customers, etc.

Feed back on documents, 
policy papers, etc.

Involvement of professional 
stakeholders, advisory panels

Structured engagement through 
focus groups, interviews

Ongoing two-way engagement 
as regular interaction

Information
Views

Opinions
Perceptions

Reflections
Positions on issues

Expert advice
Identification of gaps

Priority areas
Key concerns

Solutions
Trust

1

2

3

4

5

6

 

There are various tools that can be used to engage with stakeholders. Six areas 
are listed and as we go down the list the depth of engagement generally 
increases. Different tools also lead to different types of outcomes. These are 
typically shown in the right hand column. Some issues to highlight: 
 

1. Regular dialogue is the most basic form of engagement but in general it 
will not be sufficient. 

2. Surveys are very useful and can provide much needed information from 
key stakeholders such as customers and employees 

3. Documents might include, for example, values and visions statements 
that lay out corporate policies and plans for the development of CSR 

4. “Professional stakeholders” are generally experts in a field of concern for 
the company and in many cases can be consulted regularly as part of an 
“expert panel” 

5. The most common forms of engagement (interviews and focus groups) 
are found at this level 

6. Ongoing engagement can often be managed though communications 
technologies such as interactive blogs of bulletin boards that encourage 
comments from stakeholders  
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Mapping concerns
• Document concerns
• Content analysis
• Produce lists of priority areas

Social Issues: Responses Internal 
Focus 

Groups

External 
Interviews

Weighted 
Score

Supply chain concerns, sweatshops, sourcing issues 5 7 27

Community projects, charitable donations 4 10 26

Fair employer, good employee welfare 2 4 12

Not a good employer, poor employment practices 1 6 10

Heard of nothing, not aware of anything 0 9 9

Poor communications 2 0 8

Positive E-learning and staff education 2 0 8

Not as progressive as others, not world class 1 2 6

Poor customer relations 1 2 6

Good employee health promotion 1 0 4

 

Mapping concerns is most often done through documenting the responses of 
stakeholders and then undertaking some analysis of that content to try to detect 
patters and issues that are repeated (a traditional content analysis). This can 
then produce a list of priorities such as the one here. 
 
This example uses a mixture of interviews and focus groups. In the 
methodology here if an issue was mentioned in a focus groups (i.e. in a setting 
of more than one person) it was allocated four times the significance on and 
individual interview. That is not really important, but ask the respondents to look 
at the list of priorities that this real stakeholder engagement produced and guess 
which company it might be. 
 
Most people think of companies such as Nike, Gap, adidas, Disney etc. where 
issues of supply chains are perhaps the key CSR issue. 
 
In actual fact this company was Cathay Pacific. Note however, in the list we 
have only included social issues. For this company environmental issues 
(particularly climate change) figured more importantly. But nevertheless it did 
highlight that some stakeholders were concerned about where Cathay Pacific 
sources products like uniforms and plastic trays for meals, for example. 
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Cathay Pacific’s response to this issue raised by stakeholders was to draw up a 
comprehensive code of conduct for suppliers. It outlined its expectations linked 
to working hours, wages, health and safety, child labour, forced labour etc. 
 
Every supplier, or potential supplier has to respond to an online questionnaire to 
ensure that they comply with the requirements of the Cathay Pacific code of 
conduct or have plans in place to do so within a specified time period. 
 
Cathay Pacific was the first airline in Asia to have such a requirement and it was 
a direct result of their stakeholder engagement process. 
 
This is a good example of a company identifying an issue that its stakeholders 
were concerned with and then allowing those stakeholder’s views to influence 
its decision-making processes. 
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Cathay Pacific and stakeholder 
approaches to reporting

 

 
Indeed, for a number of years now Cathay Pacific has carried out a series of 
stakeholder engagements and this has also influenced the content of its annual 
CSR report, two of which are pictured here. 
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Responding to stakeholder concerns

 

 
At one focus group organized with Cathay Pacific’s frequent fliers (their Marco 
Polo Club members) a number of stakeholders were reported as saying that 
they thought Cathay Pacific was their preferred airline because of its excellent 
safety record. But that led on to a discussion about not only flight safety but also 
food safety. Some participants wanted to know how the airline made sure that 
its in-flight meals were safe and would not give passengers food poisoning. 
 
As a direct result of the stakeholder engagement Cathay Pacific published a 
whole page on food safety in its subsequent CSR Report. 
 
This is another good example of how a company can respond to stakeholders’ 
concerns and, again, build trust amongst stakeholders. 
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Review concerns

• Which concerns can the company 
respond to?

• Which concerns can the company 
not respond to?

• Timeframes: short term responses 
vs. long term responses

• Are there areas of strategic 
advantage for the company? 

 
 
It is important that a company carefully reviews the feedback that it gets from 
stakeholders. From this information it needs to work out what is of greatest 
concern and how those concerns should be responded to. That is not to suggest 
that all stakeholders’ aspirations can always be taken into account. 
 
The company must therefore decide which concerns it can respond to. But there 
may well be cases where the company cannot respond to certain concerns. 
 
In addition, there is a need to think about timescale. Some concerns might be 
easy to deal with in the short term. Others may take much longer to implement. 
This needs to be thought through and ultimately explained to stakeholders. 
 
Very importantly, the company should think about areas of strategic advantage. 
Which of the concerns of stakeholders can help it build the trust, positive 
reputations and brand that we stress in this course? 
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Respond

• Stakeholder engagement creates 
stakeholder expectations

• Stakeholders are interested in 
results

• Need to explain what is going to be 
done and what is not going to be 
done in an open way to build trust

• Reports should contain stakeholder 
engagement methodology and 
summaries

• The response is the beginning of 
the next cycle of stakeholder 
dialogue

 
 
The final stage in the stakeholder engagement methodology is to respond to 
stakeholders. They are often interested in what others stakeholders’ views are. 
More importantly, it is important to demonstrate how the company is going to act 
on the concerns that they raise. Explaining how the company is going to 
respond is central to building trust based on transparency and accountability. 
 
In the fourth session we will examine the issue of reporting and 
communications. Reports should generally show how they took stakeholders’ 
views into consideration when mapping out content (e.g. food safety and Cathay 
Pacific).  
 
It is also important to respond to stakeholders so that they can see that their 
views are listened to by the company and this is more likely to encourage 
stakeholders to share their views again in the future. This is an important part of 
the communications process. 



 

34 

Exercise

1. How would you begin a stakeholder engagement in 
your organisation?

2. What are the main barriers to be overcome?

 

 
This part of the course can end with a general discussion around the two 
questions posed in the slide. 
 
Hopefully, these questions will raise issues around some of the difficulties that 
companies might experience. 
 
If companies are beginning stakeholder engagement from scratch, key 
stakeholders that are often easier to engage include employees and customers. 
Perhaps others can come at a later stage. But it is important that companies to 
prioritize stakeholders and think about the relative impacts that different 
stakeholders might have on the organization. 
 
Barriers to stakeholder engagement include resources, time and the availability 
of independent facilitators for approaches such as focus groups. In some cases 
in this region stakeholders might not know why they are being engaged and 
might even be suspicious. Getting truly representative stakeholders is also often 
a problem. 
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UN Global Compact

Implementing CSR and 
embedding CSR into the organisation

 

 
Perhaps one of the biggest challenges for business is taking an initiative such 
as the Global Compact and actually implementing it. There is a need to embed 
CSR and such initiatives into the organization if they are to be effective. This 
part of the training course therefore looks at systems to implement CSR and 
stresses the link back to brands and reputation. 
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A CSR management system

Implementing CSR is like any 
other management task:

1.Defining goals
2.Implementing programmes
3.Making sure goals are achieved
4.Dealing with non-conformance

 

 
There is no need to “re-invent the wheel’ when it comes to implementing CSR 
within an organization. Many companies will already have management systems 
in place and many of these will be based on perhaps the most common 
management system model (plan-do-check-act) based on notions of quality 
management. 
 
It is relatively easy to “plug” CSR into that sort of system, which would involve 
the company in: 
 

1. Defining its CSR goals (which will, of course take into account the 
stakeholder engagement discussed in the previous section) 

2. Begin to implement CSR programmes with a view to meeting those goals 
in a timely manner 

3. Checking that the goals that have been set have been achieved through 
some sort of assessment or auditing process 

4. Dealing with problems (or non-conformance to the goals to use the 
language of quality management) 
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CSR management system

PLAN

DOCHECK

ACT

Continual
Improvement

Benchmarking

Stakeholder engagement

Legal requirements and standards

Identify risks and opportunities

Policies and codes of conduct

Indicators and targets

Identify priorities and programmes

Implement plans

Training, awareness and capacity building

Involve Staff

Internal communications

Get leadership buy-in

Integrate supply chains
Assessments and audits

Review outputs and outcomes

Monitor and measure progress

Identify problems

Corrective actions

External communications and 
reporting

Management review

Demonstrate leadership

 

Using this management systems type of approach we can map out various tools 
that can be used by companies to decide on goals (plan), deliver them (do), 
assess them (check) and act on problems (act) creating an ongoing cycle of 
continual improvement towards an overarching goal of contributing to 
sustainable development. The various elements of  CSR are mapped out here 
beginning with a benchmark of the activities of peers, stakeholder engagement, 
ensuring legal compliance, identifying risks and opportunities, putting in place 
appropriate policies and/or codes of conduct and setting targets and indicators. 
 
Implementing plans requires CSR to be embedded into the organization. 
Training and awareness raising is key. It is also important to involve staff at all 
levels and communicate CSR visions and programmes. Thus it is important to 
get leadership from the top of the organization. The scope of the CSR initiatives 
needs to be set and in some industries may have to involve suppliers as well. 
 
A regular assessment of targets and achievements (outcomes, outputs) will be 
important in identifying problems. That should lead on to corrective actions, a 
review of the CSR system, communications and reporting to demonstrate 
leadership and the whole cycle begins over again. 
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Industry mapping
Indicators based on 
global standards
Mapping of 
quantitative data
Mapping of 
qualitative data

Based on publicly 
available data: 
corporate websites, 
annual reports, CSR 
reports
Capturing of leading 
CSR practice 
examples
Internal surveys

Company scoring 
according to 
indicators
Quantitative 
analysis of scores
Qualitative analysis 
of scores

Ranking of 
companies
Identifiying gaps, 
strenths and 
weaknesses
CSR strategy 
recommendations

Assessment through mapping, 
benchmarking and gap analysis

Research Company ranking Summary reportAssessment 
framework

 

It is important at this stage to say more about the process of mapping, 
benchmarking and assessment. An assessment framework starts with mapping 
out industry issues (including benchmarking competitors and peers using 
indicators based on global standards (such as the UNGC).  
 
The assessment will involve a degree of research based on publicly available 
information and best practice case studies (such as the ones developed by this 
project). Internal staff surveys will also provide useful information. 
 
Rankings tend to be highly contentious but it is useful for a company to know 
how it ranks against others based on both quantitative and qualitative indicators. 
Such indicators can, for example be based on the ten principles of the GC. 
 
It is useful (especially to get internal management buy-in and leadership) for the 
results of such an assessment to be reported to senior management. This can 
include the ranking, an honest assessment of strengths, weaknesses and gaps 
along with key recommendations. 
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Communicate
Continuous 

Improvement

Assessment

Implementation

Strategy

Creating a seamless CSR system

 

 
Another way of looking at the systems based approach to CSR is demonstrated 
in the diagram above. Although also based on a cycle of continuous 
improvement this second approach puts more emphasis on assessment, 
strategy, implementation and then communications. The key here is to make 
sure that CSR really does become an integral part of business strategy and not 
simply a “nice to do” add-on. 
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Mapping, 
benchmark and gap 
analysis
Internal CSR survey
Non-financial risk 
assessment
Stakeholder 
engagement
Due diligence
International 
standards

Policy development:
Environment and 
climate change
Community 
investment
Supplier code of 
conduct
Human resources
Measurment and 
monitoring system

Senior 
management buy-in
Staff involvement
Staff training and 
capacity building
Roll out of policies
Action plans
Alignment with 
international 
standards
Measure and 
monitor
Integrate supply 
chains

Internal
External
Targeted
Reporting and 
disclosure
Case studies
Leadership

Building an effective CSR system

Strategy Implementation CommunicationAssessment

 

Building that approach into an effective CSR system is mapped out in more 
detail here. Again there are a number of tools which we can consider at each 
stage which are reasonably self explanatory. We have covered most of the 
assessment tools already. 
 
In terms of strategy there is a need to develop relevant policies and codes of 
conduct based on the priorities of the company and the risks (e.g. supply chain 
risks) that they face. These priority areas will also need to consider issues such 
as the environment, climate change and community impacts and investment. 
Internal human resources need to be part of an internal strategic planning 
exercise. As ever systems for monitoring and measuring progress are centrally 
important. 
 
We have discussed most of the implementation stages before. But there is no 
harm in re-iterating some of the elements outlined above. 
 
Internal and external communications are vital to the success of any CSR 
programme and we will be dealing with this in the next session. We need to 
think carefully about reporting and disclosure, the use of best case examples 
and demonstrating leadership through communications activities. 
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Systems and procedures

 

An effective CSR strategy will be based on developing an organization’s 
systems and procedures. There are seven key elements that we need to think 
about here: 

1. Integrating CSR into established management practices and 
management systems 

2. Identifying which parts of the organization need to think about CSR and 
how (e.g. procurement departments integrating CSR into supply chains) 

3. Making sure that the organization translates its priorities into key aims 
and objectives 

4. Linking those objectives to short-term targets (e.g. one year) so that the 
company can easily track progress and can translate objectives into 
practices 

5. Making sure that resources are allocated in an appropriate way (and 
demonstrating to senior management that they are getting value from 
those resources) 

6. Making sure that CSR responsibilities are appropriately allocated to 
people and/or departments and that they are aware of their role in 
delivering CSR 

7. In particular, making sure CSR is embedded into the functional areas of 
the organization (e.g. HRM, procurement, compliance, communications 
etc.) 
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Setting the direction of the organization

 

Once again, it is going to be useful to integrate CSR into the existing systems in 
the organization. Therefore, a good starting point is to address the mission of 
the company and ensure that CSR is a part of the overriding objectives of the 
company. 
 
CSR can also be integrated into the vision of the company where it can lay out 
in more detail exactly what steps the company will take to guide its CSR 
activities. Many companies publish a combined “Visions and Values”  
documents that lay out their key policies with respect to CSR, for example. 
 
The policies of companies will often be written in terms of codes of conduct that 
outline the ways in which CSR is applied in practice. Common codes of conduct 
include internal guidelines on bribery and corruption and codes of conduct for 
suppliers. 
 
We have already discussed the need then to embed CSR into exiting 
management systems and to make sure that CSR is part of governance 
structures and decision-making processes. 
 
Finally, there is a need to ensure that there are clear objectives for CSR plans 
and programmes and that these are measurable and verifiable.  
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CSR and brands

 

 
Ask course participants what they think of when they see this brand. Of course 
most people will instantly recognize it as Nike and some will even remember 
their slogan “Just Do It”. But keep probing what people think and eventually in 
most cases someone will mention something like “sweatshops” or “child labour”. 
 
The reason that this issue comes up is because for perhaps two decades Nike 
was at the centre of attacks from the “anti-sweatshop movement” accusing it 
(and other big brand names) with labour rights abuses in their outsourced 
factories (i.e. factories that they do not own). 
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Brand risks….

 

 
And this is what attacks from NGO groups can do to your brand and image. 
These are all examples of the abuse of the brand, created by people who 
wanted to link the name of Nike with accusations of slave labour and the use of 
sweatshops. 
 
Ask participants to reflect on the cost of such ‘brand attacks”. 
 
But you might also point out that if participants wanted to buy training shoes that 
were free of child labour and were generally free of the worst forms of labour 
abuses then they would do well to buy Nike (or indeed any other well known 
brand name). This is because those companies now spend a lot of time and 
effort inspecting and auditing their factories to eliminate labour rights abuses. 
But if participants buy cheap unbranded good, or (illegal) fake goods, then that 
may not be the case. 
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This is, nevertheless, a real picture of a sweatshop. The oldest worker in this 
picture is 19 and the youngest is 12. They live and work in this workshop and it 
can be seen that they are producing very basic shoes, not for any brand name 
but probably for domestic consumption or sale in cheap markets where 
individual retailers will not ask too many questions about where and how 
products are made. 
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Exercise and discussion:
Are these companies socially responsible?

 

 
With an emphasis on the brand and reputation, ask participants for their views 
on the companies depicted here with respect to their social responsibility. 
 
When participants have expressed their views there are a number of 
observations you can make. 
 

1. Social responsibility is not that easy to determine. People will have 
different views about the responsibility of each of these organizations. 

2. What is important to point out is that social responsibility is largely a 
matter of perception therefore and there is no ‘right or wrong’ view when 
it comes to defining what is responsible therefore. 

3. Companies need to think about how they can influence those perceptions 
and help to shape their brand and reputation through strategic CSR 
initiatives 

4. It is important that companies begin to think about how they assess their 
own reputation. 
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Assessing reputation:

 

A useful way to assess reputation is to use the matrix outlined above. On the 
vertical axis we have reputational impact (in other words a measure of the 
extent to which different events can impact on the reputation of the company). 
On the horizontal axis we have the performance score (in other words how well 
the company performs in dealing with the particular event that could cause it 
problems). An example relating to an airline (such as Cathay Pacific might be 
related to an event like a plane crash which has a huge impact on an airline’s 
reputation (especially if it is found that an aircraft was faulty). But companies 
with excellent safety records (such as Cathay Pacific) score well and this aspect 
of their reputation becomes an important strength (top right hand box).  
 
For companies therefore the danger is in the red area. Here they have events 
that could have a huge impact on their reputations, but where their performance 
is relatively poor. These “More Important Weaknesses” really need to be a 
major concern. 
 
Ask participants for examples of companies and events that could be in the red 
area – these can be real or hypothetical. 
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Brand building

Brand

Vision
(promises)

Company
values

Brand
features

Emotional
characteristics

Delivery on
promises

Generate
trust

 
Finally, let is return to the links between CSR and the company brand. The 
diagram here is a reasonably conventional representation of brand building. 
Consider how CSR can influence each aspect of the brand building process: For 
example: 
 

1. Through embedding CSR into core values that demonstrate responsibility 
2. Through showing that products and services have features that include 

ethical sourcing, environmental protection and protection of labour rights, 
for example 

3. Through an appeal to the emotions of people who want to see that the 
products they buy benefit the people producing them (Fair Trade coffee, 
for example). 

4. Through delivering on promises to be socially responsible which is 
strategically linked to communications which we come on to in the course 
next 

5. Through the generation of trust which we have discussed in the course a 
number of times already 

6. Lastly, going back to developing a mission and vision, ensuring that the 
promises of the company are kept. 
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Exercise and discussion

1. What do you consider to be the main barriers in 
implementing CSR into an organisation?

2. What are the solutions to overcome these 
barriers?

 

 
If there is time at the end of the session open up to a discussion around what 
participants see as the main barriers to implementing CSR and ask for 
suggestions in relation to overcoming these barriers. 
 
This can lead to a wide-ranging debate and it is difficult to predict the discussion 
but commonly barriers relate to resources, time, other priorities, skills, 
knowledge and senior management buy-in. 
 
Most solutions revolve around developing the skills needed, convincing senior 
management that CSR has to be seen as an investment (not simply 
expenditure) and making sure that companies setting out on CSR from scratch 
take small achievable steps to begin with. Many of the resources provided on 
the UNGC website provide useful guidance in this respect. 
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UN Global Compact
Communicating progress

 

 
As we have discussed in previous sections, internal and external 
communications are very important in CSR. Whilst CSR should never be 
confused with PR there is nevertheless a need to provide accurate information 
about progress on CSR initiatives and programmes so that stakeholders have a 
good account of the activities of the company and feed back into the 
stakeholder engagement process. 
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Communication on social responsibility

Characteristics of information relating 
to social responsibility

Understandable

Responsive

Accurate

Balanced

Timely

Available

Demonstrate accountability and 
transparency

Disclosure of information relating to 
corporate responsibility

Demonstrating how the organization meets 
it commitments

Raising awareness inside and outside the 
organization

Providing information about the impacts of 
the organization’s operations

Helping to engage and create dialogue with 
stakeholders

Facilitating benchmarking among peer 
organizations

Enhancing the organization’s reputation

The role of communications in social 
responsibility

 

Communications are central to social responsibility and the left-hand side box 
list out some of the roles of communications in developing CSR. These are all 
pretty self-explanatory. However, whatever the role of communications it is 
important that they display six important characteristics (right-hand side). 

1. Communications should be understandable to intelligent stakeholders 
and the company much be careful to ensure that they are not too 
technical so as to be only understandable to some. 

2. Communications should respond to the concerns of stakeholders as we 
illustrated earlier in the course. 

3. Communications should be accurate, based on solid evidence and 
accountability. They should not descend into “PR-hype”. 

4. Communications should be balanced and not only highlighting what the 
company does well. Trust is actually enhanced through balanced 
reporting which also outlines areas where the company has performed 
less well or has not met targets and objectives. 

5. Communications should response to issues and events as swiftly as 
possible. Outdated accounts of historical events are not going to be of an 
great use to stakeholders. 

6. Information should be easily accessible and retrievable. 
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Types of communications on 
social responsibility

• Internal communications
• Communications to stakeholders
• Communications to suppliers
• Communication to the general public
• Product-related communications
• Articles on general aspects of social 

responsibility
• Advertisements or other public statements
• Submission to government bodies of public 

enquiries
• Engagement with the social media

 

There are a number of different forms of communication listed here. Internal 
communications are central to building a CSR strategy but are often not as good 
as they need to be in practice. 
 
The company should decide how to communicate to different stakeholders and 
what forms of communications suit different stakeholder groups best. But 
communications include product specific information as well as the more 
general information we might see in CSR reports, for example. 
 
Articles and advertisements in the media can be an effective form of 
communications but should never be confused with PR or marketing “hype”. 
CSR is not about showing off, it is about a balanced approach to 
communications. 
 
Communications can include evidence to public enquiries and government 
sponsored research and this has become more common in the CSR arena 
recently. 
 
Lastly, companies should never forget about the emerging social media where 
issues often begin to be raised. Bulletin boards, blogs, online media and 
internet-based communications are increasingly important. 
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Not included

Communicate focus:
Including performance indicators 

and measurement

Impact clarified in
communications

Policy clarified in 
communications

Relevance/importance to business
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Materiality Matrix

Crucial
Little 
importance

Crucial

 

When making decisions on what to communicate and report a useful tool is to 
ask about what we call materiality. Another term for materiality is significance. 
Here we are interested in making sure that communications deal with the most 
material issues as a minimum. 
 
The matrix above is useful in terms of assessing the materiality of issues or 
events. On the horizontal axis we measure the relevance or importance of an 
issue to business. On the vertical axis we measure the importance of an issue 
to stakeholders (measured at least in part through a stakeholder engagement 
exercise). The upper right-hand box should form the basis of the 
communications focus and would normally include performance indicators and 
measure. 
 
Where an issue is crucial to businesses and but not seen as so important to 
stakeholders then impact can be reported. Conversely an issue that is less 
important to business but stakeholders see as important should have the 
company approach (or policy) clarified. 
 
It might be useful to chose and industry and ask which issues might appear in 
different boxes. For example, think about the pharmaceutical industry and place 
research, pricing, testing, marketing, product safety information and profitability. 
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Consider your ‘sphere of influence’

Supply 
chains

Community
interaction

Public policy 
& advocacy

 

 
When thinking about CSR programmes and communications a company should 
also consider its sphere of influence. The diagram above illustrates this by 
considering four spheres.  
 
Internal, core business activities are clearly central and we need to think 
carefully about internal communications. For many companies (e.g. those with 
outsourced production) an important sphere will also be supply chains. Thirdly 
we come on to companies’ impacts on the communities in which they operate. A 
large mine in a remote location impacting indigenous people will have a huge 
influence on local communities, for example. Finally, the realm of public policy 
and advocacy is important to companies that need to help shape government 
policy decisions or who want to advocate a particular campaign that they might 
feel strongly about (e.g. HIV/AIDS).  
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Do you think you need to 
communicate CSR? 

Why?

 

 
This is the point at which participants should be encouraged to list reasons for 
communicating CSR initiatives and programmes. Ask why communications are 
so important and the key rationales for reporting. 
 
You might usefully go on to ask whether participants think that companies in the 
region or in their country do communicate or report well. It is likely that many will 
feel that communications are not that good (a commonly shared view) and you 
might explore why that might be the case. 
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The response: Document your performance

If you don’t tell them – how will they know?

• Provide them with credible, documented information on your 
progress and targets

• Explain how you cope with your biggest challenges
• Give them concrete data to assess your performance
• Make them proud
• Educate them
• Make them trust you

 

The response to the previous discussion must be to document the performance 
of the company in its most material areas. This means: 
 

1. Providing them with useful and credible information along with evidence 
to support progress towards meeting targets 

2. Being honest about the biggest challenges facing the company including 
areas where the company might have performed less well 

3. Make sure that where relevant data in provided to support the evidence 
of progress 

4. One aim is to make stakeholders feel proud of the company (particularly 
internal stakeholders) but this is not done only by providing the “good 
news”. An honest and balanced approach to disclosure is needed. 

5. One of the roles of good CSR communications should also be to educate 
stakeholders about certain issues. Here we return in part to a role for 
advocacy 

6. Finally the key role of communications and reporting is to help build trust 
in the company – a key theme running throughout this course 
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Reporting on social responsibility

An organization can, at appropriate times, report about 
its performance on social responsibility to affected 
stakeholders.

In preparing a report an organization will take into 
account:

• The scope and scale of the report
• How it decided on the coverage of issues in the 

report
• It should provide information about the 

organization’s objectives and performance
• It should provide a fair and complete picture

 

 
One important aspect of the communication process is the CSR (or 
sustainability) report. Commonly leading companies have been reporting on an 
annual basis. The key principle is to report about performance, at appropriate 
times to stakeholders interest in or impacted by the company. In preparing a 
report there are four important issues to think about: 
 

1. The scope in terms of the definition of the organisation (which ought to 
consider whether to include subsidiaries, partners, supply chains etc.) 
and the scale (in terms of length, remembering that very long reports will 
not be read so widely). 

2. The issues to be covered in the report which ought to be linked to the 
assessment of materiality already discussed 

3. The objectives (and targets) and progress towards meeting those 
objectives (performance) 

4. Ensuring that the report is fair, complete (in terms of materiality) which 
requires a degree of balance between achievements and under-
achievements 

 
Again the important thing to bear in mind is that the report should be credible so 
as to build the trust that is central to the communications process. 
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Review and 
assurance

Reporting 
system

Assessment

Development

Strategy

Stakeholder priorities
Benchmarking against peers
Position CSR in organisation context
Identify emerging issues, risks, opportunities and 
regulatory requirements

Determine frequency, scope and style
Identify target audience
External guidelines and standards
Develop reporting framework

Draft effective reports, communicating 
priority areas
Outline performance indicators
Transparency issues and risks
Include the bad news
Respond to previous targets

Transparent information systems
Data assurance systems (third party)
Link performance with stakeholder 
relations and communications

CSR reporting
and communications

 

Go through this slide with participants. Given the discussions in the previous 
parts of the course it should be seen that we can apply the same type of 
management system approach to reporting as to any other CSR related activity. 
A systems based approach to developing a communications and reporting 
system can be made up of: 
 

1. An assessment of stakeholders concerns, benchmarking against other 
companies’ communications, positioning CSR (materiality) and a risk 
assessment. 

2. Determine a strategy for communications and reporting including 
frequency, scale, scope, target audience and thinking about developing a 
reporting framework with reference to guidelines and standards (e.g. the 
Global Reporting Initiative, GRI) 

3. Develop effective reports on material areas that include performance 
indicators (over time) and supporting data. Make sure the report is 
balanced, assesses risks and reports not only the “good news” 

4. Develop transparent information systems that enhance credibility and 
trust. Where relevant have report third-party verified. Always link 
performance reporting to stakeholder relations and communications. 
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Communication on Progress (COP)

• One of the explicit commitments that a company 
makes when it joins the UN Global Compact is to 
produce an annual Communication on Progress 
(COP). This is a requirement of participation 
which serves several important purposes:

– to instill accountability; 
– to drive continuous improvement; 
– to safeguard the integrity of the UN Global 

Compact as a whole; 
– and to contribute to the development of a 

repository of corporate practices. 
• A COP is a disclosure to stakeholders on 

progress made in implementing the ten principles 
of the UN Global Compact, and in supporting 
broad UN development goals.

 

 
 
The central requirement for any company signing up to the UNGC is to produce 
an annual ‘Communication on Progress’. The next four slides, which are largely 
self-explanatory take participants though the COP process. 
 
It is important to point out that there is a lot of material on the UNGC website 
(including publications such as the one pictured here) that will help companies 
produce their COP. 
 
The COP serves a number of key purposes as outlined in the slide. Perhaps 
most importantly it is good to stress that the COP is meant to be a report to 
stakeholders (and not just the UN) and that everything we have discussed in 
terms of the importance of stakeholders is re-iterated throughout the COP 
process. 
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Communication on Progress (COP)

• The COP should be mainstreamed in the company's 
existing communications methods. It must contain 
three important elements:

– A statement by the CEO (or equivalent) expressing 
continued support for the Global Compact and 
renewing the participant's ongoing commitment to the 
initiative and its principles; 

– A description of practical actions (i.e., activities and, if 
applicable, policies) the company has taken to 
implement the Global Compact principles and to 
support broader development goals.; 

– A measurement of outcomes (i.e., identify targets, 
define performance indicators, or measure outcomes). 

 

 
This slide lists the three main elements of the COP and another useful 
publication ‘Raising the Bar’ is illustrated. Again much of what is required is 
entirely consistent with the material that we have covered on the course so far. 
 

1. A CEO statement representing internal commitment and leadership in 
CSR issues 

2. Practical actions should be linked to the ten principles bearing in mind 
issues of materiality and the support of wider CSR initiatives and broader 
development goals 

3. Measurement of performance, indicators, targets, provision of data is all 
pretty standard reporting practice 
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COP requirements

• During the first five years of participation, a 
COP must address at least two of the 
Global Compact's principle issue areas 
(human rights, labour, environment, anti-
corruption), while all four must be addressed 
after five years.

• Every business participant is required to 
submit its first COP within one year of 
joining the Global Compact and annually 
thereafter.

 

 
The requirement for frequency and coverage of reporting are laid out here and 
as can be seen, companies are not required to report on all four areas 
immediately. However, it is clear that reporting COP must be done annually. 
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Elements of the COP

• Statement of continued support
• Actions

– Commitment
– Systems
– Activities

• Outcomes
– Performance
– Positive and negative impacts
– Targets
– Link activities and performance to ten principles

• COP can be linked to other reporting initiatives such 
as the Global Reporting Initiative (GRI)

 

The elements required in the COP are outlined above. There is no requirement 
regarding length and scope but, of course, these should be appropriate to the 
scale of activities and the level of sophistication of the CSR programmes linked 
to UNGC. Essentially: 
 

1. A statement outlining the ongoing commitment of the organization to the 
principles of the UNGC 

2. An outline of actions undertaken since the last report including systems, 
activities, programmes, new initiatives etc. 

3. A summary of outcomes over the period summarizing performance, 
being open and honest about the “good news” and the “not so good 
news” and performance against targets. These activities should be linked 
to the ten GC principles 

4. The publication illustrated here is useful in that it demonstrates how the 
COP process can be linked to other reporting initiatives such as the 
Global Reporting initiative (GRI). If reporting is already being done there 
is no need for duplication of efforts. 
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External communications

• Demonstrate active participation in Global Compact
• Think about transparency linked to reputation, trust and brand
• Enhance stakeholder relations
• Reflect experiences with stakeholders through collaborative activities
• Link to socially responsible investment
• Demonstrate active commitment to CSR
• Consider your channels of communication

– Traditional
– Non-traditional, e.g. social media

• Think about the effective use of best practice case studies
– Human stories of successes
– Business champions
– Develop you own cases

 

Finally we return to communications more broadly and how these need to link to 
the UNGC. It is important to recognize the need for effective communications 
both externally and internally. 
 
Much of what is here summarizes previous discussion over the day. Think back 
to the motivations for CSR including brand reputation and trust. Always link 
communications back to the stakeholder engagement process and think about 
collaboration with them to build effective partnerships (a key UN theme). Think 
about extending activities to include considerations of socially responsible 
investment when considering expansion plans or new investment opportunities. 
 
Communications should be capable of demonstrating an active commitment to 
CSR and development more broadly. As mentioned before, think about 
traditional as well as non-traditional ways of communicating. Use the new social 
media. 
 
Tomorrow’s session will begin to look at case studies (which should be read in 
advance) and through developing your own case studies we can also develop 
effective channels of communications. 
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Internal communications

• Link communication to the company’s mission and vision
• Demonstrate hoe CSR activities have been linked to the core business 

and other ‘spheres of influence’
• Demonstrate leadership from the CEO and other senior management
• Show that CSR is embedded into internal governance structures
• Reflect on both risks and opportunities for the business
• Share internal assessments of progress and a philosophy of continuous 

improvement
• Motivate employees to be involved
• Generate internal trust, respect and staff commitment

 

Effective communications are also about good internal communications but this 
is something that is too often overlooked. Getting the support and motivation of 
employees means demonstrating how CSR is integrated into the company’s 
mission and visions and how it links into both core business activities and 
(where relevant) influences other spheres of business. Once again it is 
important to stress the role of senior management and leadership. 
 
Through good stakeholder engagement and integrating concerns into decision-
making it can be shown that good CSR is integrated into governance structures. 
 
Make sure internal communications stress both risks and opportunities. Link 
internal communications into a philosophy of continuous improved linked to a 
management systems approach discussed earlier in the day. 
 
Encourage staff to be involved (but do not force them do to so). Again stress the 
internal benefits of CSR through a discussion of trust, respect and commitment 
to the company and its objectives. 
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Exercise

1. What communications methods can be used to communicate 
more effectively within the organisation?

2. More generally, how do we get staff within the organisation, 
interested in the principles of The Global Compact?

 

If there is time end with a general discussion relating to communications being 
guided by the two questions in the slide. 
 

1. Review the sorts of communications methods, techniques and channels 
that participants think are most effective. Ask then for practical examples 
of what they have experienced as being effective and what has not been 
effective. You might even discuss what we mean by “effective” in the 
context of communications. 

2. The second question stresses links between internal communications 
and getting staff interested in the key areas of the UNGC. Again, ask if 
there are experiences in the room. Ask if people think staff are interested 
in working on UNGC issues and discuss how we might improve and 
increase staff motivation towards CSR. 
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UN Global Compact
Human Rights

 

 
This is the first of the four sessions that look at the key aspects of the UN Global 
Compact. The idea is to discuss each area in general and to look at each 
Principle in turn. In particular it is important to emphasize the business case for 
engaging in each area.  
 
Interestingly, the first two Principles of the Global Compact deal with issues that 
business often have real problems grasping. Too often businesses do not see a 
role for themselves in tackling human rights issues. Indeed, they are often rather 
scared of engagement in this area because in the Asia-Pacific region it can be a 
source of conflict with governments. 
 
Nevertheless, we can show that there is a good business case for engagement 
in human rights and this is well illustrated by the case study at the end of the 
session. 
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Human Rights

Principle One
• Businesses should support and respect the protection of 

internationally proclaimed human rights within their 
sphere of influence; and

Principle Two
• make sure they are not complicit in human rights abuses. 

 
 
Human rights are universal and belong to everyone equally. The origin of 
Principles One and Two is in the 1948 Universal Declaration of Human Rights 
(UDHR). The aim of this Declaration was to set basic minimum international 
standards for the protection of the rights and freedoms of the individual. The 
fundamental nature of these provisions means that they are now widely 
regarded as forming a foundation of international law.  
 
Global Compact Principles One and Two call on business to develop an 
awareness of human rights and to work within their sphere of influence 
(discussed during the first day of the course) to uphold these values, on the 
basis that responsibility falls to every individual in society. 
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• Non-discrimination
• Life, liberty and security
• No slavery
• Remedy by law
• No interference with privacy
• Freedom of thought, conscience and religion
• Freedom of opinion and expression, peaceful 

assembly and association
• Right to work and free choice of employment
• Favourable conditions of work, equal pay for 

equal work
• Right to rest and leisure
• Adequate standard of living
• Access to education
• Tolerance of all groups and communities

UN Declaration: Business Aspects

 
 
The United Nations Universal Declaration of Human Rights dates back to 1948. 
It was essentially written for a government to government audience. However, if 
one reads through the Declaration, it is abundantly clear that it contains many 
issues that are directly relevant to business. The issues that are mentioned in 
the various sections of the Declaration and which have a direct impact on 
businesses are listed here and participants should realize that what the Global 
Compact encourages is engagement with these issues from the business 
sector. 
 
One issue that you might like to flag up in particular relates to the penultimate 
bullet point. Interestingly, although over sixty years old now, the Declaration 
talks not only about the right to education, but also the right to vocational 
education. In other words it sees ongoing vocational education, skills 
development and on-the-job training very much as a human right. 
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Human rights are:

• Inherent, in that they belong to everyone
• Inalienable, in that people cannot consent 

to giving them up or be deprived of them by 
governments or other institutions

• Universal, in that they apply to all people 
regardless of status

• Indivisible, in that no human rights can be 
selectively ignored

• Interdependent, in that realization of one 
right contributes to the realization of other 
rights

 
 
The fundamental principles of human rights are listed here. The publication on 
the right-hand side is also a very useful resource for companies who want to 
start “embedding human rights into business practice”. 
 
As was stressed on the first day, we need to think about ways of developing 
CSR systems that can embed human rights within the organization. A good 
starting point is the recognition of the key points made in this slide and the need 
to demonstrate a real commitment to these principles from within the 
organization. Leadership from senior management will be an important aspect 
of this. 
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Human rights: Due diligence

• Due diligence involves an organization  conscientiously 
and methodologically considering the actual and 
possible negative impacts of its activities, and 
managing these with a view to minimizing or avoiding 
the risk of social or environmental harm.

• Actions and expectations:
– Consider country context and the human rights 

impact of the organization
– Develop a human rights policy
– Assess how existing and proposed activities 

impact human rights
– Integrate the human rights policy throughout the 

organization
– Track performance over time

 
Human rights remain one of the most challenging areas of corporate citizenship. 
As more companies come to realize their legal, moral and/or commercial need to 
address human rights issues within their own operations and activities, they are 
confronted with a number of challenges. For example, there is the need to come 
to grips with the human rights framework and how a company’s own activities 
might relate to it. In addition, companies are often uncertain how to avoid 
complicity in human rights abuses and where the boundaries of their human 
rights responsibility lie. 
 

• A good starting point is in undertaking due diligence and making sure that 
a company is aware of the key issues in countries where it operates (e.g. 
in Pakistan as illustrated).  

• A human rights policy can form a useful tool to guide general principles 
and/or outlines expectations of managers with respect to human rights. 

• Particularly in developing countries and in countries where there are 
human rights concerns it is useful to assess the impacts of existing and 
proposed activities on human rights. 

• Part of the policy framework should be to integrate human rights 
awareness (e.g. via training) and respect for human rights throughout the 
workplace. 

• Lastly, as with many aspects of CSR, it is very useful to have targets and 
indicators and to measure and track performance over time. 
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Human rights: 
Human rights risk situations

• Organizations should take specific care when dealing 
with situations characterized by: 

– Conflict or extreme political instability
– Situations of poverty, drought, extreme health 

challenges and natural disasters
– Involvement of extractive industries that might 

significantly affect natural resources and disrupt 
communities

– Proximity of operations to communities of 
indigenous peoples

– Activities that can affect or involve children
– Complex supply chains involving work performed 

without legal protection
• When operating in such environments companies must 

base any decision on respecting, promoting and 
defending human rights

 

An important part of the due diligence process is to make sure that companies 
and managers are aware of situations of high risk for human rights. For 
example, in conflict zones or where there is a high degree of political instability 
human rights are too often not respected. This can easily extend to conflicts 
caused by natural disasters leading to poverty or health problems (and such 
circumstances are likely to be on the increase given trends of climate change).  
 
Some industries (e.g. extractive industries) in remote areas have a huge 
community impact and there have been many cases of human rights abuses 
being inflicted on such communities. There is a heightened risk where such 
communities are made up of indigenous groups to whom the UN often gives a 
special status. 
 
There are many potential human rights abuses that can occur in the context of 
global supply chains. This can include child labour, forced labour, human 
trafficking and other work performed where there is no legal protection. 
 
In all circumstances companies much respect, promote and defend human 
rights. 
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1. Businesses should support and respect the 
protection of internationally proclaimed human rights.

Some ideas for bringing human rights into company policy 
are by: 

• developing a policy and strategy to support human rights, 
• providing staff training on human rights issues and how they 

are affected by business, 
• providing staff training on internal company policies as they 

relate to human rights, 
• performing human rights impact assessments of activities, 
• set procedures for regular independent monitoring of human 

rights standards, 
• discussing human rights impacts with affected groups and 

stakeholders, 
• working to improve working conditions in consultation with 

workers and their representatives. 

 

Take participants through each point. 

Some examples of how companies can support and respect human rights 
through their daily activities are: 

• In the workplace: by providing safe and healthy working conditions, by 
guaranteeing freedom of association, by ensuring non-discrimination in 
personnel practices,  by ensuring that they do not use directly or 
indirectly forced labour or child labour, and by providing access to basic 
health, education and housing for the workers and their families, if these 
are not provided elsewhere. Ensuring the protection on women’s rights, 
in particular. 

• In the community: by preventing the forcible displacement of individuals, 
groups or communities, by working to protect the economic livelihood of 
local communities, and by contributing to the public debate.  
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2. Businesses should make sure they are not 
complicit in human rights abuses.

An effective human rights policy will help companies avoid being implicated in human 
rights violations. In order to avoid such situations, companies may wish to consider 
the following:

• Undertake a human rights assessment in countries where it operates or plans to 
invest 

• Develop explicit policies that protect the human rights of workers in its direct 
employment and throughout its supply chain 

• Establish a monitoring system to ensure human rights policies are implemented
• Actively engage in open dialogue with human-rights organizations
• Consult with stakeholders during both pre-investment and post-investment stages
• Raise awareness within the company and within the company’s sphere of influence; 
• Identify those functions that are most at risk of becoming linked to human rights 

abuses
• Conduct an impact assessment consisting of an analysis of the functions of a 

proposed investment and the possible human rights impacts (intended and 
unintended) they may have on the community or region 

 
 
As before the key to success is to undertake the sort of systems approach to 
human rights that was discussed on the first day of the course. Thus we should 
stress the need for assessments, policy, systems, stakeholder engagement, 
measurement and reporting. 
 
Stress the need, in particular for human rights risks assessments done at a 
number of different levels: 
 
• Nationally 
• Locally 
• At a community levels 
• Involving any indigenous populations 
• In terms of women and monitories 
• At the industry level 
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Avoidance of complicity

• Three forms of complicity:
– Direct complicity when the organization knowingly assists in a violation of 

human rights
– Beneficial complicity when an organization benefits directly from human 

rights abuses committed by someone else
– Silent complicity such as not speaking out against systematic human rights 

abuses
• Security arrangements must also be free of human rights abuses by:

– Verifying that security arrangements respect human rights
– Ensuring the prevention of torture, cruel, inhuman or degrading treatment of 

people
– Adequate training of security personnel
– Not hiring security staff with records of human rights abuse
– Complaints mechanisms

 
 
Discuss the three forms of complicity outlined above. Ask delegates: 
 

1. Which types of complicity do they think companies in the region are most 
in danger of? 
 

2. What type of complicity could be most damaging to reputation? 
 

3. What can be done in a practical way to tackle each form of complicity? 
 
Make it clear that if companies use security services to protect their operations, 
they must guarantee that existing international guidelines and standards for the 
use of force are respected. Again there are some practical suggestions included 
in the slide including the need to have clear complaints mechanisms that also 
protect the people making the complaints.  
 
A general discussion related to any direct experiences with any of the issues 
raised in this slide would be very useful at this stage. 
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Case Study Summary:
Kelani Valley Plantations Ltd. and Human Rights

• KVPL operates plantations in Sri Lanka
• “A Home for Every Plantation Owner’ initiative
• Human rights addressed through a good living environment, health, nutrition, 

maternal care, pre-school child support, child growth and development, school 
education and vocational education

• Programme seeks to empower workers and to provide them with the means of 
self improvement and self development

• Consumers recognise these efforts and has led to brand advantages associated 
with ‘ethical supply’

• Employee retention increased and better relationships with the community exist
• Further external collaboration on welfare issues bring societal benefits
• Human rights protection requires not only the efforts of the business though but 

also the participation of industry associates and customers in recognising the 
importance of protecting human rights.

 
 
Participants should have read the case in advance of this session. Nevertheless 
it is useful to summarize the case using the main bullet points above. 
 
We want to concentrate on the human rights agenda. Nevertheless, we can also 
stress the business case for engagement in human rights.  You can also 
therefore stress the following economic aspects of the case: 
 
1. The company sees external market drivers linked to greater awareness of 

social and environmental responsibilities a key driver. This can be linked 
back to issues such as brand and reputation discussed during day one. 

 
2. Linked to that KVPL’s business strategy is to seek to compel the consumer 

to recognize and purchase ethically produced goods, preferably at a 
premium. 

 
 



 

76 

Case Study Questions for Discussion:
Kelani Valley Plantations Ltd. and Human Rights

• What do you see as the ‘business case’ for protecting 
human rights and putting in place programmes to assist 
the well-being of works and their families?

• What are the risks to the company of not engaging in 
programmes to assist in workers’ protection and 
development?

• Are there similar initiatives that you could undertake in 
your own organization?

 

 
Allow participants to give their views and opinions about the case and reflect on 
the lessons learned and how it might apply to their own situations. Key aspects 
of the discussion reflecting the questions posed in the slide above include: 
 
1. Links to brand, reputations and trust. The possibility of a price premium for 

products that are considered in some ways “ethical”. Economic benefits to 
both employees and local communities helping with staff retention, 
productivity and local levels of trust. 

2. Accusations of exploitation and (in this case) possible colonialism. External 
criticism from international NGOs. Local lack of trust from local 
communities. Low workers’ moral, problems with retention and motivation. 
Negative impacts on brand and reputation. Loss of business to competitors 
who do take CSR initiatives into account. 

3. Open up for discussion and perhaps emphasize links between human 
rights protection and more traditional human resource management. 
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UN Global Compact
Labour

 

 
Many people argue that the roots of the current CSR ‘movement’ lie in the ‘anti-
sweatshop’ campaigns of the past. This movement continues to attach 
companies for poor labour practices both within their own operations but also 
down supply chains. This much of the material in this section needs to be 
applied not only to the organization itself but also to its relationship with 
suppliers and sub-contractors. 
 
Stress throughout the ongoing business case for engagement in the four 
Principles outlined and discussed here. At this point in the course many of the 
labour issues can also be linked to aspects of gender which is, again, a key 
concern that we should address in the context of sustainable development. 
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Labour

Principle Three
• Businesses should uphold the freedom of association and the effective 

recognition of the right to collective bargaining; 
Principle Four
• the elimination of all forms of forced and compulsory labour; 
Principle Five
• the effective abolition of child labour; and 
Principle Six
• eliminate discrimination in respect of employment and occupation. 

 
As before take participants through the four principles relating to labour so that 
everyone is reminded about content. It is worth pointing to the background to 
these four principles: 
 
The four labour principles of the Global Compact are taken from the 
International Labour Organization's Declaration on Fundamental Principles and 
Rights at Work. This Declaration was adopted in 1998 by the International 
Labour Conference, a yearly tripartite meeting that brings together 
governments, employers and workers from 177 countries. The Declaration calls 
upon all ILO Member States to apply the principles in line with the original intent 
of the core Conventions on which it is based. Consensus now exists that all 
countries, regardless of level of economic development, cultural values, or 
ratifications of the relevant ILO Conventions, have an obligation to respect, 
promote, and realize these fundamental principles and rights. 
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Background to labour issues

• The four labour principles of the Global 
Compact are taken from the International 
Labour Organization's Declaration on 
Fundamental Principles and Rights at Work. 

• Labour practices include the responsibilities 
of the organization for work performed on its 
behalf by others, including subcontracted 
work.

• Meaningful and productive work is an 
essential element in human development; 
standards of living are improved through full 
and secure employment.

 

 
Various United Nations bodies and particularly those associated with the 
International Labour Organization (ILO) have worked on labour issues for 
decades. Much of the UNGC has its roots in ILO conventions and associated 
frameworks and guidelines. 
 
Importantly, when we are considering labour issues it is important to consider 
not only direct employees of the company but also workers in companies where 
work is subcontracted. Indeed, many of the labour issues that we are most 
concerned about relate in many cases to supply chains rather than direct 
employment practices. As discussed in day one, this is the realm of the 
ubiquitous “sweatshop” and an area that can cause a lot of harm to a company’s 
reputation and brand. 
 
There is also a very strong link between labour rights and human rights 
(previously discussed). We see meaningful, productive (and sometimes referred 
to as ‘decent’) work not only as a way of earning an income but also as an 
important part of both human development and economic development. In order 
to attain this we need as fast as possible to promote full-time, secure 
employment. 
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3. Businesses should uphold the freedom of 
association and the effective recognition of the right to 
collective bargaining.

• Freedom of association implies a respect for the 
right of employers and workers to freely and 
voluntarily establish and join organizations of their 
own choice

• Collective bargaining refers to the process or activity 
leading up to the conclusion of a collective 
agreement. 

• An important part of the effective recognition of the 
right to collective bargaining is the 'principle of good 
faith'. This principle implies that the social partners 
work together and make every effort to reach an 
agreement through genuine and constructive 
negotiations

 
 
 
The third principle of the UNGC stresses freedom of association (the right to join 
any professional organization or trade union that can represent workers) and 
collective bargaining. 
 
It is certainly the case that in the Asia-Pacific regional there is not such a strong 
tradition for collective bargaining as one might find in Europe or North America 
and therefore it is important to be clear exactly what we mean by collective 
bargaining within the context of the UNGC. Collective bargaining does not 
require one organization to bargain on behalf of all workers. 
 
The idea of ‘good faith negotiations’ are important. The point here is to put an 
emphasis on reaching consensus through genuine and constructive 
engagement. 
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3. Businesses should uphold the freedom of 
association and the effective recognition of the right to 
collective bargaining.

• Ensure that all workers are able to form and join a 
trade union of their choice without fear of 
intimidation or reprisal. 

• Ensure union-neutral policies and procedures
• A company should not interfere with the activities of 

worker representatives 
• Use collective bargaining as a constructive forum for 

addressing working conditions  
• Provide information needed for meaningful 

bargaining. 
• Support the establishment and functioning of 

local/national employers' organizations, and trade 
unions. 

 

 
This slide provides a checklist that helps companies comply with the third 
Principle. The over-riding message is that there needs to be a trusting 
relationship developed between workers and managers.  Moreover, the point is 
made that part of the trust-building process is to provide accurate and timely 
information to all parties involved in the negotiation process. 
 
A very important point is that workers have the right to join a trade union or any 
other professional association that can protect its interests. You might wish to 
debate with participants the cases of companies such as Wal-Mart which does 
not recognize unions (except where it is required to do so in locations such as 
China). 
 
You might also discuss the situation in countries such as China and Vietnam 
where there is only one official trade union and therefore workers are not free to 
join “any” trade union. 
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4. Businesses should uphold the elimination of all 
forms of forced and compulsory labour

Forced or compulsory labour is any work or service that is extracted from any person 
under the menace of any penalty, and for which that person has not offered himself 
or herself voluntarily. Providing wages or other compensation to a worker does not 
necessarily indicate that the labour is not forced or compulsory.

• Have a clear policy not to use, be accomplice in, or benefit from forced labour 
• Ensure that all company officials have a full understanding of what forced labour is 
• Be aware of countries, regions, industries, sectors, or economic activities where 

forced labour is more likely to be a practice 
• In planning and conducting business operations, ensure that workers in debt 

bondage or in other forms of forced labour are not engaged and, where found, 
provide for the removal of such workers from the workplace

• Prohibit the requirement for financial or passports deposits with the company 
• Ensure that operations in which an employer participates do not rely on forced 

labour in any phase 
• Carefully monitor supply chains and subcontracting arrangements 

 

Forced and compulsory labour can take a number of forms: slavery, bonded 
labour or debt bondage, child labour in particularly abusive conditions where the 
child has no choice about whether to work, the work or service of prisoners if 
they are hired to or placed at the disposal of private companies without 
supervision of public authorities, labour for development purposes required by 
the authorities, for instance to assist in construction and other public works, 
work required in order to punish opinion or expression of views, exploitative 
practices such as forced overtime or the lodging of deposits for employment, 
physical or psychological violence as a means of keeping someone in labour, 
withholding and non-payment of wages (linked to manipulated debt payments, 
exploitation, and other forms of extortion). 
 
Forced labour deprives societies of the opportunity to develop human resources 
for the modern labour market, and to develop skills and educate children for the 
labour markets of tomorrow. The debilitating consequences of forced labour are 
felt by the individual as well as by the economy itself since the degradation of 
human capital and social stability results in insecure investments. 
 
Take participants through the strategies outlined here for dealing with forced 
labour issues. 
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5. Businesses should uphold the effective 
abolition of child labour.

• Adhere to minimum age provisions of national labour laws and regulations and, 
where national law is insufficient, take account of international standards 

• Use adequate and verifiable mechanisms for age verification
• When children below the legal working age are found in the workplace, take 

measures that provide for their removal and seek viable alternatives
• Exercise influence on and provide positive incentives for subcontractors, suppliers 

and other business affiliates to combat child
• Assist in the development of guidelines by sectoral industrial associations and small 

to medium sized enterprises 
• Support and help design educational, vocational training, and counseling 

programmes for working children, and skills training for parents of working children 
• Encourage and assist in launching supplementary health and nutrition programmes 

for children removed from work

 

Child labour is a form of exploitation that is a violation of a human right. Child 
labour is work that is damaging to a child’s physical, social, mental, 
psychological and spiritual development because it is work performed at too 
early an age.  Child labour deprives children of their childhood and their dignity 
They are deprived of an education and may be separated from their families. 
Children who do not complete their primary education are likely to remain 
illiterate and never acquire the skills needed to get a job and contribute to the 
development of a modern economy. Consequently child labour results in under-
skilled, unqualified workers and jeopardizes future improvements of skills in the 
workforce. 

While the term "child" covers all girls and boys under 18 years of age, it does 
not mean that all "under-18’s" must be removed from work: the basic rules 
under international standards distinguish what constitutes acceptable or 
unacceptable work for children at different ages and stages of their 
development. The ILO’s Minimum Age Convention (No.138) calls for the fixing 
of a minimum working age (usually about 15) in line with the end of compulsory 
schooling. Lower ages are permitted for transitional periods - generally in 
countries where economic and educational facilities are less well-developed the 
minimum age is 14 years and 13 years for 'light work'. 
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6. Businesses should uphold the elimination of 
discrimination in respect of employment and occupation

Discrimination in employment and occupation means treating people differently or less 
favourably because of characteristics that are not related to their merit or the 
inherent requirements of the job. These characteristics commonly include: in the 
national law, race, colour, sex, religion, political opinion, national extraction, social 
origin, age, disability, HIV/AIDS status, trade union membership, and sexual 
orientation.

1. What are the main forms of discrimination in your location?
2. Why should businesses be concerned about discrimination?

 

Discus the definition provided here and then the questions. Key aspects of the 
questions are likely to include a discussion of issues such as: 

1. Those listed in the definition and in addition, some consideration of: 
recruitment, remuneration, hours of work and rest, paid holidays, 
maternity protection, security of tenure, job assignments, training and 
opportunities, job prospects, social security, occupational safety and 
health. Gender can also be discussed here since it is an important issue 
in the delivery of sustainable development. 

2. A business that favours one characteristic over another may not be hiring 
the best person for the job. If discrimination is uncovered it can also lead 
to reputational impacts and in some cases legal action. 

 
Non-discrimination means simply that employees are selected on the basis of 
their ability to do the job and that there is no distinction, exclusion or preference 
made on other grounds. Employees who experience discrimination at work are 
denied opportunities and have their basic human rights infringed. This affects 
the individual concerned and negatively influences the greater contribution that 
they might make to society. 
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6. Businesses should uphold the elimination of 
discrimination in respect of employment and occupation

• Assign responsibility for equal employment issues at a high level, issue clear 
company-wide policy and procedures

• Establish programs to promote access to skills development training and to 
particular occupations

• Where discrimination is identified, develop grievance procedures to address 
complaints, handle appeals and provide recourse for employees 

• Provide staff training on discrimination awareness 
• Adjust the physical environment to ensure health and safety for employees, 

customers and other visitors with disabilities. 
• Outside the workplace companies also have a role to play in eliminating 

discrimination, for example by encouraging and supporting efforts in the 
community to build a climate of tolerance

 
 
Take the participants through the strategies for non-discrimination.  Much of this 
follows the general pattern of establishing policies and systems that we 
discussed on day one. 
 
Nevertheless you might also like to discuss situations where there are 
institutionalized (and sometimes legally supported) forms of discrimination 
where companies may need to accommodate cultural traditions and work with 
representatives of workers and governmental authorities to ensure equal access 
to employment by women and minorities. 
 
A key aspect of the sustainable development agenda is in dealing with gender 
issues. At this point in the course it might well be appropriate to stimulate some 
discussion relating particularly to discrimination against women. What 
can/should businesses do to combat this and ensure better representation of 
women in senior positions in the workplace, for example? 
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Case Study Summary:
CADP and Child Labour

• CADP, one of the largest sugar corporations in the 
Philippines

• The biggest risk is the supply chains where children 
can be found in farms

• Root cause of child labour is poverty and banning 
children is not enough

• CADP provides financial support for education
• But key is working with communities to improve school 

attendance, improve health for children and their 
mothers.

• A holistic approach to tackling poverty, enhancing 
health and providing educational opportunities to the 
whole community is required

• Education programmes for the community on sexually 
transmitted infections, HIV-AIDS, family planning

• Community ownership of projects

 

 
One of the very important messages of this case is that different parties have to 
work in partnership to tackle an issue associated with child labour. And as the 
case stresses: “The root cause of child labour is poverty and therefore it is 
simply not enough to ban children from farms. There needs to be alternatives for 
the children and, in particular, an encouragement and financial support to 
encourage children to attend school. It is also important that a company 
committed to the abolition of child labour contributes to tackling poverty and 
addresses health issues impacting poor people and their children.” 
 
Again, stress the business case, where the case makes the point that “engaging 
with the issue of child labour and contributing to the health and welfare of the 
wider community creates a better relationship with local stakeholders and has 
helped to develop the company’s reputation as being a responsible business 
that addresses the needs of communities wherever it operates. CADP 
recognises that child labour poses risks to that reputation but also stresses the 
need to take a community-wide approach to tackling the root causes of child 
labour.” 
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Case Study Questions for Discussion:
CADP and Child Labour

• What do you see as the key philosophy behind 
CADP’s approach to child labour

• How do health issues link into child labour issues?
• Should businesses be providing educational subsidies, 

when education provision ought to be one of the key 
roles of government?

 

Key aspects of the discussion amongst participants should include: 
 
1. Tackling the root causes of child labour, namely poverty. The provision of the 

means by which children can attend school. Improving living conditions and 
health aspects. Very, importantly, not trying to “cure” the problem, but 
working with local communities and other relevant stakeholders to explore 
viable alternatives. Linking the child labour issue with community investment 
more broadly. 

2. Health programmes are targeted at both children and their mothers and is 
part of a programme of facilitating a better life, where children are more able 
to attend school and have healthier lifestyles. We should, in particular, 
promote health amongst women, perhaps. An important aspect of the health 
programme is also feeding undernourished children. Children without 
enough food to eat generally to badly at school because they lack the energy 
and wellness to study. 

3. This is open for discussion. It is quite a contentious area and delegates will 
have various views. But the key message is that it is not the role of 
companies through their CSR programme to excuse governments who fail in 
their obligation to provide education. Yet, in many cases, if companies did 
not intervene then there may be no schools. The problem is that the send a 
message back to government that they do not need to bother! A tricky issue. 
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UN Global Compact
Environment

 

 
The environmental Principles of the Global Compact provide an entry point for 
business to address key environmental challenges. In particular, the Principles 
direct activity to areas such as research, innovation, co-operation, education, 
and self-regulation that can positively address the significant environmental 
degradation, and damage to the planet's life support systems, brought by 
human activity. 
 
Perhaps more than ever we are now realizing the extent to the impact of human 
activities on the planet. Resource shortages, water stresses, loss of biodiversity 
and climate change represent just some of the key challenges that face us. 
There is a role for business to think about and act upon their impacts in all of 
these areas.  
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Environment

Principle Seven
• Business should support a precautionary approach to environmental 

challenges; 

Principle Eight
• undertake initiatives to promote greater environmental responsibility; and

Principle Nine
• encourage the development and diffusion of environmentally friendly 

technologies. 

 

 
The three environmental principles of the Global Compact are drawn from:   
 
1.The Rio Declaration - a statement of 27 principles upon which nations agreed 
to base their actions in dealing with environmental and development issues. The 
Rio Declaration built on the previous Declaration of the United Nations 
Conference on the Human Environment.  
 
2. Agenda 21 - an action blueprint on specific issues relating to sustainable 
development that emerged from the Rio Summit. Agenda 21 explained that 
population, consumption and technology were the primary driving forces of 
environmental change and for the first time, explicitly linked the need for poverty 
eradication with sustainable development 
 
3. The 'Brundtland Report', 'Our Common Future' which laid the foundations for 
the Environment Principles. This landmark document highlighted that people 
needed to change the way they lived and did business or face unacceptable 
levels of human suffering and environmental damage. 
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Background to environmental issues

The Rio Summit Agenda 21 explained that population, 
consumption and technology were the primary 
driving forces of environmental change and for the 
first time, at an international level, explicitly linked 
the need for development and poverty eradication 
with progress towards sustainable development

Key Environmental Challenges
• loss of biodiversity and long-term damage to ecosystems 
• pollution of the atmosphere and the consequences of 

climate change 
• damage to aquatic ecosystems 
• land degradation 
• the impacts of chemicals use and disposal 
• waste production 
• depletion of non-renewable resources

 

 
Discussion of Agenda 21 spans the previous slide and this slide. But it really is 
very important to pull together the various strands of the sustainable 
development agenda and not deal with the environment as if it were somehow 
distinct from other issues.  
 
The second part of the slide just begins to list some of the main environmental 
challenges that face us and these can be discussed with participants. Again 
though the important point is to see the connections. For example, climate 
change will further stress water resources and impact on ecosystems that will 
lead to losses in biodiversity. The activities of business with respect to usage of 
chemicals, waste production and the depletion of non-renewable resources will 
all tend to have negative impacts on development.  
 
As illustrated in the publication here, we should call on all business leaders to 
think about the challenge of climate change, in particular and the consequences 
of not taking action now on future generations. Futurity is a key aspect of 
sustainable development, of course. 
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7. Businesses should support a precautionary 
approach to environmental challenges

• “Where there are threats of serious or 
irreversible damage, lack of full scientific 
certainty shall not be used as a reason for 
postponing cost-effective measures to prevent 
environmental degradation”.

• Precaution involves the systematic application 
of risk assessment 

• Create a managerial committee that oversees 
the company application of precaution

• Establish two-way communication with 
stakeholders

• Support scientific research
• Join industry-wide collaborative efforts

 

Introducing the precautionary approach, Principle 15 of the 1992 Rio 
Declaration states that “where there are threats of serious or irreversible 
damage, lack of full scientific certainty shall not be used as a reason for 
postponing cost-effective measures to prevent environmental degradation”.  
 
Precaution involves the systematic application of risk assessment (hazard 
identification, hazard characterization, appraisal of exposure and risk 
characterization), risk management and risk communication. When there is 
reasonable suspicion of harm and decision-makers need to apply precaution, 
they have to consider the degree of uncertainty that appears from scientific 
evaluation.  
 
Deciding on the "acceptable" level of risk involves not only scientific-
technological evaluation and economic cost-benefit analysis, but also political 
considerations such as acceptability to the public. From a public policy view, 
precaution is applied as long as scientific information is incomplete or 
inconclusive and the associated risk is still considered too high to be imposed 
on society. The level of risk considered typically relates to standards of 
environment, health and safety.  
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The precautionary approach: Exercise

The key element of a precautionary approach, 
from a business perspective, is the idea of 
prevention rather than cure. 

How might we apply the precautionary 
approach in the following situations?

1. The construction of a 300 bed 5-star hotel
2. A new palm oil plantation
3. A textile dying facility

 

 
The exercise is open for discussion but key issues that might be raised include: 
 

1. The location of the hotel (impacts are very different if we compare a city 
hotel to a resort in an area of natural beauty). Impacts of the hotel on 
resources, particularly energy and water. Biodiversity and ecosystem 
impacts. Impacts on local communities (positive and negative) and 
indigenous populations and their livelihoods. Running the hotel, laundry, 
materials, waste, etc. 
 

2. Is the plantation run according to the best principles of sustainable 
development? Ecosystems and biodiversity issues. Community impacts 
(positive and negative). Water usage, impacts on access to water. 
Impacts on alterative agriculture (e.g. growing food). Transportation. 
 

3. Chemical impacts. Energy usage. Water usage and contamination. 
Impact on local ecosystems, especially rivers if there are discharges. 
Accident and emergency preparedness. Use of environmentally sensitive 
alternatives.  



 

93 

8. Businesses should undertake initiatives to promote 
greater environmental responsibility

• Re-define company vision, policies and 
strategies to include the environment 

• Develop targets and indicators 
• Establish a sustainable production and 

consumption programme 
• Work with suppliers to improve environmental 

performance, extending responsibility up the 
product chain and down the supply chain

• Adopt voluntary charters, codes of conduct, 
sectoral and international initiatives 

• Measure, track and communicate progress
• Ensure transparency and dialogue with 

stakeholders

 

Agenda 21, the 1992 Rio Earth Summit spelled out the role of business as: 
"Business and industry should increase self regulation, guided by appropriate 
codes, charters and initiatives integrated into all elements of business planning 
and decision-making, and fostering openness and dialogue with employees and 
the public."  The relevant principle in the Rio Declaration says we have the 
responsibility to ensure that activities should not cause harm to the environment 
of our neighbours.  
 
Take participants through the key tools outlined above. Stress that the existence 
of appropriate management systems is crucial in helping the company to meet 
the organizational challenge. Key mechanisms or tools for the company to use 
would be:  
 

• assessment or audit tools (such as environmental impact assessment, 
environmental risk assessment, technology assessment, life cycle 
assessment);  

• management tools (such as environmental management systems and 
eco-design) and  

• communication and reporting tools (such as corporate environmental 
reporting and sustainability reporting).
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9. Businesses should encourage the development 

and diffusion of environmentally friendly technologies

Environmentally sound technologies should protect the 
environment, are less polluting, use all resources in a 
more sustainable manner, recycle more of their 
wastes and handle residual wastes in a more 
acceptable manner than the technologies for which 
they were substitutes 

• Establishing a corporate or individual company policy
• Making information available to stakeholders 
• Design for environment 
• Use of life cycle assessment (LCA) in the 

development of new technologies and products
• Co-operating with industry partners to ensure that 

‘best available technology’ is available to other 
organisations

 

 
Environmentally sound technologies include a variety of cleaner production 
processes and pollution prevention technologies as well as end-of-pipe and 
monitoring technologies. Moreover, they can be considered total systems 
including know-how, procedures, goods and services and equipment as well as 
organizational and managerial procedures. Where production processes that do 
not use resources efficiently generate residues and discharge wastes, 
environmentally sound technologies can be applied to reduce day-to-day 
operating inefficiencies, emissions of environmental contaminants, worker 
exposure to hazardous materials and risks of technological disasters. 
 
Key strategies to improving the use of environmentally friendly technologies are 
included in the slide.  
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Case Study Summary: CDL and a stakeholder 
approach to promoting environmental responsibility

• Property and hotel conglomerate based in Singapore
• Vision: “To be a responsible corporate citizen that believes in 

creating value for stakeholders, conducting sustainable business
practices, caring for the community and protecting the environment”

• Promotes environmental responsibility to key stakeholder groups,
particularly contractors, suppliers, tenants and local schools

• Creating a responsible supply chain through education and audits
• Initiatives amongst tenants on waste recycling and “1 degree up”
• Partnership with Singapore Environment Council for “Project Eco-

office”
• “Lets’ Live Green!” home-based programme to encourage 

environmental responsibility
• “Adoption of 6 schools, 10,000 school students.
• Brand and reputation benefits for business
• Emphasis on getting all stakeholders to play a role in society

 

CDL’s activities on environmental issues are strong and based on trying to 
influence and involve a number of stakeholders in their initiatives. This case can 
in some ways be linked back to discussion on stakeholder engagement on day 
one of the course. 
 
The case study outlines a whole range of initiatives with different stakeholder 
groups ranging from suppliers to local schools.  
 
Again stress the links to brand and reputation illustrated in the case: “The 
reputational and brand value of having a commitment to environmental 
responsibility have been demonstrated through a range of public recognition 
from awards to high rankings in industry assessments. By definition these 
benefits are somewhat intangible, but CDL is recognized by a range of 
stakeholders as being a market leader in this area”. 
 
You can also emphasize the conclusions of the case and links back to the need 
for leadership discussed earlier in the course: “Senior management commitment 
and a vision for a more sustainable future has enabled CDL to stay ahead of 
environmental trends. Seizing the opportunity to engage stakeholders in a 
positive way has become a win-win situation for the company, the community 
and the environment.”  
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Case Study Summary: CDL and a stakeholder 
approach to promoting environmental responsibility

• What is the role of business in promoting 
environmental responsibility in society 
generally?

• How can they best do this?
• What is the right balance between 

enforcement and encouragement highlighted 
in the case?

• Summarise the business benefits for CDL.

 

Key issues to discuss include: 
 
1. Businesses have an obligation and an incentive through brand, reputation 

and competitive advantage. CDL tries to influence a range of stakeholders 
with through some coercion and some encouragement and sees this as part 
of its corporate commitment to both the environment and communities that it 
impacts. 

2. In the CDL case, the company emphasizes engagement with a range of 
stakeholders. This is an important theme running through the whole course. 
But also stress the role of leadership from senior management and the 
involvement of CDL’s own staff. 

3. This is a matter for debate. But appropriate pressure exerted where it can be 
effective (e.g. on supply chains) can be hugely effective. On the other hand 
engagement on the realm of education, although hugely important, is 
something where both encouragement and partnerships (e.g. with local 
schools) are key. 

4. These are well laid out in the case and go back to key themes in the course 
such as brand, reputation, trust, respect, general perceptions from their 
stakeholders and community linkages. 
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UN Global Compact
Anti-Corruption

 

It is now clear that corruption has played a major part in undermining the world's 
social, economic and environmental development. Resources have been 
diverted to improper use and the quality of services and materials used for 
development seriously compromised. The impact on poorer communities 
struggling to improve their lives has been devastating, in many cases 
undermining the very fabric of society. It has led to environmental 
mismanagement, undermining labor standards and has restricted access to 
basic human rights.  
 
Business has a vested interest in social stability and in the economic growth of 
local communities. It has therefore suffered, albeit indirectly, from the impact of 
lost opportunities to extend markets and supply chains. The business 
community can and should play its part in making corruption unacceptable. 
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Anti-Corruption

Principle Ten
• Businesses should work against 

corruption in all its forms, including 
extortion and bribery

• The adoption of the tenth principle 
commits UN Global Compact 
participants not only to avoid bribery, 
extortion and other forms of corruption, 
but also to develop policies and 
concrete programs to address 
corruption. 

 

 
The tenth principle against corruption was adopted after extensive consultations 
and all participants yielded overwhelming expressions of support, sending a 
strong worldwide signal that the private sector shares responsibility for the 
challenges of eliminating corruption. It also demonstrated a new willingness in 
the business community to play its part in the fight against corruption. 
 
 
The adoption of the tenth principle commits UN Global Compact participants not 
only to avoid bribery, extortion and other forms of corruption, but also to develop 
policies and concrete programs to address corruption. Companies are 
challenged to join governments, UN agencies and civil society to realize a more 
transparent global economy. 
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Exercise

• What is bribery?
• When is a gift a bribe?
• What is wrong with bribery and corruption?

 

Put participants into small groups and ask them to discuss these questions. 
 
There are number of this that should arise from the discussion: 
 

1. A bribe is associated with changing the behavior of anyone or any 
organization accepting that bribe. If the giving of money, gifts or other 
favours changes the decisions of the recipient then it is a bribe. The key 
is in changing behaviours and decisions compared with what would 
otherwise have been the case. 

2. Gifts can therefore constitute bribes if they are intended to change 
behaviours and outcomes in any way. Modest gifts at seasonal times of 
year may be acceptable in terms of saying “thank you for your business” 
but they should never be intended to court favour or advantage. 

3. Corruption is inherently wrong. It is a misuse of power and position and 
has a disproportionate impact on the poor and disadvantaged. It 
undermines the integrity of all involved and damages the fabric of the 
organizations to which they belong. The reality that laws making corrupt 
practices criminal may not always be enforced is no justification for 
accepting corrupt practices. To fight corruption in all its forms is simply 
the right thing to do. 
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Definitions:

Transparency International's definition of corruption is "the abuse of entrusted 
power for private gain". This can mean not only financial gain but also non-
financial advantages.

The OECD Guidelines for Multinational Enterprises define extortion in the 
following way: "The solicitation of bribes is the act of asking or enticing another 
to commit bribery. It becomes extortion when this demand is accompanied by 
threats that endanger the personal integrity or the life of the private actors 
involved."

Transparency International's Business Principles for Countering Bribery define 
bribery in the following way: "Bribery: An offer or receipt of any gift, loan, fee, 
reward or other advantage to or from any person as an inducement to do 
something which is dishonest, illegal or a breach of trust, in the conduct of the 
enterprise's business."

 

 
The definitions here seek to simply re-iterate the discussion that have gone on 
before. Go through them with participants. Note the emphasis on the abuse of 
power and the attempt to use bribery to change behaviours. 
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Scenario 1

It is New Year. One evening there is a knock on your door and a 
delivery man hands you a box. Inside that box is a bottle of vintage 
champagne. It is from one of your customers wishing you success 
for the coming year.

It is New Year. One evening there is a knock on your door and a 
delivery man hands you a box. Inside that box are 12 bottles of 
vintage champagne. It is from one of your customers wishing you 
success for the coming year.

What, if anything, should you do, in each scenario?

 

 
The scenarios in this part of the course are supposed to stimulate debate and 
discussion and participants should be encouraged to share their views about 
what they should do in each case. 
 
This particular scenario examines to notion of a “gift”. It is often argued that 
modest gift at appropriate times of year are acceptable. But there are a number 
of associated questions that you might like to discuss with participants: 
 

1. Should gifts have limit on their monetary value? 
2. How might you monitor and respond to “excessively large” gifts? 
3. Some companies have a ban on giving and receiving gifts – is this an 

approach you would want to adopt? 
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Lessons and questions:

• Codes of Conduct on bribery and corruption would typically say 
something like: “you should exercise good judgement and practise 
moderation in giving and receiving business gifts”

• Are appropriate gifts at seasonal times of year are acceptable?
• Value does matter. A gift to the value of US$200 seems generous but 

a gift valued at $2,400 seems too generous, perhaps.
• Typically: “The details of any individual gifts or entertainment valued 

at more than US$100 must be disclosed to the company secretary 
and appropriate director or officer of the company”

• Is US$100 appropriate?
• In many industry sectors all gifts of any sort have been banned. In 

some sectors even accepting lunch from a supplier is not acceptable. 
What is your view?

 

 
Again, these questions are for debate and discussion and there is not 
necessarily one right answer when thinking about the issues here.  Encourage 
participants to discuss the questions here and to offer their own experiences 
and examples. 
 
Remember to return to the issue of what constitutes a gift and what constitutes 
a bribe. The key issue to get across is that if a gift influences the outcome of any 
decision or changes the behaviour of any parties involved in the receiving of a 
gift, then it could constitute a bribe.  
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Background Anti-Corruption

• Corruption is now recognized to be one of the 
world's greatest challenges. It is a major 
hindrance to sustainable development, with a 
disproportionate impact on poor communities.

• The impact on the private sector is also 
considerable - it impedes economic growth, 
distorts competition and represents serious legal 
and reputational risks.

• Businesses need to undertake anti-corruption 
measures as part of their mechanisms to protect 
their reputations and the interests of their 
shareholders. 

• The World Bank has stated that "bribery has 
become a $1 trillion industry."

 

 

Corruption is now recognized to be one of the world's greatest challenges. It is a 
major hindrance to sustainable development, with a disproportionate impact on 
poor communities and is corrosive on the very fabric of society. The impact on 
the private sector is also considerable - it impedes economic growth, distorts 
competition and represents serious legal and reputational risks. Corruption is 
also very costly for business, with the extra financial burden estimated to add 
10% or more to the costs of doing business in many parts of the world. The 
World Bank has stated that "bribery has become a $1 trillion industry." 

The rapid development of rules of corporate governance around the world is 
also prompting companies to focus on anti-corruption measures as part of their 
mechanisms to protect their reputations and the interests of their shareholders. 
Their internal controls are increasingly being extended to a range of ethics and 
integrity issues and a growing number of investment managers are looking to 
these controls as evidence that the companies undertake good business 
practice and are well managed. 
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The business case for Anti-Corruption

• Legal risks: Not only are most forms of corruption illegal where it occurs, but 
also it is increasingly becoming illegal in a company's home country to engage 
in corrupt practices in another country. 

• Reputational risks: Companies whose policies and practices fail to meet high 
ethical standards are exposed to serious reputational risks.

• Financial costs: There is now clear evidence that in many countries corruption 
adds upwards of 10 per cent to the cost of doing business and that corruption 
adds as much as 25 per cent to the cost of public procurement.

• The downward spiral: Once a bribe is paid, repeat demands are possible and 
the amounts demanded are likely to rise. If a company engages in or tolerates 
corrupt practice, it will soon be widely known.

• Blackmail: By engaging in corrupt practices, company managers expose 
themselves to blackmail and other security risks.

• Sustainable development: Resources diverted to improper use seriously 
compromises development and impacts poverty.

 

 
The list of issues here is reasonably self-explanatory. Go through each of the 
points made. Point out that the various publications that can be found on the 
Global Compact website look at each of these issues in more depth. 
 
Perhaps the overarching point to stress is the last one. Bribery and corruption 
are serous impediments to the achievement of sustainable development. The 
effect is often to make a narrow rich elite even richer, whilst stifling development 
for the poor because corruption impedes economic development, growth and 
job creating.  
 
Typically countries that have the highest perceptions of corruption get some of 
the lowest shares of foreign direct investment, for example. 
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Scenario 2

You have been working hard for over six months on an important and 
potentially very profitable business deal for your company. That deal 
looks like coming close to a successful conclusion and you are now 
simply negotiating some small items. You are invited to a private 
dinner to celebrate the birthday of the son your new customer. He 
tells you that he is ready to sign the final papers the next day. Over 
dinner he talks about how generous your company is and asks you 
to provide his son with a Studentship so he can study for an MBA in 
the USA.

How should you respond and what should you do next?

 

 
As before, this scenario is supposed ot prompt discussion and debate.  There 
are nevertheless some key issues that this scenario raises: 
 

1. Should you have accepted an invitation to a private dinner during this 
stage of a negotiation process?  
 

2. Even if no improper advances were made it can look suspicious if you 
are seen as being “too close” to a new customer. 

 
3. Companies may be generous but that is no reason to cut corners. If your 

customer’s son is looking for a scholarship then he should apply in the 
same way as anyone else. Giving someone an improper advantage is not 
in keeping with anti-corruption measures. 
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Lessons and questions:

• Should you be accepting invitations to 
private parties if you have a close 
relationship with a client?

• Companies can be very generous, but 
there should be clear procedures and 
application processes to go through in 
order to receive philanthropic support 
from a company

• Could this situation represents a 
serious threat to the reputation of the 
company involved?

• To give a studentship to the son of an 
important customer could easily be 
construed as bribery and should be 
avoided at all times.

 

 
Again summarise the discussions by going through the points made in the slide. 
Discuss in particular how this situation could potentially damage the reputation 
of the company. Link this back to the point made about the business case for 
Anti-Corruption.  
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Practical steps to fight corruption

The UN Global Compact emphasizes 
three elements when fighting corruption:
– Internal: As a first and basic step, 

introduce anti-corruption policies and 
programs within their organizations 
and their business operations; 

– External: Report on the work 
against corruption in the annual 
Communication on Progress; and 
share experiences and best 
practices through the submission of 
examples and case stories; 

– Collective: Join forces with industry 
peers and with other stakeholders

To what extent do you do this? 

 

Finally, the UNGC provides considerable guidance on its website and through 
publications relating to anti-corruption. This slides provides a summary of three 
general approaches.  
 

1. Internally, make sure there are policies, systems, codes of conduct, risk 
assessment, monitoring and commitment. 
 

2. Externally, be part of broader  initiatives, general awareness raising 
campaigns, education initiatives and information campaigns that can 
contribute to anti-corruption. 

 
3. This about collective action by joining in initiatives at an industry or 

locational level. Engage with other businesses, other stakeholders and 
the UNGC in fighting bribery and corruption. 
 

Note that, as the diagram shows, corruption remains a huge problem that every 
organization has a role in tackling. 
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UNITED NATIONS GLOBAL COMPACT 
KELANI VALLEY PLANTATIONS AND HUMAN RIGHTS 

 
 
Global Compact Principle 1: Businesses should support and respect the 
protection of internationally proclaimed human rights 
 
Case focus: 
 
As part of its commitment to the Global Compact, the business community has a 
responsibility to uphold human rights both in the workplace and more broadly 
within its sphere of influence. A growing moral imperative to behave responsibly 
is allied to the recognition that a good human rights record can support improved 
business performance. A focus on core human rights would ensure that a 
company provides workers with a safe and secure livelihood enabling an 
enhanced quality of life. Such an approach can create benefits for the business, 
the employees and the local community. 
  
Company profile: 
 
Kelani Valley Plantations PLC (KVPL) owns and manages 13,000 Ha. of 
plantation land in Sri Lanka, annually producing approximately 7 million 
kilograms of tea and 4 million kilograms of rubber. KVPL has a total employee 
strength of 15,000 and a resident population of about 55,000 within its 
boundaries. KVPL recorded a turnover of US$30 million in 2008.   
 
KVPL has made corporate social responsibility a key part of their brand. Their 
core programme is called ‘A Home for Every Plantation Worker.’ This unique 
programme supports and respects the protection of internationally proclaimed 
human rights and is designed to primarily focus on enhancing the quality of life of 
their worker community with the intention of addressing areas that have a direct 
bearing on their workers’ lifestyle. The programme has four key parts: 
• Living Environment,  
• Health and Nutrition,  
• Community Capacity Building, and  
• Empowerment of Youth.   
 
The drivers: 
 
Globally, there is a shift in business focus from pure profit to viability combined 
with sustainable development. There is a greater awareness of social and 
environmental responsibility, ethical management and production and sensitivity 
to the customers’ preference for ethically produced goods. KVPL sees these 
aspects of their operations as market drivers and have had their impact on the 
management and development of trading and producing organisations. 
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Nevertheless the company recognizes that these new paradigms are quality 
driven with long gestation periods and returns are not visible immediately.  
 
Account of the case study: 
 
The plantation industry is highly labour intensive and is often staffed by the 
descendants of indentured workers from Southern India, initially brought over by 
British plantation owners. As an immigrant minority group they were compelled to 
lead an isolated existence, totally dependent on the then plantation owners for all 
their requirements. ‘A Home for Every Plantation Worker’ directly addresses the 
enhancement of the quality of life of plantation residents, primarily through 
empowerment and thus minimising their reliance on others. 
 
Plantation companies have traditionally contributed significant funds to welfare 
programmes of residents. These range from pre-natal health care of expectant 
mothers to care of children of working parents, free medical facilities for resident 
populations, and special programmes supported by outside agencies which 
address major health and welfare issues. Taken for granted by the community at 
large, these in-house welfare measures do not get the recognition they merit, 
particularly from the consumer.  
 
‘A Home for Every Plantation Worker’ addresses many aspects of a plantation 
worker’s human rights. The Living Environment aspect assists with building and 
refurbishing good quality housing. Health and Nutrition assists with pre-school 
child support, and medical facilities through preventive and curative health care, 
maternal care, immunisation, and child growth and development programmes. 
The Community Capacity Building focus provides nursery and preschool facilities, 
recreation facilities, and skill/social development projects. The Empowerment of 
Youth sector monitors child development, guiding education, and providing 
vocational training. 
 
KVPL states its strategy is to seek to compel the consumer to recognize and 
purchase ethically produced goods, preferably at a premium, thus enabling the 
company to support and sustain further human rights initiatives in the future. The 
company also argues that the primary objective of KVPL’s programme is to 
empower their plantation workers and to provide them with the means of self 
improvement and self development, rather than to constantly rely on the 
employer for assistance. 
 
The responses KVPL has received to its initiatives have been encouraging as 
they have provided a foundation for a more interactive dialogue between 
management and employees and a means for consolidating relationships. The 
company acknowledges its employees are able to perceive greater transparency 
in the management’s intentions whilst recognition of the value of these initiatives 
by other agencies, such as suppliers and clients, have given the company a 
preferential status. 



 

110 

 
Business and societal benefits: 
 
KVPL says that its clients and associates have become convinced of the value of 
the company’s initiatives and been motivated to become partners in specific 
programmes. It has given the company an edge in product branding and the 
uniqueness of these initiatives has enabled the company to benchmark many of 
the associated practices. The usefulness of the initiatives for the employees has 
assisted in worker retention and the benefits, which have also been extended to 
the community outside the plantation, have enabled the company to build better 
relationships with the community in general.   
 
‘A Home for Every Plantation Worker’ has attracted much attention within and 
outside the industry. Its success has led to collaborative welfare programmes in 
association with other like-minded organizations with the benefits flowing directly 
to the plantation residents. These benchmark initiatives have provided KVPL with 
a platform for launching niche products guaranteed by genuinely ethical labeling. 
Such initiatives have also introduced a new dimension to KVPL’s relationships 
with stakeholders. 
 
Lessons learned: 
 
Initially, to promote these initiatives and their value to all those in the organization, 
KVPL argues that it was necessary to change in-built resistance against radical 
shifts in outlook and soften particular attitudes hardened over the years. Such 
issues were common to both workers and managers. These difficulties were 
natural developments in an industry which, in many aspects, had seen little 
change in an unbroken history of over 125 years. To implement such a large-
scale and long-term programme, the task would have been much easier had 
such CSR concepts been introduced at the beginning itself. This is what KVPL 
recommends to any new industry, that CSR should be incorporated as an 
integral component of the management philosophy of any organisation.   
 
Conclusion: 
 
A human rights initiative of this magnitude, where the results are not easily 
quantifiable and benefits clearly medium and long-term, would not be sustainable 
without the total commitment of both the management and the employees. It 
needs significant funding and the close monitoring of inputs and outcomes. 
Inputs are quantifiable in terms of money and management time whilst the 
outcomes are largely qualitative. But there are already perceived to be benefits 
for employees and local communities. The sustainability of the programme also 
presupposes the willing participation of and support from both local and 
international industry associates and customers who see the value in the 
protection of human rights. 
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Contact: 
 
Kelani Valley Plantations Limited  
No. 400, Deans Rd., Colombo 10, Sri Lanka 

 
Contact person: Kavi Seneviratne 
Email: kavi@kvpl.com 
Telephone: +94-11-269-4217 or Mobile: +94 777-272-538 

 
Type of organisation: Food and rubber producer 
Overall organisation size: 15,000 employees 

 
KVPL is a Signatory of the Global Compact and a member of the Sri Lanka Local 
Network  
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UNITED NATIONS GLOBAL COMPACT 
CADP AND CHILD LABOUR 

 
 
Global Compact Principle 5: Businesses should uphold the effective 
abolition of child labour 

 
Case focus: 

Child labour is a form of exploitation that is a violation of a human right. It is the 
declared policy of the international community and of almost all governments to 
abolish child labour. Child labour is work that is damaging to a child’s physical, 
social, mental, psychological and spiritual development because it is work 
performed at too early an age. Child labour deprives children of their childhood 
and their dignity. They are deprived of an education and may be separated from 
their families.  

Children who do not complete their primary education are likely to remain 
illiterate and never acquire the skills needed to get a job and contribute to the 
development of a modern economy. Consequently child labour results in under-
skilled, unqualified workers and jeopardizes future improvements of skills in the 
workforce. Principle 5 states, the goal of all companies should be the abolition of 
child labour within their sphere of influence. 

 
Company profile: 
 
CADP Group Corporation is one of the largest sugar corporations in the 
Philippines. Established in 1918 and strategically situated in Luzon and Visayas, 
the Group is the biggest raw sugar producer and the second biggest in refiner in 
the Philippines, taking up 19 percent and 20 percent of national production, 
respectively. In 2008, sales amounted to 6,077,312,000 pesos (approximately US$ 
126 million).  
 
The Group's principal activities are carried out through three divisions: Refined 
Sugar; Raw Sugar and Molasses; and Tolling Services. The Refined Sugar 
divisions operates a refinery plant involving the processing of raw sugar into 
refined sugar. The Raw Sugar and Molasses divisions is involved in the extraction 
of juices from the canes to form sweet granular sugar. This division also produces 
molasses which is a thick dark brown liquid obtained from the raw sugar. The 
tolling operation provides services to traders and planters which involve the 
refining process of raw sugar owned by traders and planters to convert raw sugar 
into refined sugar.  
 
The drivers: 
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CADP owns and operates sugar milling facilities and refineries. The company 
adheres to the principle of not employing minors (under 18 years old), as 
stipulated in the labour code in the Philippines law. In the sugarcane farms in the 
Philippines, there has always been an issue of sugarcane cutters bringing their 
children to work with them. 
 
Account of the case study: 
 
Although CADP does not maintain any sugarcane farms itself, they police the 
farms by asking for the birth certificate and other documents that can verify the age 
of workers. To help manage problems associated with child labour, the company 
also participates in a program that addresses the problem of child labour in the 
sugar industry. The program was established by the International Labour 
Organization in cooperation with the Employers Confederations of the Philippines 
and the Sugar Industry Foundation Inc. (SIFI).  

 
The root cause of child labour is poverty and therefore it is simply not enough to 
ban children from farms. There needs to be alternatives for the children and, in 
particular, an encouragement and financial support to encourage children to 
attend school. It is also important that a company committed to the abolition of 
child labour contributes to tackling poverty and addresses health issues 
impacting poor people and their children. As part of the company’s commitment 
to its corporate social responsibility, a particular emphasis has therefore been put 
on providing programs and services that improve the living conditions and the 
health of families in the community where CADP operates. 
 
In addition to CADP’s regular educational assistance program, the company has 
formed a partnership with the Education Research Development Agency 
Foundation and SIFI for scholarships and financial assistance for pre-school, 
elementary, high school and college students. It has also supported several 
feeding programs for under-nourished children and supports nutrition classes for 
mothers. The company also conducts workshops on maternal and child health, 
family planning and as on rights of children. Career orientation programs and 
leadership training are provided for senior high school students. 
 
All these activities were carried out by CADP’s Community Development 
Department. This department is responsible for planning and designing programs 
in consultation with the local community. The company sees it as vitally important 
to get the support of local communities. Programs to help children and their 
families that are seen as being imposed will not work. In some cases local 
communities have even planned their own health and education programs and 
presented to them to the Community Development Department for possible 
support and assistance.  
 
Working with children and youth is seen as way of investing in the future of the 
company since they can also be the source of skilled manpower in the future. But 
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CADP has also learned that programs to support children have to be actively 
managed and that it is not enough only to provide financial assistance. Active 
management of the programs increases their success rate the CADP employs 
community development specialists that are assigned in the community that work 
closely with the organizations delivering programs. 
 
The ownership of the programs that CADP supports is given to the community. 
They need to take ownership for the successful implementation of them. But, 
monitoring and measurement is central to ensuring that programs are successful 
and result in a reduction of child labour, an improvement in school attendance and 
improved health for children and their mothers. To make any social program 
sustainable, CADP usually set up a structure and systems in the community that 
monitor the programs based on key performance indicators.   
 
Business and societal benefits: 
 
CADP’s experience has led to its philosophy that it can only tackle child labour by 
taking a holistic approach to tackling poverty, enhancing health and providing 
educational opportunities for the whole community. This approach has 
demonstrated the company’s real commitment to dealing with child labour and has 
increased trust amongst the company’s stakeholders. 
 
Education programmes held inside the company are now replicated down to the 
community. Such programs include education on sexually transmitted infections, a 
HIV-AIDS information campaign and a family planning program. CADP therefore 
provides educational opportunities and skills training that help the whole 
community to be equipped with the necessary skills that the company may need in 
the future as well as protecting their own health and the health and wellbeing of 
their children. 
 
Lessons learned: 
 
Engaging with the issue of child labour and contributing to the health and welfare 
of the wider community creates a better relationship with local stakeholders and 
has helped to develop the company’s reputation as being a responsible business 
that addresses the needs of communities wherever it operates. CADP recognises 
that child labour poses risks to that reputation but also stresses the need to take a 
community-wide approach to tackling the root causes of child labour. Success 
depends on commitment of the management to implement programs in the 
community and it is important to work in partnership with organizations which have 
local expertise. Most importantly is the community ownership of the projects and 
ongoing measurement and monitoring. 
 
Conclusion: 
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The company was conferred with the “Child Friendly Company” award on May 
2008 by the Employers’ Confederation of the Philippines. It was also awarded the 
second place in Workplace Reproductive Health Program. Such recognition helps 
to build brand and reputation and leads to a more trusting relationship with 
customers, communities and other stakeholders. 

 
Contact: 
 
Central Azucarera Don Pedro (CADP) Group Corporation 
6/F Cacho-Gonzales Building, 101 Aguirre Street, Legaspi Village, Makati City, 
1226 Philippines 

 
Contact person: Mr. Rosauro Luntayao 
Email: roy.luntayao@cadp.com.ph 

 
Overall organisation size turnover:  6,077,312,000 pesos 

 
CADP is a signatory of the Global Compact 
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UNITED NATIONS GLOBAL COMPACT 
 

CDL AND A STAKEHOLDER APPROACH TO 
PROMOTING ENVIRONMENTAL RESPONSIBILITY 

 
 
Global Compact Principle 8: Businesses should undertake initiatives to 
promote greater environmental responsibility 
 
Case focus: 
 
The 1992 Rio Earth Summit spelled out the role of business and industry in the 
sustainable development agenda: "Business and industry should increase self 
regulation, guided by appropriate codes, charters and initiatives integrated into all 
elements of business planning and decision-making and fostering openness and 
dialogue with employees and the public." In particular, the UN Global Compact 
recognises the importance of working with suppliers to improve environmental 
performance, extending responsibility along the supply chain. It also stressed the 
importance of working with communities and other stakeholders to promote 
environmental responsibility. 
 
Company profile: 
 
Established in 1963, CDL is a listed international property and hotel 
conglomerate involved in real estate development and investment, hotel 
ownership and management, facilities management as well as the provision of 
hospitality solutions. As a property pioneer in Singapore, CDL has over 22,000 
homes. It is also one of the biggest landlords in Singapore with over 4 million 
square feet of lettable office, industrial, retail and residential space. To-date, it is 
the only developer in Singapore to be conferred the Built Environment 
Leadership Platinum Award 2009 and the Green Mark Champion Award 2008 by 
the Building and Construction Authority in recognition of its industry captaincy in 
sustainable developments. 
 
CSR has been an integral part of CDL’s vision and mission for the past decade. 
Its CSR vision is “To be a responsible corporate citizen that believes in creating 
value for stakeholders, conducting sustainable business practices, caring for the 
community and protecting the environment.” 
 
The drivers: 
 
CDL views its role as more than just a builder of living spaces, but also a 
developer of lives and communities. It believes that a successful corporation is 
not founded on business achievements, but also by the positive role it can play in 
the community and towards environmental sustainability. As well as embracing 
CSR in its business and operations, CDL has been highly committed active in 
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influencing its stakeholders on environmental responsibility via diverse and 
sustainable initiatives. In so doing it recognizes the role it can play in promoting 
environmental responsibility within and outside the business. 
 
Account of the case study: 
 
CDL sees itself in having a role in promoting environmental responsibility 
amongst its key stakeholder groups. Particularly important is its work with 
contractors and suppliers, tenants and local schools. 
 
To encourage contractors and suppliers to support CDL’s commitment towards 
environmental responsibility it has established the CDL 5-Star environmental, 
health and safety assessment system. All contractors have to undergo quarterly 
inspections and audits conducted by an independent auditor who appraise and 
grade them on a scale of one to five stars. CDL then facilitates peer learning and 
sharing between contractors for improvement.  
 
In addition, CDL holds seminars on environmental responsibility where industry 
consultants from regulatory authorities and environmental agencies share their 
insights and trends on public health, workplace safety, energy, climate change 
and water resource management. These seminars are attended by senior staff 
from CDL’s partners and suppliers who can also influence other third-party 
vendors to contribute to a cleaner and safer environment, thus promoting a more 
responsible supply chain. 
 
CDL is one of Singapore’s largest landlords with a large tenant base and it 
recognises that it has a role in managing its properties in an environmentally 
sustainable manner and encourages its tenants and other occupiers to be 
environmentally responsible. As a value-added service to tenants and occupiers 
of its residential developments, CDL facilitates an ongoing recycling programme 
to encourage responsible waste management. CDL also initiated temperature 
adjustments in the air-conditioning of the 11 buildings that it manages. This 
innovative pilot programme entitled “1°C Up” was aimed at reducing carbon 
emissions. Building tenants make an active green contribution by raising the air-
conditioning temperature within their offices by 1°C while not compromising on 
comfort levels. The enthusiastic response received sees participation rate from 
tenants at over 90 percent.  
 
CDL partners with the Singapore Environment Council to run “Project Eco-office”, 
an initiative set up in 2002 to change the way businesses work, think and 
manage resources. It provides information to help companies go green through 
its website. Interested companies can also request the Eco-Office kit which 
contains posters and stickers with eco-tips which can be placed around the office 
and work stations to serve as constant reminders to staff to act in 
environmentally responsible ways.  
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An online Eco-Office Audit was launched in 2003 for corporations to assess how 
environmentally responsible they are. Corporations that were rated well can 
undertake a formal independent office audit. Those who performed well can be 
awarded the Green Office Label Certification. This list of Green Office label 
recipients has been growing steadily.  
 
CDL has also initiated “Let’s Live Green!”, a home-based programme to 
encourage environmental responsibility. Eco-seminars and exhibitions are held 
for homebuyers of CDL properties to promote the 3Rs: reducing, re-using and 
recycling. A special Green Living Kit, presented to homebuyers, provides tips on 
how to lead a green lifestyle and highlights the environmental features within the 
CDL development. 
 
CDL also recognises the importance of education in promoting environmental 
responsibility and has supported a number of eco-education programmes. CDL 
has been actively supporting the Corporate and School Partnership initiated by 
the National Environment Agency since 2005. CDL adopts 6 schools with a 
combined reach of some 10,000 primary and secondary school students to 
generate greater awareness of environmental responsibility. CDL also finances 
eco-programmes managed and run by the students.  
 
Business and societal benefits: 
 
The reputational and brand value of having a commitment to environmental 
responsibility have been demonstrated through a range of public recognition from 
awards to high rankings in industry assessments. By definition these benefits are 
somewhat intangible, but CDL is recognised by a range of stakeholders as being 
a market leader in this area. But equally intangible is the important contribution 
that CDL makes in encouraging others to think about their own impacts on the 
environment and encouraging stakeholders to think about their own efforts to be 
more environmentally responsible. CDL recognises that there are significant 
business and societal benefits but above all considers its environmental activities 
to be the ‘right thing to do’. 
 
Lessons learned: 
 
CDL recognises that encouraging its stakeholder to be environmentally 
responsible requires some encouragement and some enforcement. This case 
provided examples of both. But is also seen environmental responsibility as a 
long-terms commitment and not a short-term public relations exercise. Many of 
its programmes are a number of years old and they are as important now as they 
were in the past. Getting everyone to commit to being environmentally 
responsible is still not an easy task. 
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Conclusion: 
 
As a listed company, CDL has a responsibility to communicate and engage with 
its investors and shareholders. Stakeholder engagement is critical in adding 
value to the business and achieving CDL’s CSR goals. Senior management 
commitment and a vision for a more sustainable future has enabled CDL to stay 
ahead of environmental trends. Seizing the opportunity to engage stakeholders in 
a positive way has become a win-win situation for the company, the community 
and the environment. 
 
Contact: 
 
City Developments Limited 
9 Raffles Place, #36-00 Republic Plaza, Singapore 048619 

 
Contact person: Ms Esther An, Deputy General Manager (Corporate Affairs) and 
Head of CSR 
Email: estheran@cdl.com.sg 

 
CDL employs over 300 employees in its headquarters located in Singapore. 

 
CDL is a signatory of the Global Compact and a member of the Singapore 
Compact for CSR. 
 


