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We are pleased to present this  
second edition of the report on the 
European Business Campaign on 
Corporate Social Responsibility.  
The demand for the first edition, 
which was distributed in 10,000  
hard copies and so far has been 
downloaded 10,000 times, reflects  
the great interest in CSR issues and 
the timeliness of this Campaign.

This year’s report focuses on stake-
holder engagement and dialogue. 
The complexity of markets and 
societies as well as the economic, 
social and environmental challenges 
are putting growing demands on 
businesses to actively engage with 

all types of stakeholders. The European Commission’s initiative to establish the European 
Multi-Stakeholder Forum on Corporate Social Responsibility is therefore most welcome, 
as part of the efforts to reach Europe’s 2010 goals for a highly competitive, yet socially and 
environmentally sustainable economy.

What this report aims to illustrate, through cases and interviews with business and stake-
holders, is that multi-stakeholder engagement and cross-sector partnership hold an im-
portant promise of meeting many of the complex challenges that we are facing today. Recent, 
less encouraging global developments - the failure to reach agreements at the WTO meeting 
in Cancún; the geopolitical tensions; the global economy on the edge of a recession; and 
what could be seen as severe limitations in our global instruments of negotiation – only 
emphasise the importance of that message.

The report is a glimpse of what Europe really has to offer in terms of reaching joint solutions 
through cross-sector dialogue and partnership, which, not so long ago, would have been 
almost impossible. Europe is in a process of revitalising its well-proven and successful part-
nership models. For the acceding countries, who are being challenged to combine institution 
building with the dynamics of a modern and socially sustainable economy, these experiences 

Preface 
 By Mads Øvlisen, Etienne Davignon and Vernon Ellis
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can be of great inspiration. And already, a number of organisations across Central and Eastern 
Europe are taking the agenda of CSR and stakeholder engagement forward.

Applying a stakeholder dialogue and partnership-based approach to development that has  
the underlying objective of economic, social and environmental sustainability, places ex-
traordinary demands on the ingenuity and perseverance of individuals and organisations, 
whether at the global or local level. No doubt, raising awareness, improving knowledge, 
developing competencies and ensuring an enabling environment are key challenges that 
need to be addressed.

We hope that this second annual Campaign report on European CSR Excellence will inspire, 
challenge and encourage you – and we look forward to your inputs and ideas to continue 
making this process as inclusive and dynamic as possible.

Mads Øvlisen Vernon Ellis Etienne Davigon
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targeted at addressing social exclusion and promoting sustain-
able business development. This participation is welcome, and 
we must support it and build on it.

I am a firm believer in the principle of partnership at both na-
tional and local levels. I have witnessed at first hand here in 
Ireland the benefits that can accrue from applying a partnership 
approach to policy making. I can testify that people can achieve 
progress across a multitude of issues by working together and 
devising agreed solutions. The partnership model is a prime 
example of best practice in problem-solving, centred on an un-
derstanding of shared goals and a realisation that a co-opera-
tive approach pays dividends in grappling with complex issues.

During the Irish EU Presidency, we will move forward the CSR 
agenda as one of the means of achieving the goal for Euro-
pean economic and social reform set by the European Council 
at Lisbon in March 2000. We will encourage the adoption of 
Corporate Social Responsibility policies and practices across 
the enlarged Europe to strengthen the competitive advantage 
of the European economy.

I congratulate the European Business Campaign on Corporate 
Social Responsibility on your achievements, and know that this 
report will inspire many others to engage in this essential work.

BERTIE AHERN TD
Taoiseach
Prime Minister, Ireland

Business organisations and their interests have never been 
more acutely aware of the role they have to play in the 
community and in society in general. Similarly, citizens and 
indeed consumers are keenly aware of the activities of the 
business sector and have particular expectations in areas 
such as business ethics, environmental concerns and social 
and community issues. These societal factors do not have to 
conflict with other business goals, namely making profits and 
delivering shareholder value. In fact, the business case for CSR 
is robust. Investing in social responsibility is not just based on 
altruistic aspirations. It is abundantly clear that organisations 
can reap both financial and social rewards while building 
sustainable businesses for the future.

As the report shows, achievements to date in the area of CSR 
have been impressive and organisations across member states 
have made consistent progress. However, we need to redouble 
efforts to facilitate and encourage a culture of corporate social 
responsibility in the EU. The main challenge is to transform 
CSR from a concept supported and actively practiced by some 
to a mainstream activity that is espoused by all business 
interests. There are many examples of what is happening 
across the European community, and this report highlights 
some of the excellent examples of stakeholder engagement.

I feel it is appropriate that this Report focuses on the theme of 
stakeholder engagement. Each of us, regardless of our personal 
circumstances, has a vested interest in the community we live 
in. This interest stems from our desire to live, work in and 
contribute to our community, as well as our concern for disad-
vantaged groups and for safeguarding our environment. Stake-
holder theory holds that everyone has a role to play. Organisa-
tions are increasingly involved in providing support programmes 
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This second issue of “It simply Works Better” has a special focus. Unlike the 2002-2003 
magazine, which aimed to paint a broad picture of corporate social responsibility in its many 
forms in each EU Member State, it takes the pulse on stakeholder engagement across Europe. 
And unlike the first issue, the point of departure is not geography or country; rather it aims 
to show how aspects of, experiences with, and reflections on stakeholder engagement can be 
illustrated through examples, statements and opinions from many parts of Europe.

This choice of theme has been made in support of the European Commission’s most 
timely initiative to establish the European Multi-Stakeholder Forum on CSR. But more 
than anything else, it stems from the realization that CSR in Europe today is not just a key 
issue for companies. Increasingly multidimensional, it involves civil society, governments, 
investors, social partners, media, researchers, policy makers, etc. in an often complex – and 
complicated - web of relations. CSR is moving from the margins to the mainstream, but it is 
also maturing in terms of sophistication and scope, as well as of its pervasiveness of society 
and the lives of the citizens. CSR is not only far from a being passing fad; as a reflexive 
construction, it is getting still stronger embedded in modern society and the activities of 
its actors.  Stakeholder dialogue is an important tool for sustained growth and regional 
development. It constitutes social infrastructures to exchange information and experiences, 
where collective work may generate innovation, new answers and allow several different 
actors to reach more effectively their objectives

Local, regional, national
Seven articles in the report paint an exciting picture of stakeholder engagement in its many 
forms, and from the point of view of companies, NGOs, governments, social partners, etc. 
Talking to your neighbours tells of the growing recognition among leading companies of the 

Introduction
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benefits of a close dialogue with their stakeholders. But the benefits are not achieved 
without struggle, hard work, and patience. It is a learning process for companies, and for the 
stakeholders alike. 
From confrontation to engagement deals with the change of attitudes and strategies among many 
NGOs. Acknowledging their growing power and high level of trust among citizens, NGOs are 
recognizing the need to take on a wider responsibility. Moving from single-issues and con-
frontation to a more complex and collaborative approach, NGOs’ relations to business and 
other partners are increasingly based upon a common reference and a professional dialogue. 
But at the same time NGOs are now experiencing the same kind of public scrutiny and de-
mands for account-ability as companies and public organisations. 
The right to know states the well-known fact that consumers are rarely walking the talk when 
it comes to responsible consumption. Consumer organisations points out that, besides the 
barriers of economy, habit and a stressful daily life, consumers are victims to an unfortunate 
combination of too little information and a plethora of labels. On the other hand companies 
who actively engage in a close dialogue with their consumers often experience positive 
responses and are rewarded with long-term commercial benefits. 
Stakeholders consult illustrates, through the case of ethical guidelines, that despite differences, 
business and its stakeholders have already come a long way in terms of forging alliances to 
ensure the best possible working conditions for those who produce the goods we consume. 
But there are still many lessons to be learned, and in many ways the successful relations still 
need to tangibly prove their impact at production site level.
The benefits of inclusion points out, with examples from Spain and Italy, that further to tangible 
gains such as new jobs, one should not neglect the wider societal gains that cross-sector 
partnerships can bring. These include promotion of a change in ‘traditional’ thinking by 
local actors, including business, removal of stigmatisation barriers and increased self-esteem 
among beneficiaries. It is broadly agreed that there is a business case for the stakeholder 
approach, but at the same time the societal “balance sheet” should be taken into account. 
Multi stakeholder social dialogue at national level is becoming increasingly common. Across 
Europe there have been a growing number of calls to broaden and open up national social 
dialogue to include a wider group of stakeholders. New economic and social realities have 
forced governments to rethink their strategies for competitiveness, sustainability and social 

 8
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inclusiveness. With considerable success, but also facing the actors with a number of difficult 
balancing acts. 
According to Susan Simpson, IBLF, in her article on Stakeholder engagement in the enlargement 
process, CSR has undoubtedly played an important role in transforming Central and Eastern 
Europe, and some highly innovative, partnership-based programmes have been developed. 
But what is often missing is a sense of an all-pervasive set of values within companies; many 
civil society organisations still have to develop their understanding of the potentials of 
constructive engagement, and governments are still cautious about sharing responsibility for 
the social agenda. The challenges for CSR in the region therefore remain how to bring it from 
the margins to the mainstream, how to foster and harness leadership on CSR, and how to 
scale up CSR action at every level.

European, global
The European Multi-Stakeholder Forum on CSR, initiated by the European Commission, is 
a most appropriate reflection, at EU level, of the fact that stakeholder engagement at local, 
regional and national level is reaching a critical mass across Europe. After four meetings and 
two “waves” of roundtables on Knowledge, SMEs, Transparency and Development, the Forum 
has proved to be a unique platform for dialogue between the main stakeholders and the 
Commission, as well as between the business world and its stakeholders. And like the many 
local and national stakeholder engagement processes described in this report, the Forum 
has been a learning organisation for participants, increasingly committed to jointly identify 
obstacles and focus on drivers and success factors. Some key questions are still up for debate 
in the Forum, such as: Is a European reference standard framework desirable and possible? 
Is self-regulation sufficient? Is government regulation harmful or helpful? But despite 
these differences of opinion the Forum has contributed to a better understanding of CSR, 
its boundaries, and the roles and responsibilities of the different actors, as well as a better 
understanding of the views and concerns of the different stakeholders. The final report and 
recommendations will be published in June 2004.
Although the development of stakeholder dialogue may be seen as particularly strong in 
Europe, this development is indeed global. Parallel to the European Commission’s initiative, 
organisations like the OECD and the UN Global Compact have focused on harnessing the 
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stakeholder dialogue. The Global Compact’s annual multi-stakeholder policy dialogues on 
the contemporary challenges of globalisation and CSR provide a platform for substantive 
discourse. With participation of business, labour, civil society organisations, governments and 
leading commentators from the academic and public policy communities, the objective is to 
facilitate mutual understanding, create a climate of collaboration and to develop a culture 
of rapid and repeated experimentations aimed at identifying innovative solutions to the key 
challenges of globalisation. The meetings, bringing together all participants in dialogues, 
provide opportunities for broadening support, building consensus around practical solutions 
and preparing the ground for action

Learning, learning…
A connecting thread through all these accounts on stakeholder engagement across Europe is 
learning. On the positive side, stakeholder engagement and new partnerships bring numerous 
valuable hands-on experiences and a steep learning curve for the actors. But the rapidly 
growing demands - not only on business, but on all actors - to manage new interactive 
relations create a widening gap between existing capabilities on the one hand, and the 
accelerating needs for new skills, competences and knowledge on the other. 

At all levels, from the man on the shop floor to the leaders of businesses, organisations and 
governmental agencies, and from schools to universities, learning to understand and tackle 
the stakeholder paradigm is becoming a major issue across Europe.
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Talking to your neighbours
Amidst a cluttering of roundtables, community meetings and expert consultations, 
companies look to get systematic about their stakeholder relations

In recent years, companies have come to recognize the value 
of identifying, meeting with and listening to their stakeholders. 
Whether to gain trust in local communities, to mitigate the 
negative effects of potentially ‘hot issues’ or even to further 
innovation, companies have increasingly solicited external 
views and ideas from amongst their stakeholders.

While many companies boast of a long tradition of engaging 
and dialoguing with their stakeholders, there can be no  
question that a decade of anti-corporate media campaigns 
and a loudening of voices from environmental and social 
interest groups have made their mark. Bold business voices 
have started advocating a move from ‘shareholder’ to ‘stake-
holder’ business models and companies have begun hiring 
‘stakeholder managers’ in a bid to meet those who have an 
opinion about their business operations half way.

In Europe, companies from almost every sector and country – 
from Danish bio-tech to Swiss cement supply to Irish forestry 
– have introduced stakeholder engagement into their business 
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strategies. And it seems they are convinced of the benefits 
their initial experiences have brought with them.

Licence to operate
A first lesson has been that identifying and engaging stake-
holders is not a one-off affair for companies, rather it is a 
learning process involving long-term commitments. “The way 
we see it is that, first of all, a company needs to communicate 
and inform, then they have to start to listen to their external 
public, start to dialogue with them, then start to engage them 
in one way or another, and then last but not least go into a 
partnership on a concrete project if this is relevant to both 
parties,” explains Barbara Dubach of Swiss-based concrete and 
aggregate suppliers, Holcim. “And of course you have pioneer 
companies that are very well advanced in this process while 
others are still in the first phases.”

For Holcim, engaging with stakeholders is first and foremost 
about earning trust and acceptance. For a decade now they 
have worked with Community Advisory Panels around their 
many plants as a means to identify and understand issues of 
concern to local communities. “We want all of our group com-
panies to establish community advisory panels around their 
plants because we think this is the only way you can keep 
your licence to operate, especially on a long term basis,” says 
Dubach. If Holcim is to secure a stable environment for long-
term investment then it is imperative that the local communi-
ties within which they operate are actively consulted before 
decisions about waste materials or site expansion are made.

At Novozymes, the Danish enzyme-producing bio-tech  
company, efforts are similarly made to identify and consult 

on key issues surrounding their products. “We have good 
experiences from being systematic with our stakeholders,”  
says Novozymes’ Stakeholder Communications Manager, 
Claus Frier. “Stakeholder engagement shouldn’t be a ran-
dom process where only those with the loudest voices are 
heard. We should also listen to and learn from the more quiet 
voices.” Novozymes has for many years actively sought out 
the views and experiences of their stakeholders through an-
nual NGO roundtables, meetings with neighbours and expert 
consultations. They have also sought to promote open debate 
about key issues such as gene technology through partner-
ships with environmental NGOs to, as they put it, “promote a 
sound climate for discussing the use of genetic engineering.”

Stakeholder engagement in these cases, has been driven by 
the belief that openness and responsiveness can contribute 
to the stability and trust that is in so much demand from in—
vestors. Ignoring your stakeholders, the argument goes, leaves 
you more exposed to controversies that may stem from your 
business operations. 

Innovation
Nevertheless, even those companies which are seen as pione-
ering with regards to stakeholder engagement have not finished 
their learning. “In the past years we have been very aware of 
how crucial it is to have productive relations with our stake-
holders, and consequently we have done much to engage with 
them,” says Claus Frier. “But in a recent review of our stake-
holder engagement practices, we found that we weren’t going 
about it in a very organised manner. For example, if we were 
about to get into a new market with a new product, we know 
of course that this brings with it new stakeholders. And ide-

“In the past years we  

have been very aware  

of how crucial it is  

to have productive  

relations with our  

stakeholders, and  

consequently we  

have done much to  

engage with them.” 

Claus Frier, Novozymes

1 2 3 4 
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ally, we should be one step ahead with regard to establishing 
relations to these new groups, before we even launch our new 
product. New products mean new markets and new issues, and 
we know from past experience how valuable it is to listen and 
learn from the experience and knowledge of our stakeholders.”

So for Novozymes, engaging with stakeholders is about more 
than identifying and openly discussing key issues. More im-
portantly it is about seeking the experience and input of both 
customers, scientists, NGOs and other in processes of business 
innovation. A recent report from CSR Europe, Ashridge and 
Enterprise & Personnel on business dynamics confirms that 
companies which mainstream stakeholder engagement into 
their business operations can gain competitive advantage 
from it. Having looked at the experiences of 12 companies, 
the authors conclude that meeting with stakeholders can  
help companies identify future trends and exploit new market 
opportunities.

Novozymes, for example, a few years back invited researchers, 
NGOs, consumer organisations and others for discussions on 
the use of anti-biotic resistance marker genes in genetic engi-
neering. There is currently no legislation prohibiting their use, 
and it does remain a contentious issue. As a response to their 
stakeholders, Novozymes on the one hand, began replacing 
them with alternative techniques and on the other, further 
documented safety when they are used. “This process came 
about not because we were forced by legislation, but rather 
because we chose to listen to the concerns and views of our 
stakeholders among green NGOs and scientists,” says Frier.

Hard work
While the value of stakeholder engagement is fast becoming 
apparent, many companies have also learned that it is not 
necessarily easy. With their many ‘high impact’ forestry and 
planting operations, Ireland’s largest forestry company Coillte 
knows this very well. “Constructive stakeholder engagement 
has to be based on good information and knowledge and it 
has to be based on mutual understanding,” says Coillte’s Com-
pany Secretary, Gerry Egan. “So, there is an educational chal-
lenge here. In order to have an informed debate about what is 
and what isn’t possible, all of the people participating in that 
debate have to have a sufficient level of knowledge to be able 
to contribute to that debate in a meaningful way.”

Coillte has in the past few years engaged their stakeholders 
at different levels. At the local level, they informally interact 
with those groups and persons who might be affected by 
Coillte’s high impact foresting and planting activities, ensur-
ing that they have access to good information and that they 
have a chance to air their concerns. At the national level, 
Coillte holds regular consultation meetings with the Irish 
Farmers’ Association, environmental NGOs as well as local 
authorities and government agencies to exchange views and 
to incorporate concerns.

“The educational challenge works both ways,” says Egan. “As 
much as stakeholders need to be better informed in order to 
be able to make a meaningful contribution to any consultation 
process that they’re involved in, I think also that the people 
that are doing the consulting – in this case us – need to be 

“The educational challenge works both ways” 
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“In short, companies are finding that stakeholder engagement requires hard work”

engagement with stakeholders, a whole new range of part-
nership skills are also becoming apparent. Barbara Dubach 
argues: “Everybody has been talking about partnerships since 
the World Summit for Sustainable Development in Johannes-
burg last year, but now I think the challenge is to figure out 
how to make them work: being clear about who pays what, 
understanding that a partnership doesn’t solve everything, 
drawing clear boundaries for partnership objectives, etc.”

In short, companies are finding that stakeholder engagement 
requires hard work. But it seems that a number of companies 
are convinced that the returns on effective stakeholder 
engagement make the effort very worth its while. The well 
sought after ‘business case’ for engaging with stakeholders 
seems clear for them: it is about mitigating risks, enhancing 
innovation and perhaps most importantly, building long-term 
trust and stability. 

1 2 3 4 

prepared to make more of an effort to understand what the 
genuine concerns and wishes of stakeholders are and need to 
be patient enough to try to come to terms with those issues. 
There needs to be a search for understanding and a search  
for common ground to be able to deal with those things.” 

At Holcim, who recently entered into a partnership with 
GTZ, the government-owned, German international devel-
opment organisation, to promote co-processing of waste in 
cement factories, there is also a developing understanding of 
the complex skills required for effective stakeholder engage-
ment. “While we of course seek feedback and try to integrate 
the concerns and ideas of our stakeholders into our decision 
making, there will always be things that are not possible to 
integrate, but then you have to do your best to explain why 
it is not possible,” says Barbara Dubach. As more and more of 
Holcim’s group companies advance from dialogue to active 
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From confrontation to engagement
21st century NGOs come to terms with their clout, taking on business in new ways

“It will always be important to have people who are on the outside, non-conforming, difficult, annoying 
and speaking their minds – on both sides,” says Kim Carstensen. As Secretary-General of the Danish 
World Wildlife Fund for Nature, WWF, he played a key part in the founding of The Nordic Partnership in 
September 2001. This WWF-led partnership initiative has brought together 17 Nordic companies, Danish 
think-tank Monday Morning and the Nordic WWF divisions in an effort to “identify and mitigate barriers 
to sustainable development”.

The partnership comes at a time where the role of not only 
businesses, but now also NGOs, in society is up for debate. 
Watchdog or partner? Activist or collaborator? Lobbyist or 
service-provider? These are some of the tough questions that 
are being asked both within and outside the NGO world. 
After a decade of explosive growth in the number of NGOs 
worldwide to over 45,000 as well as in their membership 
numbers, many civil society organisations are having to come 
to terms with the fact that they indeed have become impor-
tant players in their societies.

“Simply put, we might say that in the past there were two 
kinds of NGO-company relations,” says Carstensen. “There 
were those NGOs that solicited sponsorship collaborations 
from companies and those that chose to put forth demands 
through vocal criticisms and/or campaign actions. In recent 
years, however, the global agenda has matured, creating a 
more coherent political framework with increasing focus on 
the interrelatedness of environmental, social and economic 
goals. As a result, a number of NGOs have now entered into 
active dialogue with companies in an effort to ensure that they 
can have their say in the further development of this agenda.”

Knowing your worth
An international study by SustainAbility and the United  
Nations on The 21st century NGO launched earlier this 

Watchdog or partner? Activist or collaborator?
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year, showed how NGOs are increasingly making strategic 
decisions to engage with business and governments in an 
effort to reform market systems. The report points out that 
NGOs have enjoyed more public trust than both companies 
and governments in recent years, which has augmented their 
leverage.

“Only 5 years ago it was still quite normal for NGOs to receive 
‘Christmas calls’ from companies at the end of the year,” 
says Charlotte Petri Gornitzka of Swedish Save the Children. 
“Instead of sending out Christmas cards they wanted to 
donate say 50,000 Swedish crowns in return for being able 
to publicize that they cooperate with us. And we went along 
with this, lending out our name for relatively small amounts 
actually. But as we begun to understand our own worth 
and demand, we started to retake the initiative, informing 
companies of our choosing that, ‘yes we would be happy to 
receive a sponsorship, but it will now cost you this and this 
and the money will go to specific projects’.”

NGOs are also increasingly using their leverage to influence 
the forming of global agendas on key environmental, social 
and economic issues. NGOs are by now a regular feature 
of UN summits and conferences with over 2,000 having 
consultative status with the UN Economic and Social Council, 
not to mention the thousands that participate in the annual 
World Social Forums. Nine NGO representatives from 
organisations like Amnesty, WWF, Save the Children and 
Development Alternatives had even found their way on to 
the invitee list of the 2003 World Economic Forum meeting 
at Davos. Non-governmental organisations have entered the 
mainstream of global affairs.

“The Rio conference in 1992 underlined that sustainable 
development is everybody’s responsibility,” says Kim Carsten-
sen. “At the same time, many NGOs have moved from single-
issues to a much more complex and broader approach which 
has in turn allowed for the beginnings of a converging of 
agendas where NGOs’ relations to businesses are increasingly 
based on a common frame of reference.” As understanding of 
the complexities of sustainable development is developed, it 
would seem that a number of NGOs have made the strategic 
decision to influence mainstream decision-making from 
within rather than from the barricades. This has of course 
not come without its apprehensions as questions are being 
asked as to whether or not this amounts to a ‘selling out’, and 
whether or not an NGO can maintain its independence when 
entering into partnerships with businesses.

NGO expertise
The types of relations that NGOs choose to develop with 
companies can be very different, from detached consultant to 
active partner. “We now have a much better idea of corporate 
realities and we know that the future of children’s right in 
the world will very much be influenced by a company’s 
work practices and ethics,” says Charlotte Petri Gornitzka. “We 
therefore engage with business in different ways, for example, 
we might not agree to a sponsorship deal but rather agree 
to advise them on child rights issues and cultural issues. 
We provide an expertise to the companies, driven by the 
need to develop the best possible conditions for children in 
developing countries.”

Such a model does not entail a publicised partnership be-
tween NGO and company but rather often comes about on 

“A number of NGOs have now  
entered into active dialogue  
with companies in an effort  
to ensure that they can have  
their say in the further  
development of this agenda.”

Kim Carstensen, WWF, Denmark
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the initiative of a company that wants help as they review 
their own business operations and develop codes of conduct. 
NGOs can be a valuable resource in such processes with their 
knowledge of cultural issues in developing countries or the 
complexities of child labour issues and many companies are 
willing to pay for this expertise.

At the same time, the number of voluntary partnerships be-
tween businesses and NGOs is clearly on the rise. “Whereas 
in the past companies were often attracted to trusted NGOs 
by marketing objectives, in recent years we have noticed that 
companies are increasingly interested in getting into active 
partnerships, ” says Gornitzka.

A case in point, The Nordic Partnership represents an active 
collaboration between key Nordic WWF divisions and key 
Nordic companies such as Novo, Nordea, Volvo and Posten to 
explore the barriers and opportunities of multi-stakeholder 
partnerships, supply chain management and socially respon-
sible investment. The idea to have NGO Secretary-Generals 
and Company CEOs launching a common initiative would 
most likely have been thought implausible not too many 
years ago, but today is emblematic of an ongoing move from 
confrontation to engagement by a number of NGOs.

Fashion or 
With these developments still in their beginnings, there are 
still a number of questions to be answered and challenges to 

be addressed. “We need to find unprejudiced ways for govern-
ments, businesses and civil society organisations to promote 
social and economic development in new ways, to ask what 
is it that is preventing companies from behaving in a sustain-
able way if they aren’t,” says Kim Carstensen. “We need to ask 
what incentives there are to think short-term, and how to 
make long-term thinking and sustainability good business 
in the short-term. We know that regulation will always be 
necessary, especially when dealing with environmental issues, 
but we also need to ask whether we can find other incentive-
based solutions.”

But these new forms of collaborations will not be a trouble-
free according Swedish Save the Children’s Charlotte Petri 
Gornitzka: “I do think we will see more cooperation, and I do 
think that we will trust in each others intentions. But it will 
not happen without some backlash, because we know that 
there still are companies that violate human rights. Neverthe-
less, the move towards engagement seems to be an underlin-
ing of the fact that we are all actors – companies, states and 
NGOs – and that we are better able to create the conditions 
for sustainable development in cooperation as opposed to 
throwing suspicion on each others actions.”

Notwithstanding the many NGOs who have opted for an 
active engagement with business, sceptics remain and they 
will undoubtedly continue to make their reservations known. 
“I think we need to keep in mind that all of this is happening 

“We now have a much better idea of corporate realities.”
Charlotte Petri Gornitzka, Save the Children, Sweden
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in a multi-facetted way where not all NGOs necessarily opt 
for the strategy of engagement, just as different companies 
will continue to act differently in relation to their stake 
holders,” says Carstensen. “We see the partnership approach  
as an innovative way to achieve our goal of promoting  
sustainable development, but I think it is still important that 
other avenues and strategies continue to be explored.”

While NGOs continue to come to terms with their consolidated 
worth and weight in global decision-making, they are also 
increasingly being subjected to the same kind of scrutiny that 
they have in the past subjected businesses and states. Que-
stions are being asked about whom they should be account-
able to, whether they practice what they preach in their own 
internal procurement procedures and whether or not they 
misrepresent those they claim to speak for.

Time will tell whether engagement is a passing fashion in the 
NGO world or whether it is here to stay. But there is no que-
stion that increasing numbers of NGOs are using engagement 
strategically to help them achieve their very diverse objectives.

1 2 3 4 From confrontation to engagement
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The right to know
With purchasing power in their hands, European consumers are getting involved 

The facts are familiar. One in five Europeans claims to be 
very willing to pay more for products that are socially and 
environmentally responsible, according to research by MORI. 
Moreover, consumer boycotts have in the past significantly 
dented company turnover by up to 70%. On the other hand, 
consumers don’t seem to walk the talk when presented with 
cheaper alternatives, and consumer boycotts can disappear 
as quickly as they appeared. Whatever the verdict, there is no 
question that consumers are increasingly being asked about 
their opinions and concerns on social and environmental 
issues.

“Yes there is a gap between what consumers say and do,” says 
Melanie Peters of Consumentenbond, the Dutch Consumer 
Association. “Mostly, this has to do with trust. People in the 
Netherlands trust the government, more so than in any other 
country in Europe. They trust that products on the shelves are 
OK. They do think it is very important that products are pro-
duced in a responsible way, but they don’t feel they can make 
a difference in this area because they assume that the govern-
ment and also the shops that are selling the products have 
already made sure of this.”

And this is just what is starting to happen. Shops are going to 
greater extents to screen their products and governments all 
over Europe are looking at ways to secure consumers’ right 

The right to know 1 2 3 
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to know. In Italy, social responsibility criteria are being added 
to Coop Adriatica’s product testing while Consumentenbond 
wants to empower Dutch consumers into being able to make 
their own informed choices.

Social screening
With 13 hypermarkets and 115 supermarkets, Coop Adriatica 
is Italy’s biggest retailer. Since the early 1990s, they have 
actively developed an ethical code, reported on their social 
impacts and established an ethical commission. “Our consum-
ers are very sensible to social and environmental issues,” says 
Walter Dondi, Director of Coop Adriatica. “We have actively 
engaged with them on these issues in the last 10 years, and 
they have become very aware as consumers. They especially 
ask for information on environmental policies, workers’ rights 
and product safety.”

As a cooperative, Coop Adriatica is committed to serving  
their members and customers, systematically including them 
in their testing of products. In 2002, 960 consumers took  
part in the testing of products, with 12 new products being  
introduced in the year. Coop Adriatica has a two-pronged  
approach to dealing with social and environmental issues.  
On the one hand, they plan to introduce social criteria 
into the processes of screening products that consumers 
participate in. On the other, they receive proposals for a 
number of social projects from the communities in which 
they operate. The proposals are then reviewed by a panel 
including their consumers using criteria including: whether 
or not the proposal has a multi stakeholder approach, who 
the beneficiaries are and whether the proposal is realistic. 
An average of 15 projects per year are chosen.

“We are committed to dialogue with and inclusion of our 
principal stakeholders as a matter of strategy,” says Dondi. 
“In the past year we have especially engaged directly with 
our employees about working conditions as well as set up  
a dialogue with communities and local suppliers in the areas 
where new supermarkets have been opened in order to 
understand needs and expectations.”

With hypermarkets steadily taking over market shares for the 
sale of many products, the potential influence of cooperatives 
and retailers is huge. And if consumers continue demanding 
more transparency and information on whether or not a 
product is socially or environmentally responsible, companies 
and governments will be forced to listened to their concerns.

Informed choices
While the potential for consumer influence is huge, new 
research from the United Kingdom’s National Consumer 
Council shows that consumers are not necessarily wielding it. 
Their July 2003 report on sustainable consumption finds that 
consumers have a positive, but passive view of responsible 
consumption. Convenience in a stressful daily life and habit 
are cited as some of the biggest barriers to buying responsible 
products as well as an assumption that these are always more 
expensive.

“On the one hand, consumers don’t have enough information 
on the issues to understand them and they don’t have enough 
information to know whether one product is better than an-
other,” says Melanie Peters. “On the other, they are drowning 
in all the labels that are out there on the shelves. So they of-
ten come to us as a consumer organisation for answers.”

“The consumers’ right to know has 

already been defined within the 

United Nations, and what we want 

to make more explicit is that this 

should also include the right to know 

how products were made and what 

the social and environmental impacts 

of production were.”

Melanie Peters,  
Consumentenbond, The Netherlands
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come to the conclusion that there is currently too little infor-
mation available. “The consumers’ right to know has already 
been defined within the United Nations, and what we want to 
make more explicit is that this should also include the right to 
know how products were made and what the social and envi-
ronmental impacts of production were,” says Peters.

The challenge will be to break the old habits of consumers as 
well as to find innovative ways to allow consumers to make 
informed choices even when pressed for time. Screening of 
products by both consumer associations and retailers has a 
great role to play in this, as it seems that ideally what con-
sumers want is to be able to freely choose between products 
which have all been produced in a socially and environmen-
tally responsible fashion.
 

The right to know 1 2 3 

The Dutch Consumentenbond is working for their members 
in two specific ways on issues of social and environmental 
responsibility. Firstly, they have initiated a number of pilot 
studies to look at CSR issues in different sectors of industry, 
including meats, jogging shoes, washing machines, and hi-fi 
stereos. By 2005, the goal is to integrate CSR aspects into half 
of their product testing. “Of course we know that we can’t 
cover every single product, but what we can do is to make 
sure that the different sectors feel they are being watched, and 
know that we do care and that we are going to give informa-
tion about their practices to consumers,” says Peters.

At the point of purchase, Consumentenbond advocates for 
a passive information duty to disclose rather than labelling. 
Through their extensive research, Consumentenbond has 

“Our consumers are 

very sensible to social 

and environmental issues.”
 
Walter Dondi, Coop Adriatica

“Consumers are drowning in all the labels that are out there on the shelves”
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Stakeholders consult
NGOs, trade unions, employers’ organisations, companies and governments hammer out ethical guidelines

What might have been inconceivable not too many years ago 
is becoming reality in more and more European countries. 
Constructive talks between NGOs and companies, between 
governments and trade unions to look at how our behaviour 
can ensure the best possible working conditions for the  
people who produce the goods we consume.

In Finland, Norway and the United Kingdom, national multi 
stakeholder initiatives have in the past years been set up to 
address ethical concerns in business practices. Common to 
these otherwise different initiatives has been a belief that  
dialogue and engagement will lead to more visible results 
than confrontation and conflict. This is not to say that con-
frontation is a thing of the past, but when there is a job to  
be done then innovative solutions are always in demand.

Stakeholders consult
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“To be discussing these things would have been unthinkable 
only 10-15 years ago,” says Terje Kalheim about the Norwegian 
Confederation of Trade Unions, LO’s participation in Norway’s 
Initiative for Ethical Trade. “When so many different groups 
and interests meet, it is not going to be easy to agree on com-
mon platform. On the other hand, if we are all firm in our 
convictions about making the world more just, then it should 
be possible to enter into strategic alliances that we didn’t  
believe were possible before.”

Minimum standards
The initiatives for ethical trade in the United Kingdom and 
Norway have both set themselves the goal of making the 
production of goods in developing countries ethically  
responsible. In Norway, companies, trade unions, employ-
ers’ organisations and NGOs have developed what they call 
‘Plakaten’ – a declaration of intent, which describes intentions, 
goals and commitments in three key areas. These include a  
set of minimum standards for workers’ rights, local com-
munities’ rights and environmental considerations in pro-
duction, a set of buyers’ criteria for giving priority to socially 
responsible products, and a set of objectives for improving 
working conditions.

“As a consumer organisation and as a substantial importer 
of goods from the developing world, we feel that it is our 
responsibility to oversee the social state of affairs at produc-
tion sites,” says Svein Tevasvoll of Norway’s largest retailer, 
Coop Norge. “We see the initiative for ethical trade as a forum 
where we can meet and discuss issues relating to ethical trade 
with NGOs rather than meeting them through confrontations.”

In the past couple of years, media campaigns that expose 
questionable company practices in the developing world are 

increasingly being supplemented by or even replaced by 
active engagement to improve production conditions. “You 
can’t push for the adoption of labour codes of conduct or for 
independent verification unless monitoring and verification 
facilities exist,” says Sumi Dhanarajan of Oxfam, a founding 
member of the UK Ethical Trading Initiative. “And the only 
way as an NGO that we could see that happening was to be 
able to engage our partners in the process – to work with the 
key actors, in this case the companies and the trade unions.” 
While most NGOs will reserve the right to campaign and to 
be at odds, engagement is increasingly seen as a strategic 
means to achieve concrete goals.

Terje Kalheim of Norwegian Confederation of Trade Unions 
shares this pragmatic view: “Our job is to oversee workers’ 
rights, so wee see the initiative for ethical trade as a good way 
to improve working conditions in many of the countries that 
Norwegian companies import from. Since we don’t have any 
laws with which to put pressure on companies, it is important 
that trade unions, NGOs and other organisations continue to 
push for better conditions through engagement.”

Ethical Forum
In the autumn of 2000, a number of Finnish organisations 
suggested that an ethical discussion forum to further ethical  
responsibility in business practices be established. This 
suggestion led to the formation of the Finnish Ethical Forum 
which held its first meeting in June 2001 with 40 represen-
tatives from the church, NGOs, trade unions, government, 
companies and employers’ organisations. The Forum “aims 
to bring together different points of view, exchange thoughts 
and via cooperation find new ways to evolve corporate social 
responsibility.” Issues tackled in forum meetings come under 
the two broad headings of human rights and environment.

Stakeholders consult
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“As is the case in other Nordic countries, Finnish society is 
pretty small, we all know each other,” says Jouko Kuisma, 
Senior Adviser with Finnish retailer Kesko. “Rather than argue 
about these issues, we prefer to meet each other and discuss 
them constructively.” Forum members signed a declaration in 
June 2001 that urged Finnish companies to draw up ethical 
codes of conduct and to report on their social and environ-
mental performance annually as a matter of competitiveness.

Many companies in Finland and all over Europe have in recent 
years introduced stakeholder consultations into their business 
strategies, so NGOs and other organisations can find them-
selves invited to many company roundtables on similar issues. 
“The Forum is a very useful way of organising stakeholder con-
sultations,” says Kuisma. “We at Kesko want to meet with these 
organisations in any case, so rather than only consulting on  
a company basis, this gives us an opportunity to meet them 
collectively, together with other companies and organisations.”

As in Norway and the UK, the formation of the Ethical Forum 
in Finland has been a consolidation of engagement between 
stakeholders. “We have all been discussing these issues for 
a number of years internally within our organisations,” says 
Janne Ronkainen of Reilu Kauppa, the Finnish Fair Trade  
Association. “ But in the past couple of years we have seen  
a move towards increased discussion between stakeholders  
as a means to develop common understandings and to get 
results that take heed of our different points of view.”

Long way to go
Notwithstanding the positive results from such multi stake-
holder initiatives so far, there are still a number of challenges 
to be addressed. And the various stakeholders are not neces-
sarily in agreement on how these can be met.

“In the beginning there was a big push just to get companies 
involved and committed,” says Sumi Dhanarajan. “But one of 
the crucial things the Ethical Trading Initiative has yet to ad-
dress is how it should sanction companies that are not living 
up to the obligations that they have committed to. There are 
violation guidelines, but the bite has not kicked in and we 
know there are companies that have the resources to be doing 
what they have committed to, but are not yet investing those 
resources.” The risk is that consumers and the public will grow 
weary of a seemingly NGO-sponsored initiative that doesn’t 
seem to have any consequences for companies who fail to live 
up to their commitments.

“Now that we have committed ourselves to the minimum 
standards, we are working to commit our suppliers to these 
standards and to introduce these standards as criteria for our 
own bulk purchasing and for our joint Nordic procurement 
organisation,” says Coop Norge’s Svein Tevasvoll. This process 
can take time, but especially NGOs and trade unions feel that 
it is very important that companies are transparent about 
their progress and setbacks.

Stakeholders consult
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“It is important that this is not just about image for companies 
but that following ethical guidelines and reporting on social 
impact at production sites really become part of a company’s 
responsibility so that we can see the results for ourselves,” says 
Terje Kalheim. “So far we can be encouraged by the number 
of companies who have become involved, but if we are to be 
honest then the tangible results have yet to be seen.”

For Janne Ronkainen, all stakeholders face the challenge of 
learning how to work with new stakeholders. “Of course we 
do have internal disagreements about whether we as NGOs 
are selling our souls when engaging with companies, and I’m 
sure there are similar internal debates among other stake-
holders,” he says. “Whereas companies and employers’ organi-
sations are used to engaging with trade unions, NGOs are a 
relatively new addition to discussions on issues of responsible 
business practice, so we are all still learning how to deal with 
one another.”

As such European multi stakeholder initiatives leave their 
infancy behind, the real test of tangible improvements of 
working conditions in developing countries remains. This will 
require further multi stakeholder cooperation to report on, 
measure and compare experiences. In the meantime, different 
stakeholders will have to come to terms with new strategies of 
constructive engagement.
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“You can’t push for the adoption 

of labour codes of conduct or for 

independent verification unless 

monitoring and verification facilities 

exist. And the only way as an NGO 

that we could see that happening  

was to be able to engage our partners 

in the process – to work with the  

key actors, in this case the companies 

and the trade unions.”

Sumi Dhanarajan, Oxfam
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The benefits of inclusion
Stakeholders pool resources to solve local social challenges

The social bottom line has been notoriously elu-
sive when it comes to quantifiable measures of 
success or failure. Whereas the turnovers, profits, 
assets, CO2 emissions and energy consumption 
of financial and environmental bottom lines are 
relatively solid indicators, how can inclusiveness, 
motivation, personal development and openness 
be measured? There are of course unemployment 
statistics, relative poverty figures and homeless 
numbers, but for the local organisation or compa-
ny such benchmarks can appear unconstructively 
overwhelming.

Nevertheless, small cross-sector partnerships or 
multi-stakeholder initiatives are starting to appear 
all over Europe to tackle concrete social problems. 
In Spain and Italy, companies, NGOs and public 
authorities are showing how a little bit of fresh 
thinking can go a long way.

Working in partnership
In a 2003 report on a total of six such Local Part-
nerships in Europe by The Copenhagen Centre, 

Every local community has its social problems. How to integrate those who are on the margins, how to keep 

hold of those who are at the risk of falling out? While the conviction of welfare Europe – that ‘social cases’ 

are the responsibility of the state or civil society – probably still prevails, there are a growing number of multi 

partner approaches to social challenges all across Europe.
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authors conclude that further to tangible gains such as new 
jobs, one should not neglect the wider societal gains that 
new social partnerships can bring. These include promotion 
of a change in ‘traditional’ thinking by local actors, removal 
of stigmatisation barriers and increased self-esteem among 
beneficiaries. So while there may be a ‘business case’ for com-
panies to participate in social partnerships, there is just as 
importantly also a ‘societal case’ and this needs to be reflected 
in our understanding and measuring of ‘benefits’ and ‘success’.

In Madrid, restaurant and retail company Grupo Vips has 
since 1999 worked to offer employment opportunities to mi-
norities, including migrants, disabled and offenders. Rather 
than taking on this task alone, Grupo Vips decided to work 
together with public authorities and NGOs. Their programme 
now offers jobs to 2,440 immigrants which is 40% of their en-
tire staff.

“It would not have been possible for us to carry out this pro-
gramme without the help of our partners,” says Miguel Angel 
Garcia, Director of Human Resources at Grupo Vips. “The pub-
lic authorities have helped us with administrative procedures 
and ensured that our objectives were in line with societal 
objectives. And the NGOs have helped us understand the 
distinctiveness of each one of the marginalized groups that 
we have worked with, they have helped us with identifying 
potential beneficiaries and also with vocational training for 
them. This kind of training is often crucial for later integration 
into the labour market.”

The example is typical in its pooling of resources in the 
pursuit of different objectives. In this case societal and busi-
ness objectives are complementary, the need for motivated 

labour is matched by a need for employment opportunities 
by groups who otherwise have difficulty finding employment. 
“Working together in partnership has allowed us to focus on 
certain groups of people and to be able to tap into their re-
sources,” says Garcia.

Grupo Vips, who received Fundación Empresa y Sociedad’s 
award for the best programme on employment and social 
inclusion in 2003, would recommend other companies and 
partners to follow their example. “Once objectives have been 
defined, it is much easier to achieve them with the help of 
different social actors,” says Garcia. “Moreover, it opens up 
companies to new ways of thinking and acting, bringing us 
closer to the realities of society. This is important for companies.”

Work-life balance
Chandelier-makers, Prisma from northern Italy face a unique 
challenge. With 109 women workers out of a total of 180, and 
an average worker age of 36, combining family life with work 
is a problem shared by many. So, when Prisma’s management 
asked their employees through a survey what they saw as 
their number one priority, possibilities to place their children 
in a nursery school close by was at the top.

As a result, Prisma entered into a partnership with the ‘Spazi 
educativi’ cooperative and public authorities in an effort to 
help their staff improve their work-life balance. “We brought 
in resources, a building site and project management skills, 
while Spazi educativi helped us with guidelines for creating a 
child-friendly environment and local authorities assisted by 
facilitating licences for our operation,” says Lorenzo Maineri, 
PRISMA’s Technical Executive. It only took nine months from 
the priority having been identified by employees to the open-

The benefits of inclusion
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ing of the nursery school close to Prisma’s production site. 
The partnership helped meet a number of objectives:  
The employees’ wish to have a nursery school close enough 
to enable them to meet with their children during lunch time, 
the need to help alleviate the chronic shortage of public and 
private nursery schools, and to help ensure that mothers 
weren’t pressured off the labour market.

Similarly, and also in Brescia, the much larger ‘Ospedali Civili’ 
di Brescia health institution was facing similar problems with 
over around 350 child births per year among their 2,750 em-
ployees. In cooperation with the Elefanti Volanti cooperative, 
Ospedali Civili opened a nursery school which catered for the 
needs of mothers who had shifts anywhere between 6.30 am 
and 10.00 pm. With the expertise of the Elefanti Volanti, the 
nursery school was organised to ensure that the children’s 
needs were in focus, which in turn kept employees more re-
assured. Since the project started in 2000, the Ospedali Civili 
has noticed a clear reduction in staff turn-over as well as im-
proved employee relations.

The societal case
Close by, in Milan, a pioneer project has begun to look at how 
companies and the public authorities can work together to in-
tegrate mentally disabled into the labour market. The project 
aims to gather experiences from how mentally disabled fare 
in different working environments, from industrial to serv-
ice settings. Some companies (ABB, Janssens, Serist, AMSA, 
Adecco, Siemens and others) have teamed up with Sako and 
hospital the public authorities of the Province of Milan to 
develop a model and methodologies that will be helpful for 

other companies in the future. The project will review the  
experiences of the first year in mid 2004 with a view to gath-
ering best practices.

“What is important in this project is that public and private 
actors are working together to help achieve the goal of giving 
the mentally disabled a chance, to help integrate them into 
society through the labour market,” says Gianfranco Romano, 
the project’s coordinator from Italian business network, So-
dalitas. And this is perhaps the lesson that is to be learned 
from the many multi stakeholder partnerships that are crop-
ping up throughout Europe, similar to the ones in Spain and 
Italy described here. There is not only a business case for 
helping people into employment, but there is just as impor-
tantly a societal case, as employment is often the best means 
for promoting social inclusion.

While the many individual partnerships and cross-sector 
cooperations are perhaps insignificant by themselves when 
measured up against national or regional unemployment and 
poverty numbers, the intangible gains are arguably just as if 
not more important. As Miguel Angel Garcia of Grupo Vips 
points out, such projects can be instrumental to changing 
the ways people think and act, to help break the monotony 
of habit when dealing with challenges of social inclusion. 
Whether a multi stakeholder partnership aims to integrate 
ethnic minorities or to retain women on the work force or to 
give mentally disabled a chance on the labour market, the 
goals are similar – to address mechanisms of exclusion to see 
if these can be overcome.

The benefits of inclusion 1 2 3 
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The negotiating 
table gets bigger 

as new actors 
are invited to help 

set social and 
economic agendas

Amidst soaring inflation, unemploy-
ment and budget deficits, the Irish 
government initiated a process that 
would lead to the country’s first Social 
Partnership Agreement in 1987. The 
government invited the ‘three pillars’ 
of Irish society – employers, trade  
unions and farmers – to the nego-
tiating table to try to breathe life  
into Ireland’s faltering economic and 
social development.

“From the beginning, we argued quite 
vociferously that this process was 
omitting a group of people about 
whom decisions were being made,” 
says Father Sean Healy of the Con-
ference of Religious (CORI) Justice 
Commission. “We identified the unem-
ployed, the poor and women as three 
key groups who were not at the table 
despite the fact that they were in fact 
impacted upon by the process and the 
decisions made.”

Multi  stakeholder social  dialogue

All over Europe there has been an increasing number of calls to broaden and open 
up national social dialogue to include a wider group of stakeholders. Globalisation 
processes, new economic and social realities and growing pressures from civil society 
have forced countries to rethink their strategies for competitiveness, sustainability and 
social inclusiveness. In Ireland and Belgium, initiatives at the national and regional 
level are demonstrating possible ways forward.

Towards a multi-stakeholder approach
A 2002 study prepared for The Copenhagen Centre on the role of employers and trade 
unions in multipartite social partnerships, showed how the more traditional bipartite 
and tripartite social partnerships are increasingly being supplemented by multipartite 
cooperation to solve concrete social problems all over Europe. According to the report, 
these partnerships are entered into because no single actor would have the resources 
and skills to solve the problem alone.

After persistent lobbying, the Irish government decided to recognise a fourth pillar 
in the social partnership process in 1996. Representatives from the ‘community and 
voluntary sector’ were invited to the negotiating table to speak the case of the poor 
and excluded – those who were not sharing in the benefits of Ireland’s phenomenal 
growth and prosperity.

“The party political process had failed throughout the 1980s to address issues of  
poverty, inequality and social exclusion,” says Father Sean Healy, a representative of 
the ‘community and voluntary’ pillar in the negotiations. “The social partnership  

Multi stakeholder social dialogue
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process recognises that while parliamentary democracy can 
go a fair bit of the distance on delivering what is good for 
society, it cannot do it alone. It needs the cooperation of other 
elements of society, and in terms of the issues addressed by 
social partnerships, the pillars of social partnership as identi-
fied in Ireland (employers, trade unions, farmers associations 
and the community and voluntary sector) are crucial for the 
Irish context.”

While there are differing opinions on how big a role the  
Social Partnership Agreements, which are renegotiated every 
three years, have played in Ireland’s dramatic economic and 
social turn-around over the past 20 years, most agree that 
they are not without significance. “People have maybe at 
times attributed more of Ireland’s success to the partnership 
process than perhaps, strictly speaking, it deserved,” says Brian 
Geoghegan of the Irish Business and Employers Confederation. 
“However, as a sort of facilitator, the partnership process has 
undoubtedly helped create the stability and the industrial  
relations environment within which modernisation and 
change could proceed.”

Broadening social dialogue
In Belgium, the Flemish Minister of Employment, Renaat 
Landuyt, recently called on businesses to rethink their rela-
tions with stakeholders as a way to come up with innovative 
solutions to the challenges of employability and learning. 
At a conference in June 2000, 400 people took part in the 
launch of the Trivisi Initiative.

“We believe very much in network politics, in trying to see 
where the energies are in society and to allow them to come 

out, to share the responsibilities,” says Els Reynaert of Minister 
Landuyt’s cabinet. “The Trivisi Initiative reflects an open and 
bottom-up approach, where the government acts more as 
facilitator than regulator. If you are trying to change behaviour 
then it is not through regulation that you do this, rather it is 
by raising awareness and by talking together. Of course, what 
comes out of it could inspire regulatory frameworks, but for 
now it is important to allow space for innovation.”

In its first two years, the Trivisi Initiative has established 
three pioneer working groups on lifelong learning, diversity 
management and stakeholder management. The initiative 
has already resulted in a ‘Trivisi box’ which includes a range 
of manuals, toolkits and experiences on the three key issues 
which is available for interested companies.

“In Belgium, our social dialogue is already very structured 
and well incorporated into laws, so it is something that we are 
very familiar with,” says Sabine Denis of the King Baudouin 
Foundation who have been a part of Trivisi’s pioneer group 
on stakeholder management. “What initiatives like Trivisi are 
doing is broadening the social dialogue, broadening the range 
of partners that you are talking to.”

Learning to negotiate
The new social partnerships that are emerging as more actors 
get involved have of course brought with them a demand for 
new skills from all parties. Governments have to move a way 
from traditional command and control approaches towards 
more facilitating roles, businesses have to introduce stake-
holder relations as a strategic component of their business 
operations, while civil society organisations have to come to 

Multi  stakeholder social  dialogue
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“It is very dangerous to over  

structure because then you lose 

the energy and creativity that is  

important for innovation, but  

at the same time there has to  

be enough focus and enough  

results-oriented processes, so its  

really about finding a balance  

in a chaotic process.”

Els Reynaert of  
Flemmish Ministry of Employment
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terms with the responsibilities that follow from being a part 
of decision-making processes.

“We have to learn how to deal with balancing the different 
stakes of different stakeholders, how to find equilibriums, 
and this requires a process approach and a lot of ownership 
from actors in society,” says Els Reynaart. Father Sean Healy 
has a very pragmatic view of such a balancing act: “Shar-
ing your views on the way things are doesn’t mean that you 
have to give up your analysis. What we do is we sit down to 
try to get the best estimate of what is possible, first of all by 
identifying what the key problems are and secondly what 
can be done to tackle them. It doesn’t mean that we have to 
agree on our views of the future of society. We reserve our 
judgement and we will continue to argue for our view of the 
world, but we can nevertheless sit down together and make as 
much progress as we can on particular sets of issues and take 
it from there. The choice is not between what is on the table 
in terms of a national agreement and utopia, its between the 
choice of what’s on the table and not having an agreement.”

The approach of the different partners to such stakeholder 
processes are of course different. Xavier Baetens of the Vlerick 
Leuven Management School in Belgium who has helped 
train Belgian companies in stakeholder management, argues 
that businesses should move away from seeing stakeholder 
management as an add-on to seeing it more as a strategic 
issue. “Otherwise we risk companies staying away from the 
stakeholder table in times of economic downturns,” he says. 
For example, rather than as an unnecessary extra burden, 
Brian Geoghegan of the Irish Business and Employers Con-
federation sees the Social Partnership Agreements “as an 

important strategic mechanism to help create stability and a 
good environment for business.”

Now that they have been invited onboard, civil society 
organisations are also having to settle into their new role.  
“It is much easier to be outside these processes than to be 
inside them, and I’m speaking from experience,” says Father 
Healy. “It is very easy to provide analysis, propose ideas and 
protest with no responsibility in the process. It is much more 
difficult to provide the analysis and then be party to a set 
of decisions saying ‘this is what we will try to achieve, this 
is what we will do to achieve it, and this is how we will try 
to pay for it’. To have to take responsibility for what is done 
forces each partner to look at their own positions very clearly, 
as they have to be able to defend those positions quite  
coherently.”

For Els Reynaert of the Flemish Ministry of Employment, the 
challenge for government is to allow space for innovation 
while ensuring results. “It is very dangerous to over structure 
because then you lose the energy and creativity that is im-
portant for innovation, but at the same time there has to be 
enough focus and enough results-oriented processes, so it’s 
really about finding a balance in a chaotic process.”

Social dialogue in Europe is broadening, and the different 
actors in society are having to come to terms with new roles 
and new challenges. Multi stakeholder approaches seem to  
be the preferred choice of the day, but time will tell whether 
the increased number of partners are up to the challenge of 
negotiation, compromise and cooperation.

Multi  stakeholder social  dialogue
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Stakeholder engagement 
in the enlargement process
CSR: From Dialogue to Action in the First-wave Accession States 
- some lessons for countries not in the Accession pool?

Whilst it is fair to say that the notion and practice of CSR in 
the former Communist states of Europe is neither as deeply 
engrained nor as widespread as in other parts of the conti-
nent, a momentum has been building and is set to continue 
to build as Accession draws closer. 

Not so long ago, the term ‘stakeholder dialogue’ would have 
been little understood in the region. The ‘silo’ mentality was 
alive and well, meaning that governments believed their 
role to be the direct deliverers of all things essential to the 
well-being of their citizens – health and education, essential 
services such as water and sanitation, environmental protec-
tion, security and pensions, for example. The state was even 
the owner-manager of all forms of enterprise under the old 
regime. The introduction of new actors in society – private 
business and civil society organisations, international agencies 
and a free media – created new dynamics and eventually a 
new sense that the governmental role and extent of responsi-
bility would have to change. Although governments generally 
in Central and Eastern Europe (CEE) continue to be cautious 
about how to share responsibility for the social agenda in 
their countries, there are signs of new thinking and practice, 
emulating not only experience from the more mature democ-
racies of Europe, but also from the transitioning economies 
themselves, even beyond the first-wave Accession states.

Campa ign  Repor t  on  Eu ropean  CSR  Exce l l ence

Stakeholder engagement in the enlargement process 1 2 3 4 5 6 7 

By Susan Simpson, IBLF
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The most fundamental tool of CSR is “stakeholder dialogue”, 
which is an interactive process of meeting stakeholder ex-
pectations through an agreed framework. When international 
companies first started to explore opportunities for their busi-
nesses in CEE, building relations with different stakeholders 
was problematic. In an unfamiliar environment, especially 
one where expectations of society were difficult to gauge 
because the norms of the most developed consumer-driven 
societies were not yet established, companies often sought to 
import and wholesale processes and behaviour patterns from 
elsewhere. In other words, they tried to re-create what they 
were familiar with, assuming that what had worked elsewhere 
would naturally be applicable in CEE. It didn’t always work. 

With most companies turning to the traditional philanthropic 
model to express their commitment to society, the cheque-
signing mentality demanded little more than choosing a 
‘deserving’ cause – the orphanage or local sports team being 
particularly popular. The exponential growth in the number 
of civil society organisations in the first few heady years after 
the fall of Communism meanwhile presented a bewildering 
picture for multi-national corporations newly investing in 
the region. Levels of competence and trustworthiness among 
the new civil society organisations (CSOs) varied dramatically, 
but with no track record and no experience on the part of the 
company in engaging with CSOs in the region, mistakes were 
easily made. 

Initially, many of the CSOs had emerged from the vestiges of 
the protest movement that had seen the removal of the Com-
munists, and their attitude towards any form of authority 
– business, government or otherwise – was generally hostile. 
The notion of a strategic partnership with the enemy – in this 
case, business – was simply dismissed out of hand. At the 
same time, the newly emerging civil society groups jealously 
guarded their territory, including their  
financial supporters, which led to missed opportunities on  
the part of businesses to forge alliances with effective multiple 
partners, which might have led to speedier and bigger impact 
when tackling a key social need.

Has much changed in the intervening years? The answer is 
‘yes’ in many ways, although there is still a long way to go 
in harnessing the full potential of CSR to address the socio-
economic challenges of the region through partnerships and 
stakeholder dialogues. On the other hand, in IBLF’s experi-
ence, there has been a great deal of learning through the 
process of creating a CSR framework in CEE from which has 
emerged some excellent examples of social partnership in-
novation. 

Stakeholder engagement in the enlargement process 1 2 3 4 5 6 7 
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Some Indicators of Progress are:

■   A wide range of individual companies have developed a more sophisticated and more integrated approach to CSR in 
the region, with the leading companies influencing the behaviour of their business partners and suppliers, in addition to 
stirring the competitive instincts of their business rivals to raise their standards. 

■   Stakeholder dialogue is playing an increasingly important role in shaping company policy and practices, with a more 
systematic approach to engaging in dialogue becoming apparent in the last couple of years in particular.  

■   Government is a more visible partner with business around key issues such as educational policy, job creation and 
opportunity, enterprise development, health, the environment and even corruption.    

■   There is a visible network of business-led intermediaries in the region, which are admirably playing the dual role of 
bringing companies together in a collective effort to address specific societal issues through practical initiatives, that 
go way beyond mere legal obligation; as well as offering awareness-raising events, training opportunities, conferences, 
workshops etc as a way of building local capacity through peer-to-peer exchange of good practice and ideas.

■   There is a growing level of competence in the region, over and beyond that of commercial consultancies, to be able 
to convene groups of stakeholders and to facilitate effective dialogue that will result in concrete partnership-based 
programmes of activity.  

■   Approaches to the communication of company CSR strategies and impacts are being refined, and moving firmly away 
from a simple PR and marketing exercise.  The reporting framework offered by Global Reporting Initiative is winning 
converts, and is enabling sensible comparisons to be made across sectors, whilst being flexible enough to allow individual 
companies to continue to impose their distinctive stamp on what they report on and how they communicate it.

■   A growing number of senior management positions within companies are being created which have as a key part of their 
remit, responsibility for stakeholder relations and CSR.

 41
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Developing Codes of Conduct and Improving Business Standards   

■   Business Ethics Standard – Bulgarian Business Leaders Forum (BBLF)
Drawn from the experience and practice of the BBLF membership, this initiative aims to improve management and 
governance practices among all companies operating in Bulgaria. 

■   The UN Global Compact - CEE regional
The UN Global Compact calls on business leaders to embrace and implement in their own spheres of influence a set of nine 
universally agreed principles in the areas of the environment, labour and human rights. The Global Compact has since been 
launched in a number of countries around the world, including CEE. 

■   Good Governance and Anti-corruption – CEE regional
IBLF, and its partners on this theme - the UK Government’s Department for International Development, Transparency 
International, Control Risks Group, International Alert, Integra, Russian Investor Protection Association, and individual 
companies – have been undertaking research and practical initiatives across the CEE region, in particular in Poland, Hungary, 
Czech Republic, Azerbaijan and Russia, to try to determine what companies can do, in partnership with other companies, 
government and with NGOs, to actively promote good governance and  to take practical steps against corruption. 

■   The Russia Partnership for Action on Corporate Governance and Social Responsibility
Launched in October 2003, the Russia Partnership is a joint venture between the IBLF and the Moscow-based Investor 
Protection Association. Its aims are:
-   to mobilise international and Russian businesses behind the drive to improve corporate governance practices – including 

corporate social responsibility - in Russia
-   to develop and promote a network for practical exchange of experience and practice, manager to manager
-   to build skills and capacity in business, public institutions and among NGOs to work in partnership on practical CSR programmes

Stakeholder engagement in the enlargement process 1 2 3 4 5 6 7

Rather than focus on individual companies and their approach to stakeholder dialogue, this overview primarily features activities 
developed by the range of ‘business in society’ intermediary organisations active in the region, as well as selected programmes  
of international organisations such as the UN and World Bank.  These organisations have had particular success in stimulating  
collective partnership action around a range of CSR-related issues of particular relevance to CEE, as detailed below:

From dialogue to action 
– innovations in Central and Eastern Europe
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Business Education Partnership Initiatives 

■   Student Career Advice Project – Bulgaria
Organised by BBLF, AIMS Human Capital Bulgaria, in collaboration with the Interuniversity Centre for Career Development 
and the University of National and World Economy (UNWE), students are introduced to key aspects of business operations 
within different business sectors.

■   Manager Shadowing – CEE Regional: Czech Republic, Hungary and Poland
The Manager Shadowing Programme gives final year economics and business students a chance to ‘shadow a manager’ for  
up to two weeks, to learn in practice what being a manager is about. It is demonstrating how collective action by businesses 
as corporate citizens can improve employment practices, reduce unemployment and win positive reputation for businesses. 

Employment and Equal Opportunity issues

■   Opportunities for Minorities – CEE Regional: Hungary, Poland, Czech Republic
Throughout the region, employment opportunities for minority groups are too few and fraught with prejudice - be they 
Roma, the educated over 50s, or women.  The issue has been addressed by the Business Leaders Forum network in a variety 
of ways, from events aiming to raise awareness of the problem to training workshops, to attempts to work with groups of 
young Romanies to develop their enterprise skills and possibly set up business. 

■   Autokreacja – Poland 
Autokreacja is a programme for people who have been unemployed for at least one year. It aims to help them re-gain their 
confidence and develop an effective approach to finding a job or developing their skills.  Coordinated by the Autokreacja 
Assocation in Poland, a wide range of companies have supported the programme financially, as well donated manager time  
as trainers and counsellors. 

Enterprise and Youth Development

■   Youth Business – CEE regional
IBLF has developed a highly successful youth business programme, focusing on young people from disadvantaged back-
grounds, which now operates in some 20 different countries around the globe.  Currently, there exists only one such 
programme in CEE – ‘Eletpalya’ in Hungary.  It is nevertheless very clear that there is a great need and potential across the 
region to instigate similar youth business programmes in other countries in the region, and interest in the idea is growing 
dramatically.  New programmes are in development in Poland, potentially in Russia and Bulgaria, and a start has also been 
made in the Ukraine. 

Stakeholder engagement in the enlargement process 1 2 3 4 5 6 7  
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■   Creative Industries – Russia
IBLF has pioneered the development of a micro-enterprise culture in St Petersburg, building on Russia’s creative present rather 
than its historic past.  This is helping meet the strategic need for job creation and increased earnings through extending 
tourism programmes, sustaining traditional cultural institutions and developing design and marketing skills to revitalise 
Russian manufacturing. 

Community Regeneration and Well-being

■   Social Impact Project – Poland
Begun in 1996, and sponsored by the John Ryder Memorial Fund, the Social Impact project is run by the Autokreacja Associa-
tion and examines how 12 different towns in Poland have coped with the challenge of transition. The aim of the programme 
is to support socio-economic development of these towns through partnership with business, NGOs and local authorities.  
Other institutional partners in the programme include the British Chamber of Commerce, the School for Leaders, UNIDO, 
The World Bank, the Ministry of Culture and the Ministry of Labour. 

■   Health & safety in the workplace, including health education in the workplace – Russia
Under the umbrella of the Russia Partnership for Action on Corporate Governance and Social Responsibility, the first steps 
have been taken to develop a forum in which practical initiatives will be developed around key health issues, including 
health and safety standards in the workplace and the workplace as an effective place for health education. This can 
potentially cover a wide range of health-related matters, including communicable diseases such as HIV/AIDS, alcohol 
consumption, diet and fitness, female reproductive health, road safety etc.  Partners in the endeavour to date include 
business, business associations, WHO, ILO, and selected NGOs, such as the East-West Aids Foundation.  

Research and Recognition Schemes

■   Research, Croatia
IBLF and the Academy for Educational Development (AED) with MAP Consulting have teamed up to conduct a survey on 
CSR in Croatia. The survey, to be published end October, will assess the extent and characteristics of responsible business 
practices in the country and collect information on existing good practice and partnership initiatives . The survey results will 
be analysed and used to promote the concept and practice of CSR more widely within the country.

■   The Media for Society’ prize – Hungary
Launched in 2002 by the Hungarian Business Leaders Forum to encourage the media to report and write about best practices 
in the field of Corporate Social Responsibility and companies’ community engagement. 

Stakeholder engagement in the enlargement process 1 2 3 4 5 6 7
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Capacity Building for Partnership

■   DFID’s Partners in the Non-Profit Scheme (PNPS) programme – Russia
A series of grants enabled the IBLF to work with a range of partners in Russia – from St Petersburg, Moscow and Ekaterinburg 
– to raise awareness about the role of the private sector in meeting development goals, whilst remaining focused on business 
growth and opportunity. Outcomes included the first book in Russian on the social dimensions of business practice in Russia 
– and the rationale for it; case studies of good CSR practice in Russia; tools and training materials in Russian on building 
and managing cross-sector partnerships for sustainable development; successful capacity building of non-profit intermediary 
organizations to take the agenda forward. 

■    Introduction to CSR and sustainable development at business schools/universities – Croatia, Poland, Russia
There is a growing interest among the academic community and the student population to study the topic of CSR and 
sustainable development. The impetus is coming from across the faculty spectrum, but also includes business schools. Recent 
programmes have been developed with the Croatian Management Academy, at which a new MBA module was introduced, 
which went beyond the basic building blocks of managing a business, to include managing external relations and meeting 
the challenge of social and environmental management.  A two-day elective course on CSR and partnership building 
at the College of Europe in Warsaw was also run recently, and the Moscow School of Political Sciences has extended its 
international leadership programme to include CSR. 

The Next Challenge
CSR has undoubtedly played an important role in transforming Central and Eastern Europe. Along the way, some highly 
innovative, partnership-based programmes have been developed that have already been replicated in different parts of the 
world. The majority of companies are reasonably clued up on CSR – at least they are articulate in the language of CSR. What 
is often missing, however, is that sense of an all-pervasive set of values within the company that define every aspect of its 
approach to doing business.  Too much that passes for CSR in CEE is little more than a ‘tack-on’ – mere charitable giving.  
CSR is rarely equated with a well-honed corporate strategy and too often it is only ‘something for the good times’.  The 
challenges for CSR in the region therefore remain how to bring it from the margins to the mainstream, how to foster and 
harness leadership on CSR, and how to scale up CSR action at every level. 

Susan Simpson, Director, Europe and Regional Learning Network, IBLF
E-mail: susan.simpson@iblf.org
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Connecting the Dots
– national networks come together to form a European picture

A marathon of European CSR conferences links European CSR actors together

One of the pillars of the European Business Campaign for 
Corporate Social Responsibility has been a marathon of high-
level conferences in major European capitals. Since November 
2001, eleven national conferences have brought together over 
3000 participants, including some 200 business leaders from 
throughout Europe and beyond. By 2005, the Campaign will 
have travelled throughout Europe, and most of Central and 
Eastern Europe.

Led by CSR Europe’s network of National Partner Organisa-
tions (NPO), this marathon has played a significant role in 
reaching the overall Campaign objective of mobilising half a 
million business people and partners throughout Europe on 
CSR issues. Through these conferences, the campaign has also 
striven to reflect the rich diversity of practices which exists in 
Europe, while at the same time bringing home a unique mes-
sage - CSR: It Simply Works Better.

The Campaign has moreover contributed to strengthening the 
ties of the network partners, by allowing them for the first 
time to embark together on a truly European project. This has 
been the case particularly in countries where Corporate Social 
Responsibility was until recently little known. In such coun-
tries, the NPO network and in particular the Campaign event, 
has played a significant role in supporting the development 
of CSR, by sharing the experience, knowledge and capac-

Connecting the Dots 1 2 3 
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ity of network partners. According to Dimitris Papadopoulous, Managing Director of the 
Hellenic Network for Corporate Social Responsibility, created in June 2000: “As a result of 
the launch of the European Business Campaign on CSR in Athens in November 2001, the 
profile of the Hellenic Network for CSR was raised sharply: the network started to become 
the focal point on CSR issues in Greece, its membership tripled, several public and private 
institutions, universities and academics have asked for its support and collaboration on 
CSR issues.”

A European Charter of Agreement
The European network of National Partner Organisations (NPOs) was launched under 
the leadership of CSR Europe in order to better promote Corporate Social Responsibility 
among companies at national and European level, and in particular to constitute a truly 
trans-national business response to the European political agenda on CSR. The network 
has been expanding since the origins of CSR Europe in 1995, and is now present through 
Western Europe, and progressively in Central and Eastern Europe, creating unity in di-
versity by building upon the rich array of CSR approaches and practices. With some 1400 
members, this network of business-driven organisations builds upon the rich diversity of 
responsible business practices, to promote greater corporate social responsibility among 
companies, and to contribute to the stakeholder dialogue on CSR throughout Europe.

Building on what were initially informal partnerships, the network has grown and steadily 
formalised its structure over the years. A Charter of Agreement, which determines network 
structure and governance, is reviewed on a biannual basis by the Chairs of each partner. 
The role of these senior business leaders is to ultimately guide the network, creating a 
bridge between business leaders and policymakers in Europe. The network, which meets 
twice a year, is composed of director-level representatives from each NPO, and advised by 
a Facilitation Group made up of three NPO representatives, elected on a yearly basis. Pres-
ently, the Facilitation Group consists of Finnish Business in Society, Business in Society UK, 
and Fundación Empresa y Sociedad, Spain. The Facilitation Group supports the network 
secretariat, based in Brussels, in the strategic planning of the network. 

Striving to encompass a diversity in structures, areas of specialisation, experience and his-
torical origins of partners within their own country, the network builds capacity through-
out by encouraging the sharing of experiences and best practices. According to Marion 
Stoler, Programmes Director at the Spanish NPO Fundación Empresa y Sociedad: “relations 

with CSR Europe and its NPO network ensure that we form 
part of a truly European movement on CSR, by taking part in 
different campaigns and initiatives, as well as having direct 
access to updated, relevant information from experts in differ-
ent countries”.

Network partners engage in joint projects and programmes, 
provide expert products and specialised services to the busi-
ness community, and ensure that issues most relevant at the 
local and national levels are addressed at the European level 
(and vice versa). Of course, to do this, a key activity of the 
network is to share experiences and in particular cases of 
best practice, in order for all organisations to benefit from the 
knowledge and experience of their peers.

Connecting the Dots 1 2 3 
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The network’s Annual NPO Training Days offer partners an 
intensive 2-day capacity building and networking opportu-
nity. Here, NPOs share experiences and learn from each other 
how to strengthen their position as a convener of responsible 
businesses, and how to develop cooperation with policy mak-
ers, civil society organisations, and the media. 

A key area of cooperation for network partners is the promo-
tion of CSR among small and medium-sized enterprises. 19 
million SMEs represent 94% of businesses in Europe. Over 
half of the NPO network is working together to promote the 
business case for social responsibility among SMEs and to 
show why responsible business makes good business sense for 
small and medium-sized enterprises. This has led to the devel-
opment of the SME Key, an online support tool aiming to pro-
mote social responsible business practices among SMEs, and in 
particular to assist them in producing their first social report, 
which can be made available at an online database, if desired.

The NPO network has also been actively engaged in the Euro-
pean Multi-stakeholder Forum. By contributing experiences of 
businesses from throughout Europe, the partner organisations 
have fuelled the debate by illustrating to participating Euro-
pean businesses, employers, civil society organisations, trade 
unions and policy-makers, an array of practices.

Sharing experiences and expertise
In a network of growing size and diversity, there is a need for 
subgroups to be initiated in order to look in-depth into some 
key issues around CSR. Led and initiated by the national 
partners, these groups bring together NPOs interested in shar-
ing national experiences, enriching them through inspiration 

from neighbouring countries, and in some cases, exploring 
the establishment of common CSR tools and practices. This is 
particularly the case for the sub-group on Measurement and 
Reporting. The ultimate objective of the group, led by Busi-
ness in the Community Ireland is “To identify a framework 
of core indicators of Corporate Responsibility measurement, 
piloted, tested and agreed by companies and relevant stake-
holders, for use by all NPOs offering a measurement and re-
porting service to their members.” 

A pivotal element of the network is the exchange of informa-
tion across Europe. By contributing national information 
to CSR Europe’s regular publications (CSR Magazine, the 
CSR Update, the Newsbundle and the website), all of which 
are distributed to members, as well as national partners and 
their members, NPOs ensure that progress made in their 
own country is disseminated throughout Europe. According 
to Sirpa Juutinen, Executive Director of Finnish Business 
& Society, “The European Network has given us the CSR 
background and framework which has had an immense 
influence. In practical terms it has meant that, as a part of 
the NPO network, we have got information on how CSR is 
developing in different countries, what are the differences  
in its implementation and, what we share in common.

As the network continues to expand, new realities are inte-
grated into the thought processes around CSR in an enlarged 
Europe.

Further information:
www.csrcampaign.org or contact Pierre Echard, Manager,  
NPO network, pe@csreurope.org

Connecting the Dots 1 2 3 
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Bridging the practice-theory gap
With a boost from the European Business Campaign on CSR, 
the European Academy of Business in Society takes on a life of its own

One year after its launch in July 2002 at  
INSEAD business school in Fontainbleau,  
the European Academy of Business in Soci-
ety (EABiS) gathered over 250 people for its 
second colloquium in Copenhagen on the 
19th and 20th of September. Hosted by the 
Copenhagen Business School, participants 
were provided with food for intense dis-
cussion and debate through keynote talks 
by Sustainability’s John Elkington, Novo 
Nordisk’s Lise Kingo, Copenhagen Business 
School’s Peter Pruzan and Harvard Business 
School’s Michael Porter.

Opening the colloquium, EABiS President 
Gilbert Lenssen reminded participants of the 
task at hand. “While we have chosen to start 
by consolidating a research base on business 
in society issues, let us not forget that what 
we are ultimately about is reforming higher 
education,” said Lenssen introducing the col-

Bridging the pratice-theory gap 1 2 3
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EABiS

loquium’s theme of ‘Partnerships for Learning and Innovation 
on the Role of Business in Society’. “The gap between innova-
tive practices on the ground and bodies of theory is widening, 
and we need to bridge this gap by forging partnerships be-
tween business, academia, public authorities and others.”

In the past year, the Academy has put together the first-ever 
European research programme on business in society issues 
through consultations with some 50 academic institutions 
and 20 businesses. Six research domains have been identified 
including ‘Globalisation’, ‘Governance’, ‘Leadership’ and ‘Policy 
Framework/Societal Context’, and research proposals have  
accordingly been submitted for European Commission fund-
ing. At the same time, a proposal for a Coordination Action 
has also been submitted to help facilitate the carrying out of 
research across Europe.

The road ahead
“We know we have goodwill on the part of faculty members, 
we have a demand from students and corporations are clearly 
concerned about these issues, so we now have to take things 
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to the next level,” says Gabriel Hawawini, Dean of one of EABiS’ 
founding partners, INSEAD business school. “We have not yet 
seen the magnitude of support that will be needed for this 
step, either from the private or public sectors.” The Academy 
is aiming to raise up to € 1 million annually for research and 
curriculum development in the coming five years. With cur-
rent contributions at about half that, there is a long way to 
go, but progress is being made steadily as during the second 
colloquium in September, EABiS welcomed London Business 
School as a founding partner and Coca-Cola as a new member.

“It is of course a costly investment and the returns may not 
be immediate as we have to spend time consolidating our 
research base and integrating business in society issues into 
our courses,” says Hawawini. He also points out that while it is 
a Dean’s job to provide space and opportunities for talented 
and engaged faculty members to pursue their researching 
and teaching interests, this engagement has to be followed up 
through initiatives like the Academy.

Further to the challenge of securing adequate resources, the 
Academy’s partners, which include 6 companies, nine business 
schools together with CSR Europe and The Copenhagen  
Centre, are now looking to how they can mainstream business 
in society research into curricula. “The goal is to get future 
managers to think about these issues in the same way that 
they think about marketing, accounting or strategy,” says Dean 
Laura Tyson of London Business School who shared her views 
on the future of business education at the colloquium. “We 
shouldn’t go for stand alone electives but rather infuse these 
issues into our MBA courses.”

Tyson’s comments came as a survey on CSR Teaching in  
Europe carried out by the International Centre for Corporate 
Social Responsibility at Nottingham University in collabora-
tion with EABiS was launched at the colloquium. The survey 
showed that while 80% of the 166 respondents claimed to  
be mainstreaming CSR issues into teaching, 47% were doing 
this by providing students with optional modules.

CSR as a mind-set
Further to the pragmatic discussions about the way forward 
for business in society research and teaching, participants at 
the two-day September colloquium were also challenged in 
their thinking about Corporate Social Responsibility. John 
Elkington of SustainAbility put the increasing interest in  
business in society issues into a global context, showing  
how external pressures, arising from processes of globalisa- 
tion and culminating in the 1999 Seattle street protests,  
have forced businesses to re-examine their role and their 
business practices.

Many speakers reflected on Milton Friedman’s 40-year-old-
proposition that increasing profits within the bounds of legal 
compliance is the one and only social responsibility of busi-
ness. Professor Peter Pruzan of Copenhagen Business School 
questioned the underlying assumption of this proposition, 
that a business’s reason of existence is the pursuit of profit. 
“We have to ask ourselves whether responsibility is just a 
means to maintain a company’s license to operate as so many 
people contend, or whether indeed it is an end in itself,” said 
Pruzan. “I would argue that corporate social responsibility is 
a ‘mind-set’ with fundamentally different concepts of what 
success is, of who a company is accountable to and of what 
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a company’s identity is. So it is only through a change in 
managers’ and employees’ ‘mind-sets’ that corporate social 
responsibility can go from being an organisational means to 
being an organisational ends or concern.”

Professor Michael Porter of Harvard Business School on the 
other hand argued that it was not by changing a ‘mind-set’ 
that corporate social responsibility could be furthered, rather it 
was by appealing to the prevailing profit-making rationale of 
businesses and demonstrating an undeniable business case for 
tackling social problems. According to Porter, today’s practices 
of corporate social responsibility were defensive in nature and 
were about mitigating or remedying operational harm. “Most 
of what constitutes CSR or corporate philanthropy today is 
about doling out money to those who don’t like you, about es-
tablishing relations with those who don’t like you,” said Porter. 
“We need to move away from these defensive strategies and 
start thinking in terms of efficiency and value creation. There 
is no inherent conflict between social and economic objec-
tives, both can contribute to improved competitive advantage.” 
Porter argued that companies should only engage in ‘context 
enhancing’ social activities. For example, home appliance stores 
or property insurance companies could advantageously work 
to develop affordable housing for the under privileged and IT 
companies could set up training academies in low-income ar-
eas to ameliorate any shortages in skilled labour.

Applied research
With EABiS now open for both corporate and academic mem-
bers, the stage is set for a consolidation of research and a 
development of curricula to infuse business in society issues 
into mainstream business education. Launched as part of the 
capacity-building leg of the European Business Campaign on 
CSR, the Academy has taken on a life of its own and looks set 
to become a considerable force in European and global CSR 
debates. “The Campaign has been a great springboard, and 
it has in effect spawned a new European-wide organisation,” 
says EABiS Manager, Peter Lacy.

Also endorsed by the founding partners of the Academy at 
the Copenhagen Colloquium was a new governance struc-
ture that ensures greater transparency and better reflects the 
multi-stakeholder nature of the Academy. Now that the Acad-
emy has become financially independent, the next step is to 
consolidate EABiS as a leader in applied research on business 
in society issues which will require greater investments from 
companies, academic institutions and governments.

Further information:
www.eabis.org or contact EABiS Manager, Peter Lacy at peter.
lacy@eabis.org

Bridging the pratice-theory gap 1 2 3
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Online CSR tools 1 

One highlight of the Business Campaign is the SRI (Socially Responsible Investment) Compass 
- the first European online resource featuring all existing green and ethical retail funds and 
indices in Europe. The compass, which was launched in November 2001 has been developed by 
CSR Europe in partnership with the SiRi Group, and is supported by Euronext and Caisse des 
Dépôts et Consignations.

It promises to become an invaluable reference tool for financial analysts, banks and companies 
alike. Specifically, the SRI Compass has three major goals: 
-   to provide stakeholders with an overview of the size, growth and dimensions of the SRI market 
-   to help banks enlarge and enrich their supply of SRI products by bringing them in touch with 

investors’ needs and wishes 
-   to offer companies concrete evidence and information on SRI’s financial benefits in terms of 

attracting investors for green and ethical funds

The SRI Compass currently features detailed information on 285 SRI funds. These data are useful 
in showing that despite the economic downturn, SRI remains a dynamic and growing area for 
investment in Europe. The SRI Compass is regularly updated with the latest news on SRI in 
Europe. It also provides a link to the results of the European Survey on Socially Responsible 
Investment and the Financial Community, conducted in 2001. Users can gain insights into how 
European fund managers and financial analysts perceive SRI, the extent to which it is relevant 
in their daily practices and what they see as crucial factors to foster further development in this 
field. The SRI Compass offers information on the development of SRI in 8 European countries. 
The SRI compass was presented to stakeholders at a roundtable on improving transparency at the 
European Multi Stakeholder Forum on CSR in June 2003.

Further information:
www.sricompass.org or contact Adeline Hinderer, Coordinator, Workplace and SRI, CSR Europe, 
ah@csreurope.org

Since its launch last July at the UK Marathon event, the SME Key has 
continued to establish itself as one of the reference and support tools to 
help small and medium sized enterprises (SMEs) to understand, evaluate 
and strengthen their responsible business practices.

The website www.smekey.org continues to provide information and tools for 
users. The guide to responsible business practices, developed in partnership 
with Campaign partners, is now available online and free in several 
languages: English, Italian, Spanish, Finnish and Greek. The site now also 
hosts a database of good practice cases from SMEs across Europe. These case 
studies were collected by a group of Campaign partners who were working 
on another project on SMEs and responsible business practices.

The website has proved to be very popular with a monthly average of 3000 
visitors and about 200 downloads of the guide to responsible business.

The SME Key has become a very successful campaign project not only 
because of its practical nature but also because it tangibly demonstrates the 
intention of the Campaign to involve all parts of the business community in 
strengthening and celebrating responsible business.

Further information:
www.smekey.org or contact Madhavi Bhatt, Coordinator, SMEs, CSR Europe, 
mb@csreurope.org

SME Key

SRI CompassOnline CRS tools
CAMPAIGN IMPACT
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Social Labels/
Certifications

Social/ 
CSR Awards

Codes of Conduct/ 
Ethical Guidelines

Social Reporting 
Guidelines

SRI Fora, Indices  
and Legistlation

Multi Stakeholder 
Initiatives

CSR Toolkits

Austria >  Transfair (fair trade label) >  Clean Clothes Campaign

Belgium

>  Social Label  
Max Havelaar  
(fair trade label)

>  Koning Boudewijn Prijs
>  Plus Prize
>  Bedrijfsrevisoren CSR prize
>  Randstad HR award
>  Meest mensvriendelijk 

bedrijf

>  Clean Clothes Campaign >  Ethibel Sustainability Index
>  Pension fund disclosure law 

(2001)

>  Trivisi Initiative >  Albatros
>  SME Key

Denmark

>  Det sociale indeks
>  Max Havelaar (fair trade 

label)

>  Netværksprisen
>  Integrationspriserne
>  MIA-prisen

>  Ministry of Social Affairs: 
guidelines for social  
and ethical reporting

>  Sociale regnskaber  
- inspiration til mindre  
og mellemstore  
virksomheder

>  Coordination Committees 
for preventive labour  
market measures

>  Nordic Partnership

>  Det sociale indeks  
– self-evaluating tool

>  www.socialaftaler.dk

Finland

>  Reilukauppa  
(fair trade label)

>  Environmental and Social 
Report Awards 

>  Principles for Social Respon-
sibility in Importing – 
Chamber of Commerce

>  Monika – Committee on  
Int. Investment and  
Multinational Ent.

>  Ethical Forum >  FIBS CSR toolkit on human  
resources management

>  SME Key

France

>  Max Havelaar  
(fair trade label)

>  Label socialement  
responsable - le Comité  
intersyndical de  
l’épargne salariale

>  De l’Ethique sur l’Etiquette >  Company law on  
social reporting (2001)

>  Forum pour l’Investissement  
Responsable

>  Disclosure amendment to 
law on Employee Savings 
Plans (2001)

>  Vigeo

>  ORSE sustainability  
analysis guide

>  CJDES Bilan Societal
>  AFNOR guide on  

CSR management
>  IMS Diagnostic societal

Germany

>  Transfair (fair trade label)
>  Fairtrade Labelling  

Organizations  
International (FLO)

>  Preis Freiheit &  
Verantwortung

>  Carl Bertelsmann Prize

•  Clean Clothes Campaign >  Forum Nachhaltige  
Geldanlagen

>  Natur-Aktien-Index
>  Pension fund disclosure law 

(2001)

Greece

•  Athens Chamber  
of Commerce  
Environment and Social  
involvement awards

Ireland

>  Fairtrade Mark Ireland
>  Excellence Through  

People Standard

>  Guiness Living Dublin 
Awards

>  Best Place to Work Ireland
>  ACCA Reporting Awards

>  BITC Ireland: Guidelines  
for a Corporate Responsibility 
Report

>  Hibernian SRI Funds >  Social Partnership  
Agreements

>  Company Support Tool
>  Workbook on Employee  

Community Involvement  
SME Key

European CSR Matrix
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Social Labels/
Certifications

Social/ 
CSR Awards

Codes of Conduct/ 
Ethical Guidelines

Social Reporting 
Guidelines

SRI Fora, Indices  
and Legistlation

Multi Stakeholder 
Initiatives

CSR Toolkits

Italy

>  Network Lavoro Etico  
- social quality label

>  Transfair (fair trade label)
>  SA8000

>  Oscar di Bilancio e della  
Comunicazione

>  Sodalitas Social Awards
>  GDO Week Brand Awards

>  Confindustria/ABI  
guidelines on corruption 
prevention

>  Clean Clothes Campaign

>  Gruppo Bilancio Sociale 
guidelines on reporting

>  Ministry of Welfare “Social 
Statement”

>  Forum per la Finanza 
Sostenible

>  SME Key
>  Q-Res Management tools

Luxembourg
>  Le prix féminin de 

l’entreprise

The Netherlands

>  Max Havelaar  
(fair trade label)

>  Business Compliment
>  ACC Award for Environ-

mental and Sustainability 
Reporting

>  Diversity Award

>  Clean Clothes Campaign >  Dutch Council for Annual 
Reporting guidelines

>  Vereniging van  
Beleggers voor Duurzame 
Ontwikkeling

>  Rabobank How-to-do-guide  
for SMEs

Norway

>  Max Havelaar  
(fair trade label)

>  Retningslinjer for  
menneskerettigheter  
og miljø

>  Initiativ for Etisk Handel

>  KOMpakt >  NHO Human Rights Checklist

Portugal

>  CITE Equality is  
Quality award

>  EXAME Best Practices 
Award

>  Clean Clothes Campaign

Spain

•  Premios Empresa  
y Sociedad

•  Ethics in Business Success 
award

>  Good Governance Code for  
Sustainable Businesses

>  Clean Clothes Campaign

>  Iniciativa para la  
Elaboración de Memorias  
de Sostenibilidad

>  FES social ranking of  
companies

>  SRI observatory 

>  Comisión técnica  
de expertos con  
la responsabilidad social  
de la empresa

>  SME Key

Sweden

>  Rättvismärkt  
(fair trade label)

>  Årets Nyföretagare >  Swedish Amnesty Business 
Group Guidelines

>  Clean Clothes Campaign

>  Humanix ethical index
>  Law on National Pension 

Funds (2000)

>  Globalt Ansvar – Swedish 
Partnership for Global  
Responsibility

>  Nordic Partnership

Switzerland

>  Max Havelaar  
(fair trade label)

>  LINK label

>  Sustainability Award >  Clean Clothes Campaign >  SAM Sustainability Index

United Kingdom

>  SME Kitemark
>  Fair trade label
>  Good Corporation

>  Business in the Community’s 
‘Awards for Excellence’

>  The Queen’s Awards for 
Enterprise

>  ACCA UK Awards for  
Sustainability Reporting

>  Ethical Trading Initiative
>  Labour behind the Label

>  Business Impact Framework >  FTSE4GOOD
>  Corporate Responsibility 

Index
>  Morley Sustainability Matrix
>  UK Sustainable Investment 

Forum
>  Pensions Disclosure  

Regulation 2000

>  New Deal Task Force >  Business Impact Framework
>  Getting Engaged: A Toolkit  

for Trustees

Europe
>  Best Workplaces EU >  Global Reporting Initiative >  Eurosif >  European Multi Stakeholder  

Forum on CSR
>  SME Key
>  SRI Compass

European CSR Matrix
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European CSR Matrix glossary

SOCIAL LABEL (Belgium) – as the first European country, the Belgian government passed a law on 31 January 2002 
to authorise a consumer product label that will be awarded to products that can live up to ILO’s labour conventions, 
especially in regard to the prohibition of forced labour, the right to trade-union freedom, the right to freedom of as-
sociation and collective dialogue, the prohibition of discrimination in recruiting and remuneration and the prohibition 
of child labour.

FAIR TRADE LABELS  (Europe) – fair trade labels for consumer products guarantee a price that covers the cost of pro-
duction, a social premium for development purposes, partial payment in advance to avoid small producer organisations 
falling into debt, cont racts that allow long term production planning and long term trade relations that allow proper 
planning and sustainable production practises. Fairtrade Labelling Organizations International (www.fairtrade.net) is  
an umbrella organisation that co-ordinates national initiatives and audits labelled products from producer to super-
market shelves. Fair trade labels are currently to be found in Belgium www.maxhavelaar.be, Denmark www.maxhave-
laar.dk, Germany www.transfair.org, France www.maxhavelaarfrance.org, Ireland www.fair-mark.org, Italy www.equo.it, 
The Netherlands www.maxhavelaar.nl, Austria www.fairtrade.at, Finland www.reilukauppa.fi, Sweden www.raettvist.se, 
the United Kingdom www.fairtrade.org.uk, Switzerland www.maxhavelaar.ch and Norway www.maxhavelaar.no.

DET SOCIALE INDEKS (Denmark) – a self-evaluating tool for measuring a company’s degree of social responsibility.  
A company may choose to use it internally only with the purpose of making it clear to the employees and leaders what 
the company does and what it can do to improve itself, or a company may use The Social Index logo to communicate 
to the surrounding society how socially responsible it is. The third version of the Social Index was launched in August 
2003, simplified and streamlined based on the experiences of 350 companies. The Index now allows a company to evalu-
ate the extent to which it helps retain workers, prevents workers from dropping out of the workforce, creates jobs for 
marginalised groups and contributes to the society within which it operates. Based on questionnaires filled in by both 
managers and employees, a company is awarded a score out of a maximum of 100 points, and with 60 or more points, 
a company is awarded the right to use the Social Index label. www.detsocialeindeks.dk

LABEL SOCIALEMENT RESPONSABLE  (France) – a label offered by ‘le Comité intersyndical de l’épargne salariale’ 
(made up of the four main French trade unions – CFDT, CGT, CFTC and CGS) since April 2002 to investment managers 
who manage or would like to manage Employee Savings Plans according to socially responsible criteria. The product-

Social Labels

Back to Matrix
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based label can be applied for by interested financial establishments, which must demonstrate how savings are to be 
invested taking into consideration social and environmental issues and also allow for employee representation on the 
fund’s Board of Trustees.

EXCELLENCE THROUGH PEOPLE STANDARD (Ireland) – a Human Resources standard for companies who wish to 
have their human resources policies and practices independently verified and accredited by the Training and Employ-
ment Authority of Ireland. www.fas.ie/services_to_businesses/excellence_through_people.html

NETWORK LAVORO ETICO SOCIAL QUALITY LABEL (Italy) – a consumer label certifying that a product has been  
produced in accordance with socially responsible criteria and norms such as the SA8000. The Network Lavoro Etico  
carries out external controls before certification of a product. www.ciseonweb.it/etica/certificazione/index.htm

SA 8000  (Italy) – while this certification standard is a global initiative, 25 Italian companies (over half of Europe’s total 
of 40) have been certified according to the SA8000 standard which guarantees that production is in accordance with 
international labour and human rights standards. www.sa-intl.org

SME KITEMARK (UK) – a quality-based mark, presented to local companies (SMEs) who fulfil certain criteria for their 
community investment. The Community Mark has been developed by Business in the Community working with the 
European Quality Foundation. www.corpcommunityinvestment.org

GOOD CORPORATION (UK) – a global standard of corporate responsibility that helps organisations of all types and  
sizes to develop, manage and monitor good working practices. Based on a set of core principles devised by the Institute 
of Business Ethics, the standard sets out a framework of policies and practices against which an organisation can measure 
how effectively it is meeting these goals. It covers an organisation’s responsibility and fairness to its employees, 
suppliers, customers, and providers of finance, as well as its community and environmental impacts. 
www.goodcorporation.com

LINK LABEL (Switzerland) – a consumer product label for clothing and garments. Awarded to products that can 
demonstrate SA8000 standards compliance, guaranteeing no child labour, no forced labour, health and safety in the 
workplace, respect for the freedom of association and the right to collective bargaining, no workplace discrimination, 
no unreasonable disciplinary measures, no excessively long work week hours and basic needs salaries.   
www.amana-limited.com
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KONING BOUDEWIJN PRIJS VOOR ONTWIKKELINGSWERK  (Belgium) – with this prize, the King Boudouin Foundation 
rewards the actions of individuals or organisations that have made a great contribution to sustainable development in 
the South. In 2003 the prize went to FLO (Fairtrade Labelling Organizations International).
www.kbprize.org/dutch/prize/prize.htm

PLUS PRIZE (Belgium) – an initiative of Plus Uitzendkrachten with the support of VEV and Securex, the Plus Prize 
was organised for the first time in January 2003. The Prize recognises initiatives that successfully contribute to higher 
employment, especially among marginalized groups. The winner was Car Cleaning Services, a company that proves that 
economic aims can perfectly be realised with employees who otherwise have little or no chance on the labour market. 
www.plusuitzendkrachten.be/index.htm

BEDRIJFSREVISOREN CSR PRIZE  (Belgium) – in 2003, the ‘Instituut voor Bedrijfsrevisoren’ awarded the first prize for 
a CSR report. The decision was made by a jury with the help of criteria that were drawn up by the jury of the European 
Reporting Award and took into account the report content as well as reporting principles. www.ibr-ire.be/ned/

RANDSTAD HR AWARD  (Belgium) – for the third year in a row, Randstad carried out research into the most attractive 
employer in Belgium. After IBM, the winner of 2001, and Janssen Pharmaceutica, the winner of 2002, Pfizer won the 
‘Randstad HR Award’ and consequently the title of ‘most attractive employer of the year’ in 2003. projects.tmpw.be/
randstad/hr_award/nl/

MEEST MENSVRIENDELIJK BEDRIJF  (Belgium) – the “most people-friendly company” prize celebrates employers who 
give special attention to a smooth work-care-family balance. After Dupont de Nemours in 2001 and Borealis Polymers 
in 2002, this year the Virga Jesse hospital was awarded the Meest Mensvriendelijk Bedrijf prize, which was the first time 
the award was given to a non-profit organisation.

NETVÆRKSPRISEN (Denmark) - the National Network of Business Leaders’ Annual CSR Award is given to companies 
that have implemented an idea, which in form and substance is different and innovative, and thereby inspirational for 
other businesses. The activities must be carried through with conviction, consistency and sustainability. 6 companies 
are nominated. The award is given to a private and a public company. The winners are chosen by a 5-person panel of 
business leaders, public directors and academics. www.netvaerksprisen.dk

INTEGRATIONSPRISERNE  (Denmark) – a total of 4 prizes awarded by the Ministry of Refugee Immigration and Integra-
tion Affairs for exemplary efforts to integrate ethnic minorities into the job market through public-private partnerships, 
internship programmes or language courses. www.inm.dk

Social and CSR Awards 
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MIA-PRISEN  (Denmark) – a prize to celebrate diversity in the workplace which will be awarded for the first time in 
early 2004. The award is part of the Danish Institute for Human Rights’ “Diversity in the Work Place” campaign. 
www.miapris.dk

PREIS FREIHEIT & VERANTWORTUNG (Germany) – the ‘Freedom and Responsibility’ prize is awarded annually to a 
company that has shown outstanding, exemplary and lasting social commitment through their work with education and 
further training, culture, youth, balancing family and work life, the integration of minorities or environmental sustain-
ability. The prize is awarded by a jury put together by the Federation of German Industries (BDI), the Confederation of 
German Employers’ Associations (BDA), the Association of German Chambers of Industry and Commerce (DIHT), the 
German Confederation of Small Business and Skilled Crafts (ZDH) and, the weekly business magazine Wirtschafts Woche. 
www.freiheit-und-verantwortung.de

CARL BERTELSMANN PRIZE  (Germany) –the Bertelsmann Foundation has awarded the Carl Bertelsmann Prize since 
1988. This award recognizes innovative and exemplary solutions to societal problems.
www.bertelsmann-stiftung.de

ATHENS CHAMBER OF COMMERCE AWARD (Greece) – each year the Athens Chamber of Commerce and Industry 
awards prizes in order to encourage and motivate entrepreneurial initiative. Among the categories are, a prize for com-
panies demonstrating sensitivity to environmental issues, a prize for companies demonstrating commendable social 
responsibility and a prize entitled “Business and Tradition” for enterprises which have been around for a long time and 
which continue to operate effectively. www.acci.gr/en_index2.htm

PREMIOS EMPRESA Y SOCIEDAD  (Spain) – the second Spanish Corporate Community Involvement Awards were held 
in May 2003 and presented by Minister of Economy, Rodrigo Rato. Awards were presented to Coca-Cola (Best Product 
and Services Related CCI Programme), Telefónica/ATAM (Best CCI Programme in collaboration with Employees) and 
Grupo Vips (Best Employment Programme). Entries from over 30 companies were studied by an independent Jury,  
including experts from the Spanish Government, NGOs, Trade Unions and Universities. www.empresaysociedad.org

ETHICS IN BUSINESS SUCCESS AWARD  (Spain) – the third Award for Ethics in Business Success was presented to 
Josep Maria Pujol Artigas, Chair of Ficosa International in 2003. The award is organised by The Economist and Spencer 
Stuart in Spain. 

GUINESS LIVING DUBLIN AWARD FOR BUSINESS AND SOCIETY (Ireland) – Dublin Chamber of Commerce, Dublin 
City Council and Guinness UDV Ireland established the Guinness Living Dublin Awards in 1994, to celebrate those 
groups, individuals and businesses working to improve the quality of life in Dublin City and County. The category for 
‘Business in the Community’ is awarded to businesses that are involved in a community project or have developed a 
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project in conjunction with their local community. Examples include the transfer of business skills through staff  
involvement or the provision of resources. www.dubchamber.ie/glda/index.html

BEST PLACE TO WORK (Ireland) – competition organised by Great Place to Work Europe and Discovery Ireland. 
First Irish edition in 2002/3 identified the top 50 Best Companies to work for in Ireland. Three of these were selected  
for the top 10 Best Companies to work in Europe. www.discovery.ie

ACCA ENVIRONMENTAL REPORTING AWARDS  (Ireland) – organised by the Association of Certified Chartered  
Accountants in Ireland, the scheme seeks to identify and reward innovative attempts to communicate corporate 
environmental performance, as well as social or full sustainability information disclosure. www.ireland.accaglobal.com

OSCAR DI BILANCIO E DELLA COMUNICAZIONE  (Italy) – includes an Oscar for Sustainability Reporting. The Oscars 
are organised by the Italian Public Relations Federation, in collaboration with ABI (Italian Bankers Association), ANIA 
(National Association of Insurance Companies), Assolombarda (Employers’ Federation), Borsa Italian, the National  
Council of Accountants, the business magazine “Il Sole 24Ore” and Sodalitas.

SODALITAS SOCIAL AWARDS  (Italy) - prizes are awarded under the four categories of: Corporate CSR processes and 
management systems, Social marketing (CRM), Partnership, Financial initiatives (SRI and fight against exclusion) and 
SME contribution to communities. Evaluation criteria are based on the EFQM Excellence Model. www.sodalitas.it

GDO WEEK BRAND AWARDS  (Italy) - the Italian trade publication, GDO Week, organises annual ethical industry and 
trade awards event. Awards are given to companies showing excellence in sustainability, including cause-related market-
ing projects, environmental initiatives, humanitarian aid to developing countries and contributing to local communities.

LE PRIX FÉMININ DE L’ENTREPRISE  (Luxembourg) - a Women’s Business prize awarded since 1993 by the Ministry 
for the Advancement of Women to companies that have succesfully developed a culture of equality between men and 
women in their daily workings.

BUSINESS COMPLIMENT (The Netherlands) – Samenleving & Bedrijf and the National Organisation for Volunteers 
(Nederlandse Organisaties Vrijwilligerswerk, NOV) organise the Business Compliments each year focusing on Corporate 
Volunteering. 2002 Compliments was awarded to companies who have recently started a Corporate Volunteering project 
as well as to companies who have successfully integrated Corporate Volunteering into their policy and organisation. 
www.samen.nl/ondernemerscomplimentform.qsp
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ACC AWARD FOR ENVIRONMENTAL AND SUSTAINABILITY REPORTING (The Netherlands) – in connection with their 
annual Accountants Day, the Dutch Institute of Registered Accountants (NIVRA) awards prizes for the best environmental 
and sustainability reports. www.nivra.nl

DIVERSITY AWARD (The Netherlands) – organised by the largest employers’ organisation in the Netherlands, VNO-
NCW, the Diversity Award is presented to a company that provides women with opportunities to reach top manage-
ment positions. Established by the so-called Ambassadors’ Network, a group of top entrepreneurs and managers who 
want to give women better chances to move into higher, more influential and more visible positions, the award will be 
given out for the second time in November 2003 at the VNO-NCW’s annual conference. www.vno-ncw.nl

CITE EQUALITY IS QUALITY AWARD  (Portugal) – the Commission for Equality in Work and Employment (Comissão 
para a Igualdade no Trabalho e no Emprego, CITE) awards annually its “Equality is Quality” (Igualdade é Qualidade) 
prize for companies with exemplary policies in the area of equal opportunities. All companies or organisations with 
a balanced economic performance over the last few years are eligible to apply, provided that they have carried out 
good practices such as: monitoring the status and progress of male and female workers; conducting human resources 
policies aimed at improving equal opportunities in recruitment, career advancement, vocational training, the balancing  
of employees’ work activities with their home lives, and the overall management of gender-related issues; balanced 
participation of male and female workers in consultation and/or decision-making processes; and use of appropriate, 
non-discriminatory language in all company or organisational documentation, internal memos, announcements. 
www.igualdade-qualidade.org

EXAME BEST PRACTICES AWARD (Portugal) – awarded for the first time at the Portuguese Campaign Marathon event in 
May 2003 to a company that is leading the way in CSR in Portugal. The award is organised by EXAME business magazine 
and RSE Portugal.

ENVIRONMENTAL AND SOCIAL REPORT AWARDS  (Finland) – an annual award for the best social and environmental 
reports by not only companies, but also public bodies, non-governmental organisations, stock market analysts and 
opinion poll research organisations.  Awards are given to the best reports from large companies, SMEs and public bodies. 
The competition is organised by Elinkaari ry, Talous-sanomat, KHT-yhdistys, the Ministry for Environment, Helsinki 
Business School and Finnish Business & Society. www.tat.fi/fi/index2.htm

ÅRETS NYFÖRETAGARER  (Sweden) – a prize award by Swedish Jobs & Society to a company that has shown special 
commitment to the community in which it operates. www.jobs-society.se
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BUSINESS IN THE COMMUNITY’S ‘AWARDS FOR EXCELLENCE’  (UK) – the annual ‘Awards for Excellence’ is organised 
by Business in the Community in association with the Financial Times, Department of Trade and Industry and Account-
Ability. With 14 different categories, the awards celebrate businesses that have had a positive impact on society and the 
environment. Categories include community investment, environment, SMEs, homelessness, neighbourhood renewal 
and realising ability. www.bitc.org.uk

THE QUEEN’S AWARDS FOR ENTERPRISE (UK) – each year a sustainable development prize is awarded to companies 
demonstrating an outstanding advance in sustainable development contributing to a substantial improvement in busi-
ness performance and commercial success. www.queensawards.org.uk

ACCA UK AWARDS FOR SUSTAINABILITY REPORTING (UK) – the UK social reporting awards (SRA) were launched 
in 1999 by the Association of Certified Chartered Accountants and AccountAbility. The prize is awarded to companies 
demonstrating good practice in measuring, managing and communicating their social effects. The SRA is focused on 
reporting, but is also concerned with the accountability, learning and overall performance of organisations. An award 
for the best environmental report is also given. www.accaglobal.com/sustainability/awards/susra/sra/

SUSTAINABILITY AWARD (Switzerland) – the annual Sustainability-Leadership Award celebrates personal leadership 
for implementing the principles of sustainability within or in cooperation with the private sector. Sponsored by  
Sustainable Asset Management and the Sustainable Performance Group (SPG) the prize is awarded by an independent 
jury made up of business persons and academics. The prize is given for extraordinary leadership by individuals  
working within or in cooperation with the private sector to make sustainability happen succesfully in the practice.  
www.sustainability-award.com

BEST WORK PLACES (EU) – Further to their list of the 100 best companies to work for in Europe, Great Place to Work 
Institute also awards three prizes to organisations that excel in the areas of lifelong learning, gender equality and the 
promotion of diversity. www.eu100best.org/list_awards.html

CLEAN CLOTHES CAMPAIGN  (Europe) – the Clean Clothes Campaign is a pan-European campaign seeking to raise 
awareness about labour practices in the apparel industry and to promote responsible practice. The campaign has 
developed a code for acceptable working conditions in the garment industry, called the “Code of Labour Practices for 
the Apparel Industry Including Sportswear,” based on the core labour standards of the International Labor Organization 
(ILO) and several additional standards (freedom of association, right to collective bargaining, no discrimination of any 
kind, no forced or slave labor, a minimum employment age of 15, health and safety measures, a maximum work week 

Codes of Conduct/Ethical Guidelines
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of 48 hours and voluntary overtime of 12 hours maximum, a right to a living wage and the establishment of an em-
ployment relationship). While some companies have signed the code of conduct, it is often used as a campaigning tool 
to highlight differences between codes on paper and actual standards found in the workplace. www.cleanclothes.org

GOOD GOVERNANCE CODE FOR SUSTAINABLE BUSINESSES  (Spain) – Fundación Entorno, IESE and Price Waterhouse 
Coopers have drafted this code, aimed at making economic growth compatible with social and environmental sustainabil-
ity. The code has been drafted in consultation with over 100 experts from the business, academic and non-profit sectors. 
www.foroempresasostenible.org

DE L’ETHIQUE SUR L’ETIQUETTE  (France) – see Clean Clothes campaign above.

CONFINDUSTRIA AND ABI  (Italy) – The Employers’ Organisations for Industry and Banks have issued guidelines to 
comply with the anticorruption convention of EU and OECD (law 231). www.confindustria.it

PRINCIPLES FOR SOCIAL RESPONSIBILITY IN IMPORTING (Finland) – prepared by a group of retail businesses in 
Finland and coordinated by the Finnish Central Chamber of Commerce, the principles outline responsible working and 
social conditions throughout the supply chain.

MONIKA (Finland) – a discussion forum focusing on CSR issues in the context of international investments and the 
activities of multi national corporations. The forum has 12 members from the public, private and civil society sectors 
who work to promote the OECD Multi National Guidelines. www.ktm.fi/monika

SWEDISH AMNESTY BUSINESS GROUP GUIDELINES (Sweden) – a practical guide for how companies can go about 
working with human rights issues. With the help of these guidelines Swedish Amnesty’s Business Group works to 
influence and educate Swedish companies to assume responsibility to respect, defend and promote human rights in 
their areas of activity, either through their own or their local partners. www2.amnesty.se/businessgroup.nsf/start

ETHICAL TRADING INITIATIVE  (UK) - an alliance of companies, NGOs and trade unions committed to identifying and 
promoting good practice in the implementation of codes of labour practice. ETI’s ultimate goal is to ensure that the 
working conditions of workers producing for the UK market meet or exceed international standards. www.ethicaltrade.org

LABOUR BEHIND THE LABEL  (UK) - a UK network of organisations supporting garment workers’ efforts to defend 
their rights and improve their wages and conditions. Activities include awareness-raising, campaigns and solidarity 
actions. LBL includes overseas aid organisations as well as all major UK textile unions and homeworking organisations. 
Also included are alternative trading organisations like Traidcraft and small solidarity groups such as Central America 
Women’s Network, and Women Working Worldwide. www.labourbehindthelabel.org
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RETNINGSLINJER FOR MENNESKERETTIGHETER OG MILJØ (Norway) – a set of social and environmental guidelines 
directed towards Norwegian companies working abroad prepared by AGINN (Working Group on the Internationalisation of 
Norwegian Business), a working group within the Forum for Utvikling og Miljø. The guidelines are based on the principle 
of respect for international agreements and conventions, primarily concerning human rights and labour rights. 
www.forumfor.no 

INITIATIV FOR ETISK HANDEL  (Norway) – a joint initiative established in 2000 between a number of Norwegian 
enterprises, trade organisations, trade unions and NGOs. Its aim is to ensure that Norwegian imports contribute to a 
sound social and economic development in the countries of origin. Its purpose is therefore to promote knowledge, 
understanding and commitment towards ethical trade and serves as advisor in these issues. IEH has established a set  
of minimum standards for production, which respect labour rights, human rights as well as the environment. It has 
also established a set of criteria that prioritise producers and producing countries on the basis of their social conditions, 
and has formulated a set of objectives on continuous improvement of conditions of production. www.etiskhandel.no

MINISTRY OF SOCIAL AFFAIRS: GUIDELINES FOR SOCIAL AND ETHICAL REPORTING (Denmark) – released in 
August 2001, “Socialetiske regnskaber - guidelines for virksomheder og organisationer” is a set of guidelines aimed at 
both private and public organisations who wish to report on the social impact of their activities. 
www.bm.dk/publikationer/2001/socialetiske_regnskaber/socialetiske_regnskab.pdf

SOCIALE REGNSKABER – INSPIRATION TIL MINDRE OG MELLEMSTORE VIRKSOMHEDER  (Denmark) – This guide 
is intended as an inspiration for small and medium-sized enterprises and provides such businesses with information 
on what a social report is, the benefits of reporting, past reporting experiences of other Danish companies and instruc-
tions on how to get started with reporting. The guide has been produced by ValueCreator in cooperation with the 
Danish Employers’ Confederation (DA), the Ministry for Employment, the Danish Confederation of Trade Unions (LO), 
the Confederation of Danish Industries (DI), the Central Organization of Industrial Employees (CO-industri), the Union 
of Commercial and Clerical Employees in Denmark (HK) and the Federation of Employers for Trade, Transport and 
Services (HTS-A) www.valuecreator.dk

INICIATIVA PARA LA ELABORACIÓN DE MEMORIAS DE SOSTENIBILIDAD  (Spain) – Spanish AENOR and Fundación 
Entorno have launched an Initiative on Social Reporting, to help validate consistency with Global Reporting Initiative 
guidelines. Training and assessment have been offered to over 60 Spanish companies and the first verified reports have 
already been published by Inditex and Telefónica Móviles, among others. www.fundacion-entorno.org/pr_so_1.asp

Social Reporting guidelines
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COMPANY LAW ON SOCIAL REPORTING (France) – Law no. 2001-240 of May 15th, 2001 on New Economic Regulations, 
Third Section: Company Regulation, Title I: Company law, Chapter V- Rights of Shareholders, Article 116 compels pub-
licly listed companies to report on the social and environmental consequences of their activities in their annual reports 
according to a range of indicators. www.legifrance.gouv.fr

GUIDELINES FOR A CORPORATE RESPONSIBILITY REPORT (Ireland) – launched by Business in the Community 
Ireland in September 2002, the guide allows companies to familiarise themselves with corporate responsibility reporting 
as well as provides them with a step-by-step guide. www.bitc.ie

GRUPPO BILANCIO SOCIAL GUIDELINES ON REPORTING (Italy) – guidelines from 2001 for Italian companies  
wanting to prepare social reports. The GBS Study Group members include Academics, Auditors and Consultants. 
www.bilanciosociale.it

THE CSR-SC PROJECT: INDICATORS AND SOCIAL STATEMENT (Italy). - the Ministry of Labour and Social Affairs decided to 
develop the Project CSR-SC (Corporate Social Responsibility-Social Commitment) which aims at disseminating the 
culture of CSR and best practices among enterprises; defining indicators (standards); supporting SMEs in developing 
CSR strategies; safeguarding consumers on the effectiveness of enterprises communication campaign on CSR. A flexible, 
simple and modular set of indicators suitable for large, medium and small-sized enterprises has been developed, 
together with a set of guidelines that can be used by business, on a voluntary basis, in order to self-evaluate their own 
CSR performance. Moreover, the set of indicators can be used to prepare a Social Statement in order to account CSR 
performance according to an agreed guideline system for data presentation. www.welfare.gov.it

DUTCH COUNCIL FOR ANNUAL REPORTING GUIDELINES  (the Netherlands) – guidelines prepared by a task force 
on corporate social responsibility under the Council for Annual Reporting through multi-stakeholder consultations. 
The task force is responding to a request by the Dutch government for advice on social reporting. www.rjnet.nl

BUSINESS IMPACT FRAMEWORK  (UK) – initiated and convened by Business in the Community, the Business Impact 
Review Group was formed in 1999 and comprises twenty UK-based companies, who make a commitment to measure 
themselves, and to publicly report, against a set of core CSR indicators. A Corporate Impact Reporting website was 
launched in December 2001, where participants’ reports are accessible together with tools and resources. 
www.business-impact.org
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ETHIBEL SUSTAINABILITY INDEX (Belgium) – based on a screened group of companies that set the tone in terms of 
corporate social responsibility, the index is maintained and calculated by Standard & Poor’s. Companies are screened 
on internal and external social policy, environmental policy and ethical economic policy. All items carry the same 
weight in the final assessment and companies are assessed in relation to their sectoral or regional competitors. 
www.ethibel.be

PENSION FUND DISCLOSURE LAW (Belgium) – a second pension pillar on supplementary pension was added in 2001 
to oblige pension funds to annually disclose how social, ethical and ecological aspects are taken into consideration 
when investment decisions are made.

FORUM NACHHALTIGE GELDANLAGEN  (Germany) – a not-for-profit organisation set up in 2001 by a number of 
companies and organisations in Berlin. The Forum’s remit covers all German speaking countries (Austria, Germany, 
Luxembourg, and Switzerland). Members include investment firms, alternative banks, financial brokers and advisors, 
rating agencies, scientific institutions, as well as enterprises. www.forum-ng.de

NATUR-AKTIEN-INDEX (Germany) – a selective index consisting of companies from different countries and sectors, 
which contribute to sustainable development from the ecological and social point of view. Companies are screened 
according to a number of negative criteria including discrimination against women, social or ethnic minorities, child 
or forced labour and activity in a country that a recognized protest movement tells foreign companies to avoid.  
www.greeneffects.de/seiten/index/index0.htm

PENSION FUND DISCLOSURE LAW  (Germany) – since 1 August 2001, all occupational pension funds and private 
pension schemes have had to report annually on whether ethical, ecological and social aspects are taken into account 
in their investments.

FES SOCIAL RANKING OF COMPANIES  (Spain) – Spanish Fundacion Empresa y Sociedad (FES) annually publishes a 
list of Spanish companies ranked by 50 NGOs according to their social performance. The list is intended for investors, 
consumers and others interested in the social impact of businesses in Spain. www.empresaysociedad.es

SRI OBSERVATORY (Spain) – Instituto Persona and Fundación Empresa y Sociedad publish an annual report on socially 
responsible investment in Spain. Instituto Persona, linked to business school ESADE, has put forward a proposal to the 
Spanish Senate, requesting that investment funds disclose information about their ethical, social and environmental criteria. 
www.esade.es

SRI Fora, Indices and Legislation
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FORUM POUR L’INVESTISSEMENT RESPONSABLE (France) – a non-profit organisation which brings together indi-
viduals and organisations interested in promoting SRI in France. It contributes to SRI public policy making, supports 
research initiatives in the field of SRI and promotes socially responsible and sustainable investment practices. 
www.frenchsif.org

DISCLOSURE AMENDMENT TO LAW ON EMPLOYEE SAVINGS PLANS  (France) –Law No. 2201-152 of February 19th, 
2001 on the generalisation of Employee Savings Plans: Article 21 declares that the fund’s internal rules should specify 
the social, environmental or ethical considerations that need to be taken into account when making a securities trans-
action as well as when exercising voting rights attached to these securities. These considerations need to be elaborated 
in the fund’s annual report. www.legifrance.gouv.fr

HIBERNIAN SRI FUNDS  (Ireland) – Hibernian Investment Managers, Socially Responsible Investment Funds, Hibernian 
SRI Managed Fund, Hibernian SRI European Equity Fund, Hibernian SRI Global Equity Fund and Hibernian SRI Bond 
Fund. This is the first attempt to implement social rating of Irish companies to promote SRI. www.hibernian.ie

FORUM PER LA FINANZA SOSTENIBLE (Italy) – a multi-stakeholder organisation which promotes dialogue among 
actors interested in sustainable development from a financial perspective. The Forum provides operators with practical 
tools to handle the concrete aspects of sustainability in the financial sector. www.finanzasostenibile.it

VERENIGING VAN BELEGGERS VOOR DUURZAME ONTWIKKELING (Netherlands) – the Association of Investors for 
Sustainable Development (VBDO) is a multi-stakeholder not-for-profit association. Among its members are trade-unions, 
NGOs, private investors as well as institutional investors and fund raising organisations. In addition to sustainable report-
ing, it deals with issues such as market development, engagement strategies and transparency guidelines for SRI funds. 
www.vbdo.nl

HUMANIX ETHICAL INDEX  (Sweden) - indices composed of the largest enterprises by market capitalization in four 
geographical regions: Sweden, Europe, USA and Global. Companies are screened according to negative criteria  
- environmental impact, human rights track records, production of arms, alcohol and tobacco. www.humanix.se

LAW ON NATIONAL PENSION FUNDS  (Sweden) – as of 1 January 2001 all six Swedish national pension funds are 
obligated by law to take environmental and ethical concerns into account in their investments, without however 
influencing the overall objective of a high return. Each fund is responsible for presenting an annual action plan,  
including investment policy, ownership policy and a plan for risk management. According to the law, the funds shall 
not own shares in companies that violate the funds’ own policies on environment and ethics. The Finance department 
has the responsibility of controlling whether the funds are applying the law.
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FTSE4GOOD  (UK) – a series of benchmark and tradable indices facilitating investment in companies with good records 
of corporate social responsibility designed by the FTSE. Independently defined and researched, FTSE4Good sets a global 
standard for socially responsible investment covering the three areas of environmental sustainability, positive relation-
ships with stakeholders and universal human rights. www.ftse4good.com

CORPORATE RESPONSIBILITY INDEX  (UK) – a business-led index inclusive of all sectors that provides companies 
with a systematic process through which they can compare their management processes and performance against those 
of others in their sector. The Index measures a company’s performance on how it integrates corporate responsibility 
within its core business practices and on its management performance across the key areas of environment, workplace, 
community and marketplace. www.bitc.org.uk/crindex/

MORLEY SUSTAINABILITY MATRIX (UK) – ranks FTSE100 companies according to Business Sustainability and Man-
agement Vision and Practices. www.morleyfm.com

UK SUSTAINABLE INVESTMENT FORUM (UK) – a membership network for socially responsible investment that 
encourages the development and positive impact of SRI throughout the UK. Members include fund managers, financial 
advisers, banks, building societies, community development financial institutions, consultants, researchers and NGOs. 
www.uksif.org

PENSIONS DISCLOSURE REGULATION  (UK) – this law from 3 July 2000 requires that trustees of occupational pension 
funds disclose on the Statement of Investment Principles the extent (if at all) to which social, environmental or ethical 
considerations are taken into account in their investment strategies and their policy (if any) in relation to the exercise 
of rights (including voting rights) attached to investments. www.legislation.hmso.gov.uk/si/si1999/19991849.htm

SAM SUSTAINABILITY INDEX  (Switzerland) – an index tracking the major global players that lead their industry in 
terms of corporate sustainability. Developed and launched jointly by Dow Jones Index and Sustainable Asset Manage-
ment (SAM) www.sam-group.com

EUROPEAN SUSTAINABLE AND RESPONSIBLE INVESTMENT FORUM EUROSIF  (Europe) – a pan-European stake-
holder network for promoting and developing sustainable and responsible investment. Eurosif was created in 2001 as an 
initiative of five European Social Investment Forums (SIFs) from France, the German-speaking countries, Italy, the Nether-
lands and the UK, with support from the European Commission’s DG Employment and Social Affairs. www.eurosif.info

VIGEO  (Europe) – launched in March 2003, this European CSR Rating Agency aims to become the European leader in 
the field of corporate social responsibility (CSR) and socially responsible investment (SRI) evaluation and rating. 
www.arese-sa.com
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TRIVISI INITIATIVE  (Belgium) – initiated by Flemish Minister for Employment, Renaat Landuyt, the initiative seeks to 
promote CSR by in the Flanders region by bringing stakeholders together in order to improve diversity management, 
lifelong learning and stakeholder management among businesses. The Minister will in the course of 2003-2004 consult 
with stakeholder groups in order to prepare a CSR strategy for the Flanders region. www.trivisi.be

LOCAL COORDINATION COMMITTEES FOR PREVENTATIVE LABOUR MARKET MEASURES (Denmark) – in accordance 
with the Act on Legal Protection and Administration in Social Matters (effective 1 January1999), it became obligatory 
for all 275 local authorities to set up a coordinating committee for preventive labour market measures, either alone or 
jointly with other municipalities. The aim of the committees is to promote employment possibilities for citizens in danger 
of expulsion from the labour market and citizens having special difficulties in obtaining employment under normal 
conditions. The committees consist of local representatives from the Municipal Council, the Danish Employers’ Confed-
eration (DA), the Council of Organisations for Disabled People (DSI), the Danish Confederation of Trade Unions (LO), the 
Confederation of Civil Servants (FTF), the Organisation of General Practitioners (PLO) and the National Labour Market 
Authority (AMS). www.detsocialeraad.dk

THE NORDIC PARTNERSHIP (Denmark) – a collaboration of the World Wide Fund for Nature, Danish think-tank Monday 
Morning and key Nordic corporate players, working together to move beyond mere rhetoric, to create new opportunities 
and tangible actions towards sustainability. This WWF-led initiative builds on the common values and strong commit-
ments of 17 Nordic companies to integrate sustainability into their core business, and identify and mitigate barriers to 
sustainable development. It is a partnership where NGO and business work together to make sustainability fundamental 
to future business opportunities by nurturing Nordic sustainable competitiveness. www.nordicpartnership.org

COMISIÓN TÉCNICA DE EXPERTOS CON LA RESPONSABILIDAD SOCIAL DE LA EMPRESA  (Spain) – the Spanish 
Ministry of Labour and Social Affairs has set up a Committee of Experts to draft a report on CSR. This Committee has 
been established upon the request of the Partido Popular Parliamentary Group to the Spanish Government. Fundación 
Empresa y Sociedad has been invited to form part of it. www.congreso.es/public_oficiales/L7/CONG/DS/PL/PL_216.PDF

SOCIAL PARTNERSHIP AGREEMENTS: 
PROGRAMME FOR PROSPERITY AND FAIRNESS - SUSTAINING PROGRESS  (Ireland) – the Programme for Prosperity 
and Fairness (PPF) is the framework for a negotiation process initiated in 1997 under the framework of the Partnership 
talks and includes the government, employers, trade unions, farmers and the community and voluntary sectors, as the 
four pillars of social partnership. These wide ranging multi stakeholder agreements seek to promote the prosperity and 
competitiveness of the Irish economy in a context of social development and improvement of the quality of life. The PPF 
features five frameworks and particular agreements in various subjects, among these, parties agreed standards and goals 

Multi Stakeholder Initiatives
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in relation to: 1. Living Standards and Workplace Environment, 2. Prosperity and Economic Inclusion, 3. Social Inclusion 
and Equality, 4. Successful Adaptation to Continuing Change, 5. Renewing Partnership. Partnership talks are ongoing as a 
mechanism to guarantee that these policies are revised and agreed by all stakeholders on a regular basis. On November 
2002, a series of negotiations were launched between all partners and a new framework was agreed, Sustaining Progress, 
that replaces the PPF and will continue to implement the objectives of the original understanding with updated meas-
ures and targets for the 2003 - 2005 period. New areas included in the agreement are: 1. Statutory minimum and redun-
dancy payments, 2. Partnerships in the workplace, 3. Gender pay gap, 4. Adoptive and parental leave, 5. Migrant workers. 
www.ictu.ie/html/publications/other/Sustaining%20Progress.pdf

ETHICAL FORUM  (Finland) – in June 2001, companies, community organisations, unions and public officials together 
with the church formed a forum in which to discuss questions of business ethics and corporate social responsibility. 
The forum assembles a number of times each year to discuss a chosen topic. The main objective of the Forum is to pro-
mote interaction between business, consumers and organisations and offer them a place to discuss corporate social re-
sponsibility. It aims to bring together different points of view, exchange thoughts and via cooperation find new ways to 
evolve corporate social responsibility. Discussions in the Forum aim to raise awareness about the different expectations 
and objectives of social responsibility that Forum members have. www.eettinenfoorumi.org

GLOBALT ANSVAR - SWEDISH PARTNERSHIP FOR GLOBAL RESPONSIBILITY (Sweden) – the Swedish Partnership 
for Global Responsibility has leading Swedish businesses and Ministries joining forces to promote a healthy environ-
ment and decent working conditions both in Sweden and abroad. The partnership incites cooperation between public 
agencies and the business community as part of efforts to promote humane globalisation. The partnership builds on 
the OECD Guidelines for Multinational Enterprises and the UN’s Global Compact and was initiated by an open letter to 
business leaders from the three Ministers of Foreign Affairs, Trade and International Development Cooperation. 
www.utrikes.regeringen.se/inenglish/policy/global_responsibility/index.htm

NEW DEAL TASK FORCE  (UK) – an employer-led body established in July 1997 with a remit encompassing all the New 
Deals, Employment Zones and ONE. It provides independent advice to Government on the policy and delivery of the 
welfare to work programmes in the UK, engages business and community based organisations in their design and de-
livery and monitors their progress, identifying emerging issues and advising on their resolution. The Task Force is sup-
ported by a small staff recruited from different Government Departments, business and the voluntary sector.

KOMPAKT (Norway) – In early 1998, the Consultative Body for Human Rights and Norwegian Economic Involvement 
Abroad, known as KOMpakt, was established. Its purpose is to enhance understanding among the relevant Norwegian 
constituencies for the interface between business and human rights in the context of globalisation. KOMpakt aims to 
stimulate reflection and policy development while acknowledging differences in roles and points of departure for the 
various stakeholders. These include companies, business organisations, labour unions, human rights and solidarity or-
ganisations, academic institutions and government. http://odin.dep.no/ud/mr/english/KOMpakt/index-b-n-a.html
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EUROPEAN MULTI STAKEHOLDER FORUM ON CSR  (Europe) – chaired by the European Commission, the Forum brings 
together European representative organisations of employers, business networks trade unions and NGOs, to promote 
innovation, convergence, and transparency in existing CSR practices and tools.
europa.eu.int/comm/enterprise/csr/forum.htm

ALBATROS  (Belgium) – a self assessment tool for companies. A list of questions makes it possible to evaluate whether a 
company gives enough attention to the balance between economic, social and ecological aspects of doing business. The 
result of this evaluation is an overview with strong and weak points of ways of doing business seen from a sustainable 
development point of view. The tool has been designed for big and small companies from all sectors by CommonSense 
and STOCK at STAKE upon request from the Flemish Community and the Ministry of Employment and Tourism.

DET SOCIALE INDEKS  (Denmark) – see section on Social Labels above.

WWW.GIVPLADS.DK  (Denmark) – an online toolkit allowing Danish companies to test how inclusive their human 
resource policies are. The online toolkit also provides companies with step-by-step instructions on how public-private 
partnerships to integrate long-term unemployed can be forged.

WWW.SOCIALAFTALER.DK (Denmark) – an online toolkit for Danish public authorities who are interested in introducing 
social clauses into public procurement tenders.

GUIDE TO SUSTAINABILITY ANALYSIS (France) – the 2nd edition of this guide from May 2003, prepared by ORSE, presents 
the methodology of the 33 main sustainability analysis organisations from all over the world and of the main “ethical”  
indices. It also highlights what the major changes in the “sustainability industry” have been in 2002. www.orse.org

CJDES BILAN SOCIETAL (France) – a tool for internal and external information exchange. Through a questionnaire 
comprising of 450 points - divided into nine fields (client relationships, financial management, innovation, organization 
of work, human resources, community, social and institutional environments and values and ethics) - companies can 
report on their social profile and improve performance. www.cjdes.org/actus/actu.asp

AFNOR GUIDE ON CSR MANAGEMENT (France) – in May 2003, the national standards body for France, AFNOR, pub-
lished “Sustainable Development - Corporate Social Responsibility - guide for taking into account the stakes of sustain-
able development in enterprise management and strategies” (Technical Report SD 21000), a guide for the implementation 
of a management system that meets the objectives of sustainable development. The guide’s structure is inspired by ISO 

CSR Toolkits
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9001 and ISO 14001 and is intended for managers and decision-makers of large or small, public or private, companies 
involved in all sectors. The guide is not intended for certification or contractual purposes, and its recommendations were 
developed out of concern for coherence and complementarity with the management system standards such as the ones 
for quality and environmental protection that can be used independently. Available in English upon demand.

IMS DIAGNOSTIC SOCIÉTAL (France) – a standard on societal aspects of CSR -refered to as companies’ initiatives 
that contribute to social cohesion and to the development of the communities in which they operate, on a local and 
global level- with a twofold objective: 1) to highlight societal criteria into existing CSR-related standards and ratings, 
by broadly promoting knowledge of societal responsibility; and 2) to provide all sectors companies with a management 
tool aimed at measuring and developing their societal performance. The standard sets out a framework of policies, 
processes and practices across the key areas of: corporate citizenship; community development; diversity in the 
workplace. The criteria (identified by a dedicated working group, including 9 IMS member companies) are based on the 
collection of best-practices’ from pioneer businesses, plus national as well as international regulations and standards 
that have an impact on societal issues, and on meetings with experts.

COMPANY SUPPORT TOOL  (Ireland) – Business in the Community Ireland’s “Company Support Tool” has been designed 
to help companies measure, support and improve the impact of their business on stakeholders. www.bitc.ie

WORKBOOK ON EMPLOYEE COMMUNITY INVOLVEMENT  (Ireland) – Business in the Community Ireland has devel-
oped this workbook for employers, employees and community organisations in order to help them how to make the 
best of employee community involvement. www.bitc.ie

Q-RES MANAGEMENT TOOLS  (Italy) – guidelines for the management of Corporate Social and Ethical Responsibility in 
development and improvement processes. The guidelines are designed to help companies improve corporate reputation 
through specific tools: Corporate Ethical vision, Ethical Code of conduct, Training in Ethics, Organisational Systems of 
Implementing and Monitoring, Social and Ethical Accountability process, Independent Verification. The model has been 
developed at the Centre for Ethics, Law & Economics, LIUC University, Castellanza (VA), Italy.

RABOBANK HOW-TO-DO-GUIDE FOR SMES (the Netherlands) - a practical guide for SMEs on social responsibility 
prepared by Samenleving & Bedrijf. The guide brings together existing guides, toolkits and research on social respon-
sibility. Best-practices illustrate what impact SMEs can have. The guide focuses on what SMEs can do inside their own 
company and the business process, in the community, and outside their business. The guide also shows how the com-
pany and society can profit from these practices. www.samen.nl
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VASTUUN ASKELEITA: CSR TOOLKIT ON HUMAN RESOURCE MANAGEMENT (Finland) – prepared by Finnish Business 
& Society, the toolkit focuses particularly on responsible human resources policy and stakeholder dialogue. The toolkit 
challenges companies with new ways to improve, develop and measure their practices.
www.businessandsociety.net

BUSINESS IMPACT FRAMEWORK  (UK) – initiated and convened by Business in the Community, the Business Impact 
Review Group was formed in 1999 and comprises twenty UK-based companies, who make a commitment to measure 
themselves, and to publicly report, against a set of core CSR indicators. A Corporate Impact Reporting website was 
launched in December 2001, where participants’ reports are accessible together with tools and resources. 
www.business-impact.org

GETTING ENGAGED: A TOOLKIT FOR TRUSTEES (UK) – developed by Just Pensions, this toolkit provides advice for 
trustees wishing to introduce SRI policies. Based on the experience of pension funds that have introduced SRI policies, 
it gives concrete examples of pension fund engagement, and a checklist to help trustees review their existing, or pro-
posed fund managers on SRI. www.justpensions.org/jph-4.shtml

NHO HUMAN RIGHTS CHECKLIST (Norway) – a checklist which companies can consult when faced with challenges re-
lated to human rights. The checklist asks Norwegian businesses step-by-step questions to help them determine whether 
they live up to basic human rights conventions. www.nho.no

SME KEY (Europe) – a step-by-step guide to help SMEs evaluate their current socially responsible practices and inte-
grate them better into their core activities and strategies. Part of the European Business Campaign 2005 on CSR, it has 
been designed to help SMEs, their federations and other existing support structures to improve understanding and 
practice of social responsibility, further engage SMEs in responsible business, and exchange good practice across the 
business community at national and European level. The SME Key has so far been used in Finland, Spain, Belgium, the 
Netherlands, Italy, Ireland and the UK. ww.smekey.org

SRI COMPASS  (Europe) – an online toolkit that provides stakeholders with an overview of the size, growth and dimen-
sions of the SRI market, helps banks enlarge and enrich their supply of SRI products by bringing them in touch with 
investors’ needs and wishes and offers companies concrete evidence and information on SRI’s financial benefits in 
terms of attracting investors for green and ethical funds. www.sriscompass.org
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Belgium
Business and Society Belgium
c/o Société Générale de Belgique
Rue Royale 30
1000 Bruxelles
Tel.: +32 (0) 2 507 0254
Fax: +32 (0) 2 507 0255
E-mail: ariane.molderez@businessandsociety.be
     www.businessandsociety.be

CSR Europe
Rue Defacqz, 78-80
Brussels 1050
Tel: +32 2 541 1610
Fax: +32 2 502 8458
Email: info@csreurope.org
     www.csreurope.org

European Commission
DG Employment and Social Affairs
B-1049 Brussels 
Tel: +32 2 299 1111
Fax: +32 2 298 2099
E-mail: csr@cec.eu.int
     www.europa.eu.int/comm/employment_social/
     soc-dial/csr/csr_index.htm

Czech Republic
Business Leaders Forum 
Palac Lucerna
Stepanska 61
CZ-116 02 Praha 1 
Tel: +420 224 216 275
Fax: +420 224 213 957 
E-mail: blf@blf.cz
     www.blf.cz

Denmark
The Copenhagen Centre (TCC)
Holmens Kanal 20
P.O. Box 2150
1016 Copenhagen 
Tel: +45 3528 8580
Fax: +45 3536 0871
E-mail: tcc@copenhagencentre.org
     www.copenhagencentre.org

Germany
Econsense
Breitestraße 24
10178 Berlin
Tel: +49 (0) 3020281474
Fax: +49 (0) 3020282474
E-mail: info@econsense.de
     www.econsense.de

Greece
Hellenic Network for CSR
Pentelis 34 & Zisimopoulou
17563 Palio Faliro, Athens
Tel: +30 1 940 73078
Fax: +30 1 940 7309
E-mail: diktio@acci.gr

Spain
Fundación Empresa y Sociedad (FES)
C/Goya 15 2e
28001 Madrid
Tel: +34 91 435 8997
Fax: +34 91 435 3974
E-mail: info@empresaysociedad.org
     www.empresaysociedad.org

France
Institut du Mécénat de Solidarité (IMS)
14 rue de Rome 
75008 Paris 
Tel: +33 (0) 1 4387 5252 
Fax: +33 (0) 1 4387 3131 
E-mail: communicationrp@imsolidarite.com 
     www.humagora.com

ORSE
7 impasse Léger au 57 au rue de Tocqueville
Métro Malesherbes
75008 Paris
Tel: +33 1 56 79 35 00
Fax: +33 1 55 30 13 03
E-mail: fatoux@orse.org
     www.orse.org
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Ireland
Business in the Community Ireland
32 Lower O’Connell St
Dublin 1
Tel: +353 (0) 1 874 7232
Fax: +353 (0) 1 874 7637
E-mail: admin@bitc.ie
     www.bitc.ie

Italy
Sodalitas
Via Pantano 2
20122 Milano
Tel: 39 02 864 60236
Fax: 39 02 864 61067
Email: sodal@tin.it
     www.sodalitas.it

Impronta Etica
V. della Cooperazione 21
Bologna
Tel: +39 051 416 2811
Fax: +39 051 416 2899
E-mail: m.parmigiani@scsazioninnova.com
 
The Netherlands
Samenleving & Bedrijf 
Postbus 152
3330 AD Zwijndrecht 
The Netherlands
Tel: +78 620 7787
Fax: +78 620 7789
E-mail: info@samen.nl
     www.samen.nl

Portugal
RSE Portugal
Rua do Conde de Redondo, 13 – 4°
1150 – Lisboa
Tel: +351 21 352 91 01
Fax: +351 21 352 91 18
E-mail: rseportugal@mail.telepac.pt 

Finland
Finnish Business & Society
P.O.Box 220
00531 Helsinki
Tel: +358 9 3967 2615
Fax: +358 9 3967 2619
E-mail: sirpa.juutinen@stakes.fi 
     www.businessandsociety.net

Poland
Responsible Business Forum
Bruna 16/11 St.
02-594 Warsaw
Tel: +48 22 825 8153
Fax: +48 22 825 7745
E-mail: malgorzata@fob.org.pl
     www.fob.org.pl

Sweden
Swedish Jobs & Society
PO Box 1231
Skeppsbron 22
111 82 Stockholm
Tel: +46 8 14 44 00
Fax: +46 8 21 14 54
E-mail: jobs@jobs-society.se
     www.jobs-society.se

Switzerland
Philias
17 Clos de la Fonderie
1227 Geneva
Tel: +41 22 308 4650
Fax: +41 22 308 4656
E-mail: info@philias.org
     www.philias.org

United Kingdom
Business in the Community (BITC)
137 Shepherdess Walk
London N1 7RQ
Tel: +44 (0) 870 600 2482
Fax: +44 (0) 20 7486 1700
E-mail: information@bitc.org.uk
     www.bitc.org.uk

The Prince of Wales International 
Business Leaders Forum (IBLF)
15-16 Cornwall Terrace
Regent‘s Park
NW1 4QP London
Tel: +44 (0) 20 7467 3600
Fax: +44 (0) 20 7467 3610
Email: info@iblf.org
     www.iblf.org

Scottish Business in the Community (SBC)
PO Box 408
Bankhead Avenue
Edinburgh EH11 4HE
Tel: +44 (0) 131 442 2020
Fax: +44 (0) 131 442 3555
Email: info@sbcscot.com
      www.sbcscot.com
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Business Sponsors of the European Business Campaign 2005
on Corporate Social Responsibility:
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www.csrcampaign.org

The European Business Campaign on Corporate Social Responsibility is an alliance of businesses and organisations. 
Its mission is to help companies combine profitability and sustainability by making Corporate Social Responsibility a cornerstone of the way they operate.

www.csrcampaign.org
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