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Understanding stakeholders and their interests and
devising strategies to engage them effectively has

become a key competency of corporate leaders.
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Introduction

The concept and practice of corporate citizenship (or social responsibility, sus-
tainability, etc.) vary greatly not only across companies but also across countries
and economies." In early 2009, members of the Global Education and Research
Network (GERN) issued a report on the many factors — global and local — shap-
ing corporate citizenship in each of nine nations studied around the world.2
Here we explore, again spanning the globe, the influence of stakeholder groups
in supporting or inhibiting corporate citizenship.

Certainly the role business plays in society today differs from the role it played in
the past — and internationally this role is expanding and evolving. Some global
influences include the spread of market-capitalism, the growing wealth and
power of business, attendant calls among the world’s populace for corporations
to assume broader social and environmental responsibilities and, given the col-
lapse of financial markets, widespread questioning about the ethics of business.
Companies are well advised to take account of how these global forces impinge
on how they perform their role in society, while attending as well to local influ-
ences on practice in the different geographies where they do their business.

One growing influence on corporate citizenship concerns the expectations and
voice of stakeholders. Stakeholders are those affected by, or who can affect, a
company’s activities. These are people, groups, or interests who have a “stake”
in a company. They may care about its success, or how a company treats them,
or about the impact companies have on others, on society, and on themselves.
Stakeholder groups include investors, employees, consumers, governments,

media, communities and NGOs, among others.

Stakeholders are making their concerns known in more visible ways than ever
before. Consider, for example, the growing number of shareholder resolutions in

areas of corporate governance, social responsibility and environmental affairs,

TRecent research produced by the Global Education Research Network illustrates the similarities and differences of
corporate citizenship around the world see “Corporate Citizenship around the World: How local flavor seasons the
global practice”.

2The Global Education and Research Network is an informal network of leading corporate citizenship “think tanks”
in 10 countries around the world. For a complete list of members see www.BCCorporateCitizenship.org.
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stronger consumer and employee preferences to buy from and work for socially
responsible businesses, heightened public expectations of more transparency
from companies and reporting on social performance, and the ever present
threat of protest or boycotts. Note, too, growing movement toward national
legislation in this arena and the increased influence of, and policy pronounce-
ments by, multilateral institutions, such as the United Nations Global Compact,
and multinational associations of companies and NGOs formed around various

social and environmental issues.

In addition to these formal inputs into corporate affairs, myriad interests and
groups, through Internet web sites, blogs and social networks are now equipped
to mobilize support and make their views known, sometimes transforming local
issues into global matters. The question at hand is to what extent, and how, does
the influence of stakeholders vary across nations. Our thesis is that because the
number and type of stakeholders, and their respective influence and opinions
about business conduct, differ from one country to the next, the approaches

firms take to corporate citizenship and the nature of it will differ as well.

In this study, we glimpse into the unique stakeholder landscapes of nine coun-
tries: Chile, China, Germany, Italy, Mexico, Philippines, South Africa, the United
Kingdom and the United States. Working with members of GERN, this study
maps a group of key business stakeholders according to 1) their overall attitude
toward corporate citizenship, and 2) their respective influence on corporations’
adoption of corporate citizenship practices. Here we will see to what extent these
“stakeholder maps” help to explain differences in the practice of corporate citi-

zenship in different nations.

The study also explores how specific stakeholder groups, say government or con-
sumers, exert influence across nations. This comparative view illustrates global
similarities and differences in stakeholder power and attitudes. It also provides
clues as to how stakeholder environment as a whole influences the nature and
development of corporate citizenship. It is our hope that this comparative
review serves to inform not only global and local business leaders around the
world, but also those stakeholders who are interested in advancing the field of

corporate citizenship.

www.BCCorporateCitizenship.org The Influence and Impact of Global Stakeholders 3
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Stakeholders

Understanding stakeholders

A stakeholder is “any group or individual who
can affect or is affected by the achievement

of an organization’s purpose.” Stakeholder
theory, as articulated by Edward Freeman in
1984, proposed that corporations bear respon-
sibilities not only to their financial sharehold-
ers, but also to employees, customers, sup-
pliers, business partners, communities, and
others who are touched by corporate behavior.
The idea has gained traction to the point that
it is now part of everyday business vocabulary.
Studies find that the great majority of busi-
ness leaders acknowledge responsibilities to
multiple stakeholders and increasingly that
their firms undertake some form of stake-
holder consultation. Indeed, understanding
stakeholders and their interests and devising
strategies to engage them effectively has be-
come a key competency of corporate leaders.

Which stakeholders are most relevant to the
citizenship agenda of business? McKinsey &
Co. surveyed more than 400 CEOs of compa-
nies participating in the U.N. Global Compact
worldwide on this point. When asked which
stakeholder groups had the most impact on
their decisions in this area, CEOs were most
apt to rank employees as one of the top three
stakeholders having the greatest impact on
the way a firm manages societal expectations,
with consumers close behind (and expected to
gain more influence in the years ahead). The

3 Stakeholders that most directly affect the firm are often referred
to as strategic or primary stakeholders (e.g., employees, consum-
ers, investors, boards of directors, etc.). Conversely, interests that
are indirectly affected by the firm are referred to as moral or second-
ary stakeholders (e.g., community groups and NGOs).

4 The Influence and Impact of Global Stakeholders

study concluded that “consumers and employ-
ees are joining an ever-expanding set of so-
phisticated stakeholders with fresh demands
and increasing power to threaten a company’s
commercial viability.”4

The Global Compact member company
leaders rated governments as the next most
influential stakeholder followed by local com-
munities, regulators, the media and NGOs.
Interestingly, investors were not rated as

a particularly important influencer in how
firms handle social issues.

The Economist Intelligence Unit surveyed

a broader sample of global executives for its
2008 report, “Sustainability Across Borders”,
and asked them to indicate which stakehold-
ers had the most influence on their sustain-
ability programs. Companies with a “globally
focused” approach to sustainability in both
developed (54 percent) and developing coun-
tries (50 percent) were more apt to rate the
government in their country of headquarters
as an influential stakeholder in their sustain-
ability programs. Customers and employees
followed closely behind on the list of most in-
fluential stakeholder groups for these globally
focused companies. By comparison, compa-
nies with a more local focus were most apt to
cite customers and local governments on the
top spots on the influence scale.

To keep track of these stakeholder groups and
their interests, businesses often make use of

4Oppenheim et al,, 2007, p.7.

www.BCCorporateCitizenship.org



stakeholder mapping — a technique for identi-
fying and prioritizing stakeholders. However,
it has been argued that simply identifying
stakeholders is not enoughs>. The demand of
corporate citizenship is to engage these stake-
holders in business decision-making that will
lead to social and economic impacts that will
benefit not only the business but also its vari-
ous stakeholders.® Stakeholder mapping can
help a business identify who to engage with
and how to engage them.

Why should firms be aware of the stakeholder
landscapes in regions where they do busi-
ness? A primary reason is to help business
leaders identify interests, and patterns among
interests, that promote or inhibit the devel-
opment of corporate citizenship. Business
leaders who understand where the support
(and pressure) for corporate citizenship is
coming from, how strong the pressure is,

and who may be counteracting that pressure
from an opposing position, are better able to
map strategies and devise programs that meet
stakeholder’s interests. As Jeff Frooman con-
tended, “how a firm acts [i.e. implementing
CSR] is in part dependent on how stakehold-
ers act.”

Mapping national and global level
stakeholders

Firms also need to be attuned to the full
“stakeholder landscape” in nations where they
do business and, indeed, around the world.

SRefer to Waddock & Bodwell, 2007 and Andriof, et al., 2002
to learn about the limitations of stakeholder management ap-
proaches and practices.

6see Jeffrey, Neil. “Stakeholder Engagement: A Road Map to

Meaningful Engagement”. The Doughty Centre, Cranfield School
of Management, July 2009.

www.BCCorporateCitizenship.org
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There are several reasons business must be
cognizant of a national stakeholder landscape:
1) diverse stakeholders shape the competitive
context for business in a nation and globally;
2) they influence a firm’s license to enter,
grow, and operate in local and global markets;
and, therefore, 3) understanding and monitor-
ing the stakeholder landscape is essential to
the long-term planning of an enterprise.

On these counts, Michael Porter’s studies of
the competitive advantage of nations make

a compelling case that a nation’s competi-
tive context — the resource inputs available to
firms, supporting industries and infrastruc-
ture, the rules and incentives that govern
commerce, and the nature and sophistication
of local needs — can be a bane or boon to
firm’s performance.” Porter and Kramer, in
turn, highlight how there can be significant
differences across nations in, say, the sus-
tainability of natural resource inputs (water,
energy), the presence of local NGOs to aid in
community support and services, the degree
of regulation in areas of social responsibility
and environmental protection, and in inter-
ests in these matters among consumers.3

How do these factors make their way into the
firm’s competitive calculus? Often it happens
through the influence and views of stakehold-
ers. Certain stakeholders such as national
governments, multibusiness associations and
the media shape the context for corporate con-
duct throughout a nation and entire regions
(e.g., the European Union). Employees, their
unions, suppliers and consumers, by compar-
ison, may have more of an industry or firm-

7Por1er, 1998.
8

Porter and Kramer, 2006

The Influence and Impact of Global Stakeholders 5
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specific influence. That said, there is no doubt
consumers and employees can have a collec-
tive impact on business practices in a nation,
through social movements and the power of
public opinion. Indeed, many changes in the
rules of the game concerning product manu-
facture, food and beverage ingredients, supply
chain practices, CO2 emissions, and the like,
have been stimulated by stakeholder power.

Nowadays, companies depend on favorable
public opinion to ensure their license to
enter, operate, and grow in markets around
the world. This extends their agenda beyond
compliance and following the law to under-
standing and engaging stakeholders and “bal-
ancing” their interests in strategic decisions
and operational practices. Finally, practices in
advertising, pricing, hiring, access, etc., can
and should be influenced by public opinion
and expectations of corporate citizenship.

Does corporate citizenship matter to the
world’s public? One study found that, across

Business activities impacted
by public opinion and
stakeholder influence:

+ Market entry (employer or trader)

« Employment and production
practices

« Advertising and trading practices

« Public and community relations

 Investments in corporate citizenship

« Transparency and stakeholder
engagement

6 The Influence and Impact of Global Stakeholders

25 countries, the top driver of a firm’s overall
corporate reputation is the public’s ratings

of its products and services (predicting 17.6
percent of reputation). What is notable is that
the next highest factors are perceptions of a
company’s citizenship (16.3 percent), work-
place (14.6 percent), and governance (14.5 per-
cent) practices. While it may not be foremost,
this affirms the power of corporate citizen-
ship broadly as a driver of reputation.® These
findings have been corroborated by other
studies. The GlobeScan CSR Monitor survey
finds that the public’s impression of a com-
pany improves if it is learned that it “makes
products/services more responsibly” primar-
ily, and secondarily if it donates to charity and
supports employee volunteerism.®

As for specific stakeholders, in one of its
annual surveys, Reputation Institute asked

to what extent people would “prefer to work
for a company that is known for its social re-
sponsibility.” On average, two-thirds of those
polled in some 25 countries would “prefer

to work for a company that is known for its
social responsibility.” The highest interest
(based on globally adjusted scores) was shown
in Norway, South Korea, Germany, Finland,
Denmark and Poland — all highly industrial-
ized. The least interest was found in the Unit-
ed Kingdom, United States, Mexico, France,
India, South Africa and Australia. All of this
ranking is relative. Interest levels in working
for a socially responsible company across the
countries ranged from a low of 50 percent of
the populace to a high of 8o percent.”

9Boston College Center for Corporate Citizenship and Reputation
Institute, 2009, “Building Reputation Here, There and Every-
where”.

10,008 GlobeScan CSR Monitor
MBoston College Center for Corporate Citizenship and Reputation

Institute, 2009, “Building Reputation Here, There and Every-
where”.

www.BCCorporateCitizenship.org



The stakeholder landscape

This study looks at nations as a whole to un-
derstand the influence and position of various
stakeholder groups in relation to corporate
citizenship. Here the stakeholder landscape is
mapped in terms of the relational position (at-
titude) and relational strength (influence) of
all relevant stakeholder groups with regards to
corporate citizenship in a country or region.

Ratings of stakeholders’ attitude refer to their
beliefs about the value of corporate citizen-
ship, ranging from positive to neutral to
negative. A negative attitude may be opposi-
tion to the use of corporate time/resources
for citizenship (e.g., the view that it is not a
legitimate or valuable business activity). A
neutral view represents mixed opinions or
indifference (taking into account the entire
stakeholder group). A positive view indicates
support for corporate citizenship. In some
instances, the study distinguishes subgroups
of stakeholders. For example, mainstream
investors in several countries seem to oppose
corporate citizenship. By comparison, socially
responsible investors, a subgroup identifiable
in many countries, seem positively inclined,
seeing citizenship as a legitimate and worth-
while use of resources.

The second dimension, influence, represents
a stakeholder’s ability to impact business deci-
sions, particularly those related to corporate
citizenship. For example, high influence is
found in countries where government bodies
actively regulate some citizenship activities, in
effect requiring companies to comply. This is
the case in the United Kingdom, for example,
which requires companies to report on social
and environmental performance. A govern-
ment with medium influence over corporate

www.BCCorporateCitizenship.org
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citizenship may simply encourage improve-
ments through policy statements. Finally, low
influence on the part of government would
mean that it takes no action to encourage or
discourage corporate citizenship.

Stakeholder landscapes vary from one country
to the next, and are evolving over time. Cross-
cultural differences are much more apparent
in the relationship between corporations and
their stakeholders. These differences reflect
varying social and cultural values. Thus, busi-
ness leaders attach varying levels of impor-
tance to relationships with different stake-
holder groups in different countries.

Completing a scan of the key stakeholder
groups in the nine countries observed
revealed some important conclusions about
stakeholder landscapes. Looking at each
stakeholder group’s relative positioning in
the nine countries reveals that many of these
groups cluster together across countries. For
example, governments are on the higher end
of the influence scale and mid-to-positive side
of the attitude scale worldwide. The main-
stream investor group also clusters together,
but on the high influence, generally negative
attitude side. Many other stakeholder groups
are clustered in the middle, indicating that
they are still “on the fence” when it comes to
corporate citizenship. This lack of pressure
from key stakeholders may partly explain why
corporate citizenship hasn’t experienced rapid
adoption among companies in some parts

of the world. For the most part, developed
countries in this study’s sample (the United
States, United Kingdom, Germany and Italy)
have more active and positive stakeholder
groups than developing countries (Mexico,
Chile, South Africa, the Philippines, and

The Influence and Impact of Global Stakeholders 7
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China). In developing countries, however,
corporate citizenship is increasingly aligned
and integrated with public policy and culture,
which serves as a driver for future develop-
ment in this area.

Primary stakeholder groups such as consum-
ers and employees are found to be more
informed and therefore exert more pressure
on companies to adopt citizenship in devel-
oped countries. Developed countries also have
more sophisticated networks of influencers
such as socially responsible investors (SRI)
and business organizations (i.e. Business in
the Community, Boston College Center for
Corporate Citizenship, BSR). This difference,
however, is slowly changing as developing
countries also become more influenced by
global organizations (the United Nations,
NGOs, etc) and the practices of multinational
companies.

Principal findings on
stakeholder groups:

+ There are commonalities in the
relative positioning of high influence
stakeholder groups such as govern-
ment (generally positive) and inves-
tors (generally negative).

- Many stakeholders are “on the fence”
due to a lack of awareness about
corporate citizenship.

« Developing countries differ from
developed countries in the influence
of certain stakeholder groups such
as socially responsible investors and
ethical consumers.

8 The Influence and Impact of Global Stakeholders

Study Methodology

The study is explorative and is based

on a qualitative design. Researchers
based at the Boston College Center for
Corporate Citizenship collected the

data through in-person interviews with
leaders of GERN member institutions,
as well as two in-person focus groups
consisting of the same country experts
engaged in mapping the stakeholder
landscape of each country and identify-
ing and validating patterns. The inter-
views and focus groups aimed to identify
and explain the position of stakeholders’
attitudes and influence over corporate
citizenship. A literature review was also
conducted in spring 2009 to corroborate
the observations.

Main research questions:

How are stakeholders positioned relative
to 1) how much influence they have on
business decisions about corporate citi-
zenship, and 2) their attitude toward the
value of corporate citizenship, in various
countries and globally?

How does the positioning of individual
stakeholders and stakeholders in general
(the overall pattern) affect the extent
and nature of corporate citizenship in a
country?

What influences the positioning, or
change of position, of stakeholders (ex-
ternal “shock” or internal dynamics)?

How can corporate citizenship propo-

nents impact the position of stakehold-
ers in favor of citizenship?

www.BCCorporateCitizenship.org



Stakeholder landscapes by country

Country context

While the evidence points to corporate citi-
zenship as a global phenomenon, there are
select influences on the stakeholder mix and
business practices that vary from country to
country as well as from company to com-
pany. In reviewing the stakeholder landscape
around the globe, it is notable how these fac-
tors might influence the findings.

Cultural values: Naturally, stakeholder expec-
tations and corporate practices in a nation are
informed by national traditions and values.
As an example, the countries of Scandinavia,
with their cultural emphasis on egalitarian-
ism, and Scandinavian companies, with
traditions of progressive environmental and

www.BCCorporateCitizenship.org

workplace practices, present a different milieu
for corporate citizenship than one finds in,
say, Southern Europe or the United States.

Market structure and economy: The market
structure and economy in a nation also figure
into stakeholder expectations and roles. One
relevant factor is the state of development of a
nation. Studies by AccountAbility, for ex-
ample, show that highly developed countries
demand and foster much more transparency
from their companies than less developed
ones.’? In turn, the relative prevalence of fam-
ily-owned enterprise in developing countries

2Simon Zadek, Alex MacGillivray, editors, “The State of Respon-
sible Competitiveness 2007: Making sustainable development
count in global markets”, AccountAbility, July 2007

The Influence and Impact of Global Stakeholders 9



Table 1

Levers of influence and context of stakeholder groups

Stakeholders: Levers of influence Context
Laws: Labor, Democracy
environment, corporate State of capitalism
Government governance, e.tc. Party in.power
Standard setting Corruption
Partnerships Focus on employment and eco-
Competitiveness and nomic growth
trade Globalization
Procurement
Granting and withholding Short-termism
capital Time horizon
Investors Voting rights Investment objectives
Analytic reports and SRI
ratings Risk-management
Purchasing power Size of the LOHAS' market
Consumer advocacy Ability to pay
Consumers groups Base ofthe pyramid. '
Boycotts and “buycotts” Changes in promotion techniques
(i.e. product labeling, advertising)
Social networking
Employment choices Generational differences
Word of mouth in em- Diversity
Employees ployment market Skill level variations

Productivity and discre-
tionary effort

Immigration patterns
Degree of organization as a group

International
organizations

Set standards
Awards and recognition

Globalization
Legitimacy

Labor unions

Contract negotiations
Strikes

Fair wage expectations

Safety and working conditions
Regulatory environment
Legitimacy

Negative (or positive)

Size and reputation of

publicity organizations

NGOs Partnerships . Legitimacy
Advocacy/lobbying Global networks
Creation of guidelines
and standards
Negative (or positive) Degree of independence and
publicity objectivity

Media Influence over other Audience interest

stakeholders

Pay to play conditions

National business groups

Support and tools

Level playing field
National competitiveness

10 The Influence and Impact of Global Stakeholders
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in Latin America and Southeast Asia seems to
foster caretaking of workers and communities
more so than public ownership. The political
system is also a factor. The United States and
United Kingdom, for instance, house myriad
NGOs involved in social and environmental
advocacy. In China, by contrast, NGOs are
“state-sponsored” and decidedly less vocal in
these arenas.

Corporate trends: Most countries are experi-
encing a shift from a traditional view of corpo-
rate citizenship as providing jobs, earning
profits, and paying taxes while “giving back”
through philanthropy, to a new view that is
more encompassing of the impact of business
on society. Large corporate multinationals

are a driving force behind corporate citizen-
ship practices today around the globe. But
within nations, specific companies can also
be role models and influencers on practice.
Cross-business associations, such as industry
groups and the Chamber of Commerce, also
shape the citizenship landscape.

Social institutions: Finally, while companies
themselves seem to be at the forefront of inno-
vation around corporate citizenship, in many
countries the civil society sector and the gov-
ernment have significant roles. Government’s
reach into corporate conduct depends on its
capability and legitimacy which is variable
throughout the world. The same is true for
civil society organizations. On the other hand,
weaker governments may stand to benefit

the most from the advancement of corporate
citizenship, as corporate entities begin to miti-
gate their share of social problems as well as
contribute to solutions to problems that were
previously left to public entities to handle.'

13For more on this see Boston College Center for Corporate
Citizenship, 2008, “Corporate Citizenship around the World: How
local flavor seasons the global practice”.

www.BCCorporateCitizenship.org
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No study can parse out the relative impor-
tance of these sociocultural factors in shap-
ing the expectations of business in different
parts of the world or for understanding

how stakeholders influence the practice of
citizenship itself. But some hunches about
their relevance emerge when looking at the
stakeholder landscape in nine nations around
the world.

The following table outlines the stakeholders
to be examined and why. Each stakeholder
has specific levers of influence over corpora-
tions with respect to corporate citizenship.
These levers largely determine their level of
influence as well as their techniques. To put
each stakeholder in context, the table also
includes relevant determinant factors to con-
sider when assessing influence and attitude
toward corporate citizenship.

The stakeholder landscapes of nine countries
are summarized in the following pages.

Sources for corporate citizenship
and stakeholder snapshots

+ GRI web site Reports List

» Boston College Center for Corporate
Citizenship and Reputation Institute,
“Building Reputation Here, There and
Everywhere”

+ UN Global Compact web site

« KPMG International Survey of Corpo-
rate Responsibility Reporting 2008

« Eurosif “European SRI Study” 2008

The Influence and Impact of Global Stakeholders 11
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o oo mon]  The key drivers of corporate citizenship in Chile include commerce
ws == 1 and globalization, including multinational corporations acting locally,

but also many local ones, in particular small and medium-size enter-

4 prises (SMEs). Issues addressed through corporate citizenship are
e primarily related to good labor practices, environmental management
CHILE o and community engagement and supply chain development (for large
pr— e, S companies) ™. Underlying contemporary corporate citizenship are tra-
[Entrere (TP P

ditions of philanthropy (strongly influence by Catholicism) and labor
rights driven by Labor Unions. Increasing emphasis on environmental sustainability is bringing
diverse stakeholders together to accept corporate citizenship and work collaboratively to promote

comprehensive corporate citizenship by integrating social, environmental and economic concerns.

14“Corpora’re Citizenship Around the World: How local flavor seasons the global practice”, 2008, Boston College Center for Corporate

Citizenship
Chile Stakeholder snapshot
Government in power: .......ccccecceeueeuuenne Concertacion coalition (center-left)
2008 rank in Tl Global Corruption INdex: .......ccccevevuerirenieinerirenieirieene 23
Market capitalization of listed companies (% of GDP): .........cccccccueueeeee 130
GDP per capita (current US$): ..ocooeviviviviiiieiicicecceccecccccceenes 9,878
Internet users (Per 100 PEOPIE): ...c.cueueueuiuiuiuiuiuiiirininineseeteesieteeete e nenenenenes 31
Size of labor force: ......cccoeueuenenee. 6.9 million
Unemployment rate: .........cocooeveieuiieiiiiiiiicce s 9 percent
Corporate citizenship snapshot
Companies listed on GRI Reports List (2006-2000): .....ccceceerurvrurururueunnee 28
Reputation Institute CSR INAEX: ..voveueiririeeiririeieireeeeeeeieeseeienene ... 53.8
Business participation in UNGC (all active as of June 15, 2009): ........... 38
Total SRI assets under management: .........coecccevvuereccnneecneruenccnnnuenenes n.d.

12 The Influence and Impact of Global Stakeholders www.BCCorporateCitizenship.org
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Chile corporate citizenship stakeholder map
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Support for corporate citizenship
Key stakeholders driving by promoting good corporate governance
corporate citizenship practices, compliance with local legislation
Government: The government actively pro- and long-term profits. There is no SRI market
motes citizenship through direct consulta- currently.
tions with business, financial incentives and
policy guidelines. A new “Responsible and NGOs: A mix of local and global NGOs are
Sustainable Business” policy will be piloted very active on the issues of environment,
over a five-year period. human rights and labor. NGO activism and
cynicism still represent a major threat to cor-

Investors: Institutional investors such as porations that are risk averse.

pension funds are a significant (50 percent
of market) influence on corporate citizenship

www.BCCorporateCitizenship.org The Influence and Impact of Global Stakeholders 13
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International organizations and standards:
ISO codes and the GRI provide guidance and
recognition, while other institutions such as
the Inter-American Development Bank have
also been engaged directly.

Key stakeholders resisting

corporate citizenship

Media: Reporting is very limited, and the
media primarily report corporate wrongdo-
ings. Limited coverage is aimed at advertising
corporate citizenship. The independent press
is also mobilizing dissident consumers and
employees to express their dissatisfaction
through online social media.

Neutral stakeholders

Business associations: Only starting to en-
gage, they are focused mostly on responsible
supply chain practices, for which the govern-
ment is offering incentives.

Consumers: Consumers are supportive of
companies with good labor and environmen-
tal practices and very critical of those without.
But this support or opposition does not trans-
late into consumer behavior. Recent legisla-
tive reforms giving consumer organizations
the ability to file class action suits against
companies, may promote greater corporate
citizenship.

Employees: Unorganized employees have
limited to no power to influence corporate
citizenship. Treatment of employees is, how-
ever, the most important corporate citizenship
concern for Chileans.

Labor unions: Although unions are still rela-

tively skeptical of the legitimacy of corporate
citizenship, many are becoming decent cham-

14 The Influence and Impact of Global Stakeholders

pions due to the importance of environmental
responsibilities and collaboration to enforce
labor legislation.

Implications for the development

of corporate citizenship

The contemporary emphasis and awareness
of environmental responsibility, especially by
the government, is facilitating promotion of
comprehensive corporate citizenship. Legis-
lation that mandates environmental assess-
ments, for example, also requires assessing
impact on local communities. The champions
of corporate citizenship constitute a diverse
but reasonable-sized group. Local corporate
citizenship organizations such as AcciénRSE,
Fundacién PROhumana, Sofofa Respons-
abilidad Social, Unién Social de Empresarios
y Ejecutivos Cristianos (USEC) and Vincular
Center for CSR at Catholic University of Val-
paraiso foster corporate citizenship leadership
among civil society, business leaders and the
government. Collectively, stakeholder skepti-
cism and support is driving the development
of corporate citizenship in Chile.

www.BCCorporateCitizenship.org
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------- = ] Practically everything in China, citizenship included, is decided on and
L e S ol driven by the Communist Party-led government. The Chinese govern-
=y s ment imposes a high degree of influence on the developing concept
___ S rﬁ:__h_ . 5| of corporate citizenship through party training and policies supporting
A '-: 58 -. the notion of harmonious society, within which corporate citizenship
s R | finds legitimization and support. Other stakeholders fall in line with
e '-r-_, e the government’s lead, while the media, academia, and consumers
o U

play increasingly important roles in raising awareness and acceptance
of corporate citizenship in China.

China Stakeholder snapshot

Government in pOWer: ...........ccccceoieiiiiiiiienienen. Chinese Communist Party
2008 rank in Tl Global Corruption Index: ........cocoevevueeeueuemcucciciccrcccncnes 72
Market capitalization of listed companies (% of GDP): .......cccccvrvuevee. 194
GDP per capita (current USS): ..c.cccoueeinnieieiiniecinieiccnieiencenneneeneenes 2,432
Internet users (Per 100 PEOPIE): .......cueceririeviriririeiirinieieierenieieereeieieeseeneaes 16
Size of [abor force: ....ovoviviiiiiiceeeeeceee e 785.7 million
UNemployment rate: ....c.cooeeererieueinieieeninieieeneeieieeseeie e 4 percent

Corporate citizenship snapshot

Companies listed on GRI Reports List (2006-2000): .....ccccceererererurerurunnee 16
Reputation Institute CSR INAEX: ...oovvueuiririeieiririeierieieeseieeeeeeiee e 57.1
Business participation in UNGC (all active as of June 15, 2009): .......... 177
Total SRI assets under Management: ........c.cococeceeeveerecrneucccrenrercneruenenes n.d.
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China corporate citizenship stakeholder map
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Key stakeholders driving

corporate citizenship

Government (and the Chinese Communist
party): It has the greatest influence through
policies promoting the notion of a harmoni-
ous society — achieving economic growth
balanced with social and environmental
development.

Media: They report on best practices (particu-
larly of multi-national companies) and give
awards to top performing companies, thus
popularizing corporate citizenship. Media

16 The Influence and Impact of Global Stakeholders

also can serve as watchdogs to disclose poor
practices.

Academia: Active in promoting awareness and
providing executive training as well as popu-
lar lectures, workshops and training seminars
on corporate citizenship.

Multilateral organizations and business
groups: The China Corporate Citizen-
ship Committee (CCCC), the World Busi-
ness Council for Sustainable Development
(WBCSD), and various business chambers
but in particularly American Chambers of

www.BCCorporateCitizenship.org



Commerce help companies develop corpo-
rate citizenship strategies while the United
Nations Global Compact, United Nations
Development Programme, and UNICEEF raise
awareness about community investment and
philanthropy.

NGOs: Their influence is positive, but low, an
“invisible presence” whose trust with busi-
ness is low.

Employees: Generally supportive of corporate
community support (such as the disaster re-
lief responses) but they have low understand-
ing or awareness of broader agenda.

Key stakeholders resisting corporate
citizenship
None

Neutral stakeholders

Consumers: While they are unaware of ethi-
cal consumerism, there are signs of change
from recent scandals (milk contamination in
2008).

Unions: Unions have very low impact and are
closely aligned to the government agenda and
interests.

Mainstream investors: Generally unaware of
citizenship issues, they have low influence
due to the communist market economy. SRI
has not been popularized or formalized in
China.

www.BCCorporateCitizenship.org
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Implications for the development of
corporate citizenship

Efforts of stakeholders in China are
individually driven and generally fragmented
and haphazard. Although there is a lot of
positive activity, the stakeholder environment
can be characterized as unsystematic. The
environment also lacks a leading positive
stakeholder(s) other than the government to
set the agenda for corporate citizenship and
drive its development. The lack of systematic
engagement and coordinated stakeholder
relationships are characteristic of the
emerging nature of corporate citizenship in
China. It is anticipated that the alignment of
corporate citizenship to government policy
ideals would help to further promote the
development and integration of corporate
citizenship into business management and
practice. Stakeholders such as the media,
consumers, and employees are expected

to become key stakeholders to promote
citizenship in the near future

The Influence and Impact of Global Stakeholders 17
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Germany
.. -] Germany is notable for its lack of strong promoters of corporate
S citizenship. While the movement has begun, corporate citizenship has

'E::.T b s ey not yet “taken off” as it has in other European countries. While most
- ‘:’::, Teipaly, stakeholders sit somewhat indifferently in the middle ground, certain
L F*'*‘{'C'_F::?_?NY raeeel  groups can be identified as more supportive of corporate citizenship

L.,f.““'""“"f“d : S than others, notably the government. The European Union has had a
R u;!:umh vied strong influence on the German approach, causing the government

S asmll - to engage and think strategically about German corporate citizen-

ship. Just as Germany does not have a strong positive force behind corporate citizenship, it does
not have a strong negative voice opposing it either. Germans view it as a bit politically incorrect to
stand against the notion of corporate citizenship, which is a positive characteristic of Germany’s
landscape but not sufficient to encourage the “take off” that is needed.

Germany Stakeholder snapshot
Government in power: .............. Christian Democratic Union (center-right)
2008 rank in Tl Global Corruption Index: ........ccccvvuennnen

Market capitalization of listed companies (% of GDP): ......cccecovvererurenene 63
GDP per capita (current US$): ...c.coeueuiieiiiiiiiiiieceneseeeeeeeeens 40,324
Internet users (per 100 people): .......ccccceveuecnnes

Size of [abor fOrce: .....iviviiiiieiieieeeeeeee e 41.4million
Unemployment rate: .........cccoovvieiiiiiiiiiiiiieccccececececeeaes 9 percent

Corporate citizenship snapshot

Companies listed on GRI Reports List (2006-2009): .....cceevveuerveruruennenes 54
Reputation Institute CSR INAEX: w..ovveuiriiiriiieirieeceseeecee e 59.4
Business participation in UNGC (all active as of June 15, 2009): .......... 118
Total SRI assets under management: .........cocoeeverivueecnennen 11.1 billion euro
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Influence on corporate citizenship
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Germany corporate citizenship stakeholder map
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Key stakeholders driving

corporate citizenship

Government: Highly influenced by the Eu-
ropean Union, the German government has
created a “national CSR strategy” and a cross-
sector CSR Forum, engaging a number of
ministries in partnership and agenda-setting.

NGOs: Large, global NGOs in Germany
have been supportive of an enhanced role
for business in society. But some have taken
a reserved attitude and a limited role in the
promotion of citizenship, preferring greater
regulation over voluntary measures.

www.BCCorporateCitizenship.org

Industry groups and business associations:
They are active in promoting citizenship

in Germany, (this includes Network CSR,
econsense, and the Initiative for Freedom
and Responsibility to promote CSR), how-
ever, Germany has not seen the rapid growth
of supportive organizations that the United
Kingdom and the United States have.

Key stakeholders resisting

corporate citizenship

Trade unions: Unions have always exerted con-
siderable influence over social and collective
bargaining policy in Germany. Some union

The Influence and Impact of Global Stakeholders 19
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representatives still distrust corporate citizen-
ship, especially the voluntary approach.

Neutral stakeholders

Consumers: There is increasing evidence

that corporate citizenship matters to general
consumers, as well as a growing number of
LOHAS (Lifestyles of Health and Sustainabil-
ity) consumers basing their purchase decision
on good corporate citizenship.

Implications for the development

of corporate citizenship

Although workplace and environmental
issues have strong traditions and high
standards in Germany, a broader approach
to corporate citizenship is only emerging,
and with some skepticism. Most of the
ambivalence toward corporate citizenship can
be related to the perceived role of business,
high levels of mistrust, and the expected role
of government as the guarantor of social
change and general welfare. As the CSR
Navigator describes, “The most important
drivers of CSR in Germany are companies
themselves, which is why its development
into a policy concern has been so slow.”
(Bertelsmann) This is one explanation for
the delayed advancement of citizenship

in Germany. Since there are no leaders

in the stakeholder infrastructure, it is up

to companies to decide whether or not to
adopt responsible practices. Given the lack
of pressure from any important stakeholder
group, it is expected that this progress will
remain slow until the landscape shifts
creating the right incentives for private
enterprise to take the lead.

20 The Influence and Impact of Global Stakeholders www.BCCorporateCitizenship.org
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Corporate citizenship in Italy is focused on environmental conserva-

e ”;f'_:_:... tion, employee well-being and philanthropy. Historical traditions,
- oy R
S, = | religious norms and family business values are strong determinants of
= M‘I’;;L =1 corporate citizenship. A competitive spirit between local and interna-
s tional firms is also a dynamic emerging trend that is fueling the de-

velopment of corporate citizenship. In Italy, the majority of stakehold-
ers tend to be positive toward corporate citizenship but the level of

authority among these stakeholders to influence corporate citizenship

varies considerably. The Italian stakeholder environment is positively driven toward greater engage-

ment in corporate citizenship primarily though business associations and multinational corpora-

tions. These entities are further supported by the increasingly active media and academic institu-

tions. This overall supportive environment is conducive to the adoption of corporate citizenship,

especially in relation to protecting the environment and promoting generous employee benefits.

Italy Stakeholder snapshot

www.BCCorporateCitizenship.org

Government in POWEN: ........cccevueveeeriniiiniiiieiienene Center-right coalition
(People of Liberty, the Northern League, and the Movement for Autonomy)
2008 rank in Tl Global Corruption INdex: ........ccoceuevenirieinneeinnieeenenene 55
Market capitalization of listed companies (% of GDP): ........ccccevvueueunenee 51
GDP per capita (current USE): ...c.cooveueueieieiiiiiiiiininenenenineneeeeeeeaenes 35,396
Internet users (Per 100 PEOPIE): ..coveirierieuirieirierieerieeeete e 54
Size of [abor force: ....ooovviiiiiieicceeeeeeee e 25.2 million
Unemployment rate: .........cceeeeueieemecceeiiiieeeeseeeeeseeeeeeees 6 percent

Corporate citizenship snapshot

Companies listed on GRI Reports List (2006-2009): .....cccoeverveveerunrenencns 46
Reputation Institute CSR INdeX: ....coueueueririeuirinirieininieiecneieeenee

Business participation in UNGC (all active as of June 15, 2009): ......... 106
Percent of companies with a publicly available CSR strategy: ................. 42
Total SRI assets under management: .........cccoccceeevveucernnnnee 3.4 billion euro
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Italy corporate citizenship stakeholder map
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Key stakeholders driving corporate
citizenship

International standards and certification
schemes: The Global Reporting Initiative and
certifications schemes such as the ISO 14000
are popular and commonly used to improve
reporting practices, which in return facilitate
the management of corporate citizenship.

Multinational businesses: They inspire and
motivate greater adoption of corporate citizen-
ship. Italian-based subsidiaries adapt their
practices to the Italian context out of neces-

22 The Influence and Impact of Global Stakeholders

sity, and local companies adopt new standards
in order to compete in the global market.

Government: The government promotes
corporate citizenship only occasionally, taking
a non-interventionist approach toward Italy’s
mostly small and medium privately owned
businesses. Its role has largely been limited
to awareness creation, sometimes perceived
as “lip service,” in the absence of policies or
incentives.

www.BCCorporateCitizenship.org



Media: Reporting on corporate citizenship is
almost always positive. In general, corporate
citizenship is newsworthy and the Italian pub-
lic wants to read and hear about it.

Academia: While providing thought leader-
ship on corporate citizenship, opportunities
for training and education in corporate citi-
zenship are limited despite growing demand
from new generation managers.

Business associations: They constitute a
significant power base, yet support of corpo-
rate citizenship has been positive but mostly
superficial.

Key stakeholders resisting

corporate citizenship

Labor unions: A driving force behind integrat-
ing and standardizing safety and employee
benefits, they have not aligned or integrated
employee rights to any other corporate citi-
zenship agendas such as the environment,
community or governance.

Neutral stakeholders

Employees: They do not influence or drive
corporate citizenship directly, but rather indi-
rectly through the enforced expectation

of quality work and benefits that are nego-
tiated at a national level and legislated by
government.

Consumers: Sensitive toward social and en-
vironmentally responsible products, but pur-
chasing behavior largely reflects convenience,
price and brand.

www.BCCorporateCitizenship.org
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NGOs: This sector is relatively small in Italy,
and is generally development or religiously
motivated. Consequently, NGOs do not act as
corporate watchdogs, but rather as develop-
ment and welfare agents.

Implications for the development

of corporate citizenship

While most of Italy’s stakeholder groups have
a positive view toward corporate citizenship,
few actively advocate for companies to adopt
and enhance citizenship activities. Certain
major steps may be needed for citizenship

to reach a greater level of attention, includ-
ing the active participation of government
(through policies and incentives) and a higher
degree of responsiveness from employees
and consumers. These key stakeholders are
currently influenced through the media and
academia. Their slow acceptance of a new role
for business holds back Italian companies
from advancing citizenship agendas, par-
ticularly in comparison to their counterparts
elsewhere in Europe. As the map suggests,
multinational companies and international
standards currently have the greatest influ-
ence in this area, and will continue to unless
a domestic movement for Italian corporate
citizenship intensifies.
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Mexico

Mexico's family-oriented business culture is amenable to the concept

A san ko of corporate citizenship. It is no surprise then that few stakeholders
Caselckoipr, ¥

o WO S [ hold an opposing view toward it. Aside from the labor unions,

MEXICO | Mexico's greatest obstacle to furthering corporate citizenship is the
. W lack of awareness and the willingness to compromise on the part of
Custilaprst || e
e e key stakeholder groups — government, employees and consumers —
2 *pulila

.| who remain impartial and relatively inactive in the citizenship debate.

ik

In recent years, some interesting efforts have been made by multilat-

eral CSR organizations, the academia and business associations to improve this situation.

Mexico Stakeholder snapshot
« Government in power: National Action Party (PAN) (center-right)

« 2008 rank in Tl Global Corruption Index: .......cccevevererieirenineneinennn 72
« Market capitalization of listed companies (% of GDP): .........cccoon...... 39
+ GDP per capita (current US$): .....coeeieiiieiiiiiiiincnnreeeeees $9,715
« Internet users (per 100 PEOPIE): ...ceveririeuiririeieiririeieneceeceene 23
o Size of [abor force: ....oovvivieeiiieicieiceeeee e 44.3 million
o UNnemployment rate: ........cccoceerieinininiririsirieieieieieeeieieieieeiesieeeeens 3 percent

Corporate citizenship snapshot

« Companies listed on GRI Reports List (2006-20009): .....c.cccceeurerencnc. 14
+ Reputation Institute CSR INAEX: ..ccuevivueiriirieirieineriecseeeecee 56.7
« Business participation in UNGC (all active as of June 15, 2009): ...... 213
« Percent of companies with a publicly available CSR strategy: ............ 14
« Total SRI assets under management: .........cccccoeevenrieierininiceneneeens n.d.
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Mexico corporate citizenship stakeholder map
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Business associations and coalitions: Cham-
bers of commerce and alliances such as one
between Centro Mexicano para la Filantropia
(CEMEFI) and several Mexican business asso-
ciations are active in recognizing and promot-
ing best practices in citizenship. They do not,
however, provide support or tools to members
to adopt citizenship.

www.BCCorporateCitizenship.org

Multilateral organizations: The U.N. Global
Compact, Inter-American Development Bank,
and others are primary drivers of corporate
citizenship but with a limited scope of action.

Media: Weekly and monthly corporate
citizenship focused columns in major busi-
ness publications are increasing, and some
newspapers include a monthly supplement
on corporate citizenship. Still, the influence
of the media is limited.
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Local and global NGOs: Their attitude is posi-
tive, although not all are perceived as legiti-
mate partners or stakeholders to business,
especially the smaller ones. AliaRSE (Alliance
for CSR in Mexico) is one of the major players
in CSR.

Academia: Influence is enhanced through
partnerships with government or multilateral
organizations such as the Inter-American
Development Bank. Research and education
in corporate citizenship is becoming more
prominent in private Mexican universities,
such as Anahuac University and Instituto Tec-
nologico y de Estudios Superiores de Monter-
rey (ITESM).

Key stakeholders resisting corporate
citizenship

Unions and union leaders: They frequently
rebuke corporate citizenship and question its
value, when it’s seen as a threat to the union
agenda, and focus only on their specific con-
cerns or their leaders’ interests.

Neutral stakeholders

Government: Some governmental depart-
ments are more engaged in facilitating cor-
porate citizenship such as the Secretariat of
Environment and Natural Resources and the
Secretariat of Labor and Social Welfare.

Employees: Uninformed and not organized,
there concern is limited to the area of human
rights issues and fair labor practices.

Consumers: They are unaware and unen-
gaged. Consumerism is highly price driven. A
small ethical/conscious consumer movement
is developing around organic and “green”
products.

26 The Influence and Impact of Global Stakeholders

Investors: Mainly focused on the return of
their investment, very few of them consider-
ing ethical, social or environmental criteria.

Implications for development of
corporate citizenship

Lack of involvement by NGOs, employees,
consumers and investors limits the accep-
tance and development of corporate citizen-
ship. Stronger drivers are needed to influ-
ence mainstream Mexican business to adopt
corporate citizenship. A leadership role could
be fulfilled by government or by a coalition
between business associations and universi-
ties. This support should be homegrown and
applicable to the Mexican context. Good em-
ployee relations and community investments
are typical characteristics of family-owned
Mexican enterprises, but many modern corpo-
rations are estranged from these values. The
future of citizenship is particularly promis-
ing among Mexico’s approximately 4 million
micro, small and medium-sized enterprises
(MSMEs), which are typically family owned
and represent 99.8 percent of all businesses.
Recent research done by Anahuac University
and the Inter-American Development Bank
suggests that corporate citizenship is eas-

ily integrated into SMEs as opposed to large
corporations. By targeting smaller enterprises
and working along the value chains of larger
ones, advocates are hoping to transform cor-
porate citizenship in Mexico to become more
integrated and aligned to the triple bottom
line philosophy.

www.BCCorporateCitizenship.org
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Business giving and contribution to society is deeply entrenched in

Filipino culture. As a result, very few stakeholders object to corporate
citizenship. Corporate citizenship in the Philippines has evolved over
the past 50 years — from philanthropy and public relations to develop-

PHILIPPINES
BT ing strategic shareholder relationships — partly because corporations
: Mgty today must meet increasing expectations from multiple stakeholders.

It still has some ways to go, however, to incorporate citizenship into
the way Filipino businesses operate. Limited government capacity and

need for social and economic development facilitates current innovative practices aimed at achiev-

ing integrated economic and social goals. Business associations and networks are instrumental

in this development and could be even more so in the future. As evidence, business, NGOs and

government collaboration and social enterprise development are emerging trends in corporate

citizenship in the Philippines.

Philippines Stakeholder snapshot

www.BCCorporateCitizenship.org

Government in pOWer: ..........ccccccvunenee. Lakas-Christian Muslim Democrats
2008 rank in Tl Global Corruption Index: ........ccceoeveerenneneenenineniennns 141
Market capitalization of listed companies (% of GDP): .....cccecevvvrvenenene. 72
GDP per capita (current US$): .....cooovvieiiiieiciciccccccceeeeccenes 1,639
Internet users (Per 100 PEOPIE): ..c.couoveuiririeueiririeiiirieiectreieeee e 6
Size of [abor fOrce: ...o.ciiviiieiieieiiecee e 36.9 million
Unemployment rate: .......cocoovveveririeieieieieieieieieieieieieieecceeeeseens 6 percent

Corporate citizenship snapshot

Companies listed on GRI Reports List (2006-2000): .....c.covurereruereuevenenenee 7
Reputation Institute CSR INAEX: w.ooveuirieirieiierieerieeceeee e N.A.
Business participation in UNGC (all active as of June 15, 2009): ........... 10
Total SRI assets under management: ........coccoeeevveeennerencnerercncnnenenenes n.d.
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Philippines corporate citizenship stakeholder map
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Key stakeholders driving ly influential in promoting the acceptance and
corporate citizenship development of corporate citizenship.
Government: Fosters a role for business in
society through incentives and public private Employees: They tend to be very interested in
partnerships. But lack of government capacity volunteerism as part of a company’s giving
limits enforcement of mandatory require- Initiatives.
ments and their mandates are often treated as
optional. Media: They have become more active in pro-
moting corporate citizenship due to special

Business associations: Those such as the Mc- education campaigns to inform the media
Carthy Business Club, Philippine Business about the nature and purpose of corporate
for Social Progress (PBSP), and the Manage- citizenship.

ment Association of the Philippines are high-
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Academia: Schools promote the acceptance
and professionalization of corporate citizen-
ship.

NGOs: Those that take a collaborative (as
opposed to confrontational) approach tend to
have greater and more positive influence on
corporate citizenship.

Key stakeholders resisting

corporate citizenship

Trade unions: Hesitant to promote corporate
citizenship, they fear that it will obstruct their
agenda.

Neutral stakeholders

Investors: Very few investors or business
owners would object to the importance of
corporate citizenship'>. But more evidence is
required to inform investment decisions in
order to further develop responsible invest-
ment'®.

Consumers: In general, they only promote
corporate citizenship through boycotts and
occasional partnerships and have not been
influential.

15Alfonso, 2007.

16Rrebolledo, 2003.

www.BCCorporateCitizenship.org
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Implications for the development of
corporate citizenship

The Filipino stakeholder environment tends
to be positive toward corporate citizenship
with the exception of labor unions. This over-
all supportive environment is conducive to
the adoption of corporate citizenship, howev-
er, the stakeholder environment lacks a strong
national driver. Local businesses are inspired
by and motivated by international companies
to manage corporate citizenship strategically,
and are supported by business associations.
Business associations may begin to play a
larger role as local supporters and proponents
of citizenship, through a renewed focus on
corporate citizenship as a driver of value and
innovation. This enhanced support is needed
to propel the concept deeper into business
and dispel views that citizenship is limited to
philanthropy and is an additional rather than
integral business activity.
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South Africa

sk B 7] Many South African companies have adopted corporate citizenship as
g | away to operate in the 21st century and as a way to compete glob-
Harase™ | MOY
massue || gly. A strong group of influential stakeholders supports corporate
| windhosk BOTIWANA
[ arnas,  Gaborons, = '
' feameet, .« #"™  tory bodies and international rating agencies. Collectively the positive
ﬁ"'r“‘ i e . . . . . .
wiars orientation toward responsible business and the influence of this

APRICA

citizenship efforts, including business networks, government, regula-

- group represent a significant driver for corporate citizenship. However,
* "1t b aerab

corporate citizenship efforts are also confronted with considerable
cynicism and apathetic stakeholders — among them trade unions and traditional investors. The
stakeholder landscape in South Africa is further diversified and includes a network of NGOs (local
and international), academia and other thought-leading institutions (such as the Institute of Direc-
tors) and individuals (such as Judge Mervin King). While relatively influential, this group of sup-
portive stakeholders provides a support base, encouragement and often the means for corporate

citizenship to flourish.

South Africa Stakeholder snapshot

Government in POWEN:.......ccceueuererveuenenenens African National Congress (left)
2008 rank in TI Global Corruption INdex: ........cccoceeveririeueniriricinrieeeenes 54
Market capitalization of listed companies (% of GDP): .....cccccecvvennene. 295
GDP per capita (current US$): ... ..5,914
Internet users (Per 100 PEOPIE): ..c.ccccueiririeuieririeiirinieiecnieieieeneeieseseenenes 8
Size of 1abor force: ..o 17.4million
Unemployment rate: .......ccooveeeeeeeueuememereieneieieeeeeeesesesesesesenes 23 percent
Corporate citizenship snapshot

Companies listed on GRI Reports List (2006-2009): .....ccceueveueuerereuenenee 47
Reputation Institute CSR INAEX: .coovveviriririririricicieiccecciciccccccccaenes 64.6
Business participation in UNGC (all active as of June 15, 2009):

Percentage of companies with a publicly available CSR strategy: ............ 21
Total SRI assets under Management: ........c.cocoeeerrieercnieecrcnierecnennenes n.d.
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South Africa corporate citizenship stakeholder map
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Business associations: Groups such as the
South African Coalition on HIV and AIDS
and the National Business Initiative represent
business’ collective and self-directed com-
mitment to corporate citizenship. Business
self-regulatory initiatives such as the King
Commission of Corporate Governance (the
latest version of the KING III Report, Septem-
ber 2009) is a significant driver of integrated
reporting, stakeholder engagement, social
investment, and safety, health and environ-
mental matters.

www.BCCorporateCitizenship.org

Government: Government formalized
corporate responsibility to address historic
inequities through pro-social legislation such
as the Black Economic Empowerment policy,
liberal labor laws and the South African Bill
of Rights.

Investors: Shareholders are highly influen-
tial and supportive of responsible business,
although there is still a strong interest in
short-term gains. Support and influence for
citizenship is represented by the Johannes-
burg Stock Exchange Socially Responsible
Investment Index — the first of its kind in a
developing country.
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NGOs: They collaborate or partner with
business to realize socioeconomic goals (e.g.
Oxfam, the WWF, and Habitat for Humanity,
as well as local NGOs).

International organizations: The UNGC, GRI
and ISO codes provide guidance and recog-
nition that significantly drive responsible
business.

Academia: Academic institutions have special-
ized units focusing on corporate citizenship,
including, the Centre for Responsible Leader-
ship at the University of Pretoria, the Centre
for Corporate Citizenship at the University of
South Africa and the Sustainability Institute
at the University of Stellenbosch.

Key stakeholders resisting

corporate citizenship

Trade unions: Labor-oriented policy and
regulation is very advanced but compliance
is not universal, labor strikes are common
and unemployment is high while skill levels
are low. Major trade unions have high influ-
ence in relation to labor relations but are very
cynical toward other practices such as com-
munity investment and corporate citizenship
in general.

Intuitional investors: While generally support-
ive of business, there is significant cynicism
among traditional shareholders toward at-
tempts at responsible business.

Neutral stakeholders

Consumers: Ethical consumerism is limited
and to some extent completely absent in
South Africa.
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Employees: While employee volunteerism is
an established practice, the influence and sup-
port of employees for other corporate citizen-
ship activities is limited.

Implications for the development

of corporate citizenship

In democratic South Africa business

has made enormous strides in corporate
citizenship. Today business is seen as a
legitimate and mandated role-player in
redressing past imbalances, development,
and nation building. Business has contributed
significant leadership and resources together
with the state and civil society to resolve major
social, economic, political and environmental
challenges. Corporate citizenship is mostly
self-directed and supported by the state.
Business responsibilities aimed at redressing
past imbalances are, however, mandated by
law. But cynicism and apathetic stakeholders
(such as institutional investors and labor
unions) continue to hinder the recognition
needed to foster integration of corporate
citizenship. While a small network for
supporting citizenship exists, there is a need
for more locally oriented standards, models
and incentives for corporate citizenship.
Government also needs to actively support the
corporate citizenship drive through incentives
(e.g. tax breaks and preferential procurement)
and public/private partnerships in an attempt
to increase the pace of social transformation
and environmental sustainability. Until

the significant cynicism and the legitimate
counter forces are addressed, the majority of
stakeholders become more involved, and a
supportive locally oriented network expands,
corporate citizenship will not be a shared
reality in South Africa.

www.BCCorporateCitizenship.org



Learning, Practice, Results. In Good Company

United Kingdom

Mo (- The United Kingdom has a long history of engaging in corporate citi-
N zenship and has been quite innovative on the topic. Primarily referred
DR 1 e to as CSR or corporate responsibility there, the concept has taken on
2 ety ¢ UNITED . . . )
gl an almost mainstream following, particularly among the country’s
s ci g Leedi . . . -
_mf_:j:mr* o i many multinational enterprises. Sophisticated networks of NGOs,
- : KINGDOM . o .
. Beminghar business organizations and new academic research centers all support
Fotil ;
Loadest . ®550 - the continued growth and development of citizenship. As in many

Niweed
§ jiF

other countries, consumers and employees are still somewhat behind

the curve. Despite these setbacks, corporate citizenship is unlikely to stall in the United Kingdom.

United Kingdon Stakeholder snapshot

GoVernment in POWEN: ......cccouvueuererueueenirierencnsenenenes Labor Party (center-left)
2008 rank in Tl Global Corruption Index: ........c.ccoeeevererenerirerineeieuenererenenes 16
Market capitalization of listed companies (% of GDP): ......c.cccocvururuenee 139
GDP per capita (current USS): c.c.coooveivirieicininieiinieecenieecneeaeneeees 45,442
Internet users (Per 100 PEOPIE): ....c.ccoerirueuiririeueinirieeirietcenieeieseseenenenes 72
Size of 1abor force: .....oovvvivvieiicieee e 31.4 million
Unemployment rate: .........cccceeeeeeeeinininineninisseeeeeesenenenenenenenene 5 percent

Corporate citizenship snapshot

Companies listed on GRI Reports List (2006-2009): .......cccovueueuerereunenee 56
Reputation Institute CSR INAEX: ...ovvirueuiririeiiirieieiereeeeeceieeeee 58.9
Business participation in UNGC (all active as of June 15, 2009): .......... 136
Percentage of companies with a publicly available CSR strategy: ........... 65
Total SRI assets under management: .........cocoeceeeruvucuccnnee 959 billion euro
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U.K. corporate citizenship stakeholder map
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Key stakeholders driving corporate
citizenship

Government: Support for corporate citizen-
ship has been exhibited by a number of
documents outlining the state’s intentions to
foster an enabling environment for citizen-
ship, involving the Department for Business
Innovation and Skills and the Department for
International Development. The government
actively supports debates and partnerships on
the topic and requires, through legislation,

34 Building Reputation: Here, There and Everywhere

public reporting of CSR-relevant issues to
businesses."”

Employees: Younger employees (Generation
Y) in particular are driving conversations
about citizenship and employers are listening
due to a need to acquire top talent.

Business organizations: Business in the Com-
munity (BITC) is a primary business associa-
tion in this area, leading initiatives to imple-

17Bert|esmann-5tiftung, 2007
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ment CSR as a business case, running the
annual Corporate Responsibility Index and
granting annual awards for excellence. It is
the largest and one of the oldest business-led,
national corporate responsibility coalitions.’®
The Association of Chartered Certified Ac-
countants has also engaged in the topic.

NGOs: The Corporate Responsibility Co-
alition (CORE), a network of local NGOs,
demands a greater emphasis on corporate
accountability, transparency and an improved
legal framework for the liability of companies.
CORE has also played an active role in the
establishment of the European Coalition for
Corporate Justice."®

Academia: Some significant research institu-
tions on the topic have emerged such as the
International Centre for Corporate Social
Responsibility at the University of Notting-
ham, and the Doughty Centre for Corporate
Responsibility at Cranfield University.

International organizations: The Organization
for Economic Cooperation and Development
(OECD) Guidelines for Multinational Enter-
prises and the U.N. Global Compact have had
influence, although muted compared to other
European countries.

Media: Several major publications that had
previously been skeptical about corporate
responsibility, such as the Economist, are now

18BITC has worked with the main business organizations repre-
senting smaller businesses: the British Chambers of Commerce,
Federation of Small Businesses, Institute of Directors and Forum
of Private Business to develop the language, agenda and examples
specifically for small firms (See the Small Business Journey: www.
smallbusinessjourney.com)

195ee www.corporatejustice.org
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taking a more open-minded approach. The
Financial Times has been a long-term partner
of BITC.

Key stakeholders resisting

corporate citizenship

Labor unions: While labor unions can be sus-
picious of citizenship, which some see as “an
approach taken by business to further sideline
unions from decision-making processes and
to avoid legally binding labor standards,”2°
they have not had a great degree of influence
on corporate citizenship.

Neutral stakeholders

Consumers: The ethical consumerism move-
ment is stronger in the United Kingdom than
in most other countries. The U.K. retail sector
in particular is in a ferocious battle to win
green consumers.

Implications for the development

of corporate citizenship

“Compared to other European Union mem-
ber states, the United Kingdom is considered
to be among the nations where corporate
social responsibility (CSR) is most advanced,”
the German foundation Bertelsmann Stif-
tung reports. This is not surprising, given

the long list of supportive stakeholders listed
above. The United Kingdom appears to be on
a direct track to enhanced corporate citizen-
ship. To prevent a plateau and loss of steam,
however, continued efforts to innovate and ad-
vocate for citizenship need to be heard from a
number of sources.

20BertIes,mann-Stiftung, 2007
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United States

Bl A HATDA The United States does not have a large bloc of influential stakehold-

= = — | ers pushing for and rewarding corporate citizenship. The majority of
stakeholders of American companies have either not come out strong-
ly for corporate citizenship (e.g. employees, consumers), or they are
not influential enough to significantly change business practices (e.g.,
NGOs). Perhaps the greatest influence on companies to adopt and

excel in citizenship has been the action (or inaction) of other corpora-

N mERRD

tions — through competition in marketing and recruiting or in agree-
ments that level-the-playing field (e.g., supply chain practices). To this point, mainstream investors
have cast a wary eye on social investments by U.S. companies and discounted the relevance of cor-
porate citizenship to financial returns, at least in the short term. Meanwhile, a segment of socially
responsible investors has pushed for greater corporate transparency and attention to society’s ills
and the national government, post-economic crisis, is calling for reforms in corporate governance.
The “green” movement is growing among segments of consumers and employees and gaining

more traction on the corporate agenda.

United States Stakeholder snapshot

Government in POWer: ..........cccceecieiiinuiiienne Democratic Party (center-left)
2008 rank in Tl Global Corruption Index: ........c.cocoeeverireririririreeuenenerenenenes 18
Market capitalization of listed companies (% of GDP): ....c.c.cccevuvuvueuene 145
GDP per capita (current USS$): .cccoooeivneicinneiinieiecninieecneeieneenene 45,592
Internet users (per 100 people): .. 73
Size of 1abor force: .....oovviviieiice e 156.6 million
Unemployment rate: .........ooeeeeeeieueueuememeuereieieeiieeeeeeeeseseeeeenes 9.7 percent
Percentage of work force unionized: .........cccooveeiinreinneeiineecen 12.4
Corporate citizenship snapshot
Companies listed on GRI Reports List (2006-2009): ......ccceueuevemeremenenee 119
Reputation Institute CSR INAEX: ...coveivuiririiniiiriiieeriececeseeeeeeenes 63.5
Business Participation in UNGC (all active as of June 15, 2009): ......... 225
Percentage of companies with a publicly available CSR strategy: ........... 61
Total SRI assets under management: .......c.ccccccovueuecnnne $2,710 billion (US)
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U.S. corporate citizenship stakeholder map
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Key stakeholders driving

corporate citizenship

Employees: While many are still unaware of
corporate citizenship initiatives, several polls
find that a new generation’s loyalty is influ-
enced by a company’s social/environmental
performance.?'

Consumers: While many consumers say they
want companies to be green and be associated
with “causes,” they don’t as yet define a mass-
market. But a recent uptick in advertising that
emphasizes corporate citizenship indicates

21Cone, Inc., 2006

www.BCCorporateCitizenship.org

their influence and potential purchasing
power.22

Business networks: A community of academic
and nonprofit thought-leading institutions
provides a base of support and encourage-
ment for corporate citizenship (i.e. the Boston
College Center, The Conference Board, and
Ceres).

SRIs: “Alternative” investors work to counter-
balance the traditional investor community by

22National Geographic and GlobeScan Greendex
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placing demands on companies for transpar-
ency and increased responsibility

NGOs: While still lacking in nationwide
influence, select NGOs have been effective in
encouraging citizenship among large compa-
nies through “naming and shaming” tactics,
as well as innovative partnerships.

Key stakeholders resisting

corporate citizenship

Investors: Financial institutions place great
pressure on the achievement of short-term

earnings targets and generally do not recog-
nize the financial value of citizenship.

Neutral stakeholders

Government: The national government

has not been a major driving force behind
corporate citizenship in the past 40 years,?3
still some incentives are in place and private-
public partnerships are at work at the state
and local level.

Organized labor: Relatively weak in the United
States (less than 8 percent of the private work
force is represented by unions)?4, the inter-
ests of organized labor are narrowly focused
on job and work conditions and they have not
taken a position on citizenship.

Academia: While a few specialty programs have

been created, corporate citizenship has not yet
been adopted into mainstream curricula.

23Bertelsman Stiftung, 2007

24Freedom House 2007
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Implications for the development

of corporate citizenship

Corporate citizenship in the United States

is on an upward trend but it has not become
institutionalized in American business. There
are many reasons why this is the case, includ-
ing the divergent messages companies are re-
ceiving from stakeholders. While companies
hear calls to become more responsible from
employees and other groups, these voices are
drowned out by demands from the financial
sector for short-term profits and growth, par-
ticularly in this time of economic uncertainty.
While the United States lacks a counteracting
influential stakeholder group to encourage
citizenship, it does enjoy a growing network
of passionate and resourceful organizations
that have created a “buzz” and a degree of
corporate action on the agenda. American
companies are confronted on many fronts
with requests for information and evidence
of citizenship from these groups, NGOs, the
SRI community, and increasingly from their
own employees, consumers, and business
partners, which could lead to greater action
on citizenship in the future. It remains to be
seen to what extent the national government,
under a new president, will move aggressively
on environmental performance targets and,
as in the 1960s and "yos, provide tax breaks
and issue legislation that would promote
corporate citizenship.

www.BCCorporateCitizenship.org



Global stakeholder patterns

While each country tells a unique story

about its corporate citizenship stakeholder
landscape, some commonalities and trends
emerge. This section takes a closer look at
stakeholder groupings to identify global trends
and the implications they have on the develop-
ment of corporate citizenship worldwide.

Though there are some differences among
nations, stakeholder groups can be grouped
into the following categories globally?> based
on their level of influence and support: corpo-
rate citizenship drivers, corporate citizenship
resistors, and neutral stakeholders.

25These groupings are similar to Steger’s three stakeholder clus-
ters: challengers, bystanders, and incrementalists. By challengers,
Steger refers to what this paper names “drivers” and includes
NGOs and consumer groups. As Steger states in a recent book
based on the European context, “Their NGOs and consumer orga-
nizations] demands for corporate sustainability are by far the most
specific and highest.” By contrast, in developing countries, without
a strong voice by consumers and NGOs, many firms believe that
“social and environmental issues only have a marginal relevance
to their core business models.”

Learning, Practice, Results. In Good Company

Drivers

Government

A comparison of countries in this study
reveals governments (and related agencies)
tend to emerge as influential supporters of
corporate citizenship. For the most part,
participants ranked their governments as
either neutral or positive toward corporate
citizenship, with the United Kingdom having
the most supportive government. Previous
research concluded that European govern-
ments and regulatory bodies could be best
described as “bystanders,” whose primary
interests lie in competitiveness and employ-
ment and who place only minor importance
on sustainability.2® However, the GERN panel
finds that while several national governments
remain on the sidelines taking scant action to
mandate or incentivize corporate citizenship
(e.g., Mexico and the United States under the
Bush administration), some are taking sig-
nificant action. The United Kingdom, France

26Steger

Stakeholder category

Global stakeholders

Drivers
« NGOs

« Governments

« International organizations

« Business networks

« Academia

« Socially responsible investors (SRIs)

Resistors

« Financial investors

« Labor unions

Neutral (or divided) « Employees
« Consumers

« Media
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and most recently Denmark have begun to
mandate social and environmental reporting.

The GERN panel members rated their gov-
ernments on the upper side of the influential
scale, with South Africa’s government having
the most influence over corporate citizenship
and the U.S., U.K,, Italian and Chilean gov-
ernments having the least. The South African
government has gone further than any other
government to influence corporate citizen-
ship through pro-socially responsible legisla-
tion to address past wrongs of the apartheid

regime.?7 This high influence of government
on corporate citizenship supports the findings
of previous research by McKinsey, the Econo-
mist Intelligence Unit and Bertelsmann.

Why would government get involved to such
a degree in corporate citizenship? One reason
is corporate citizenship can be considered a
driver of national competitiveness. In some
areas, a nation’s businesses can gain a com-
petitive advantage by adopting more rigorous

27Hamann, 2008

Government stakeholder mapping
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Potential government roles in corporate citizenship

Regulator: Legislating areas of corporate citizenship in such a way to introduce mandatory re-
quirements. In this sample of countries, the U.K. and South African governments have taken
on the role of regulator over some areas of citizenship including mandatory public reporting
requirements, and pro-social legislation such as the Black Economic Empowerment policy
and liberal labor laws in South Africa.

Encourager: Other governments maintain corporate citizenship’s voluntary principles, and in-
stead send a message of encouragement to companies to adopt and improve upon corporate
citizenship. These incentives can act as “soft law” and are often connected to participation in
international standards such as the OECD Guidelines and U.N. Global Compact. In China, for
example, there are no formal corporate citizenship guidelines, mandates or legislation from
government, yet corporate citizenship is encouraged through policies promoting the notion
of a harmonious society — achieving economic growth balanced with social and environmen-
tal development. This policy approach is very conducive to corporate citizenship as a manage-
ment approach and practice. This way government indirectly creates awareness and support
for the idea of corporate citizenship.

Partner: Another way to create an incentive is through public/private partnerships (PPPs).
Bertelsmann’s “CSR Navigator” reports that in the United States “the public sector has not
been the major driving force behind corporate citizenship.” However, some incentive struc-
tures are in place and a few partnerships have been formed among government agencies and
the private sector, primarily around global issues such as sweatshop labor and responsible
investment abroad. The German government has also created a cross-sector CSR Forum to
engage business in an open dialogue.

Enabler: As an enabler, governments can build awareness about corporate citizenship, and
assist in “scaling up.” This can be done through the issuance of reports (several U.K. gov-
ernment agencies have issued reports and frameworks on corporate citizenship), as well as
funding projects. For example, the former U.K. Department of Trade and Industry funded an
initiative in 2004 called the CSR Academy, which resulted in the development of an initial
Corporate Social Responsibility (CSR) Competency Framework for use in British companies.
But governments can run the risk of skepticism from this approach. In Italy, government sup-
port is sometimes perceived as “lip service,” primarily because government fails to enforce its
policies to incentivize corporate citizenship (i.e. through public procurement processes).

Role Model: One of the strongest roles governments can play is to lead by example. As large
institutions in their own right, when governments make policies and take on initiatives to
improve the positive social and environmental impact of their own operations it sends a pow-
erful signal to the business community and even creates market incentives for those business
partners of the government. For example, the British government has incorporated CSR into
public procurement, launching an action plan for sustainable procurement in 2006 with a
goal of reaching 100 percent sustainable public procurement by 2009."

1Bert|esmann-$tiftung, 2007
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standards of performance. Firms adopting
new “green” standards (e.g., LEEDS certifica-
tion) or an international standard of social
performance (e.g., ISO 26000 on social re-

sponsibility) show leadership in these regards.

Government may also see corporate citizen-
ship as part of a strategy to attract foreign
direct investment. Finally, governments have
their own stakeholders to answer to, includ-
ing a public that may demand legislation in
areas of environmental protection, workplace
safety and health, social inclusion, and so on.

A recent study from Bertelsmann Stiftung
foundation describes in greater detail the
reasons various national governments have
wanted to strengthen corporate citizenship
and the steps they have taken to encourage it.
The report, “The CSR Navigator”, asserts that
“Governments around the world are clearly
beginning to realize the benefits of using a
range of instruments to align CSR and CSR-
related policies with important goals in all
policy fields.” These steps range from adopt-
ing what some see as corporate citizenship as
mandatory regulation, such as the mandatory
reporting requirements found in some Euro-
pean countries, to simply raising awareness
and signing on to multinational initiatives.

NGOs

For the most part, NGOs have strong support
and advocacy for corporate citizenship but
lower relative influence on company practices
in general. Despite the fact many multina-
tional corporations have been significantly
swayed by NGOs and advocacy campaigns,
their influence over a company’s adoption of
corporate citizenship is consistently rated low
compared to other stakeholder groups.

42 The Influence and Impact of Global Stakeholders

NGOs are a large force in the economy, worth
more than $1 trillion a year globally,?® but
they are limited in their influence for several
reasons. One is a lack of capacity and re-
sources. Another is the strident approach of
some. Steger notes, “The more demanding
stakeholders are about social and environ-
mental issues, the more irrelevant they are
for companies,” and NGOs are one of the
most demanding. Still another reason is the
current low position of power the NGO com-
munity holds in most societies. They do not
often have the ear of the government and are
only recently becoming a trusted source for
consumers and the general public. In Mexico,
local NGOs have little legitimacy or are not
very transparent, leading to a low level of
trust. In some cases, such as in China, NGOs
are hardly present or trusted at all. However,
international NGOs play a very influential
part in promoting corporate citizenship both
in MNCs and among their local suppliers in
China due to global concerns.

NGOs can have the most success through
other stakeholder groups, particularly if they
influence regulators and the media. This

way, corporations may be more likely to take
notice. In Europe, many NGOs have set up
headquarters in Brussels for exactly this rea-
son. NGOs play a particularly important role
in creating transparency — making informa-
tion on corporations and their actions widely
available to other stakeholders.29 Another
reason to pay attention: “NGOs represent lead
indicators of where political and business
agendas are likely to go in the future,” accord-

28$ustainAbi|ity, 2003

29Steger (2006) p. 76
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Global NGOs stakeholder mapping
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ing to a study conducted by SustainAbility.3°
Knowing where these groups stand and which
direction they are pushing can be an advance
signal for business leaders to tune in to.

While many NGOs have formed to promote
corporate citizenship and others have adapted
advocacy of corporate citizenship to their
existing agendas, there are still others that op-
pose the concept. NGOs can be classified into
the following global categories: watchdogs,

3oSustainAbiIity, 2003

www.BCCorporateCitizenship.org

social partners and skeptics. Understand-
ing which group NGOs fall into is critical to
stakeholder management on a global scale.

Watchdog (Activist) NGOs: These can be
global NGOs such as Greenpeace, or local
consumer and community groups concerned
about one or more negative impacts of corpo-
rations. SustainAbility calls these groups “the
shock troops of civil society.” They influence
corporations by creating negative press and
inciting boycotts or other punitive action until
the named companies alter their operations.
Recently Greenpeace linked major meat
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buyers in the United Kingdom such as Asda,
Marks & Spencer and Tesco, to massive de-
struction of the Amazon rainforest, resulting
in large-scale media coverage and the start of
legal action against the companies’ suppliers
on the part of the Brazilian government.3'

Social partners: Many NGOs have evolved
into social partners, helping companies adopt
better corporate citizenship by working with
them. In the United States, this is becom-

ing more common with companies creating
signature and highly publicized relationships
with NGOs that help them improve particular
aspects of their corporate citizenship strate-
gies (e.g. Timberland and City Year partnering
to support community service; Starbucks and
Conservation International working on im-
proving environmental impact and support-
ing fair trade and sustainable agriculture; and
Ernst & Young and Endeavor’s joint efforts to
connect employee volunteers with small scale
entrepreneurs in developing markets).

Skeptics: These NGOs are skeptical of the
voluntary nature of corporate citizenship. Due
to an inherent mistrust of corporations, they
direct their advocacy toward the government
to ensure social and environmental concerns
are mandated. This is largely the position of
large, global NGOs operating in Germany,
which have been difficult to engage in the
citizenship debate. Bertelsmann reports that
“the planned modernization of the social
systems, moving toward privatization and
reducing the level of basic social services, is
fiercely criticized by trade unions and socially
engaged organizations.”32

31Adam, David. “Supermarket suppliers ‘helping destroy Amazon
rainforest” Guardian Newspaper, June 21, 2009.

32Bertlesmann-Stiftung, 2007
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International organizations
Organizations such as the United Nations
Global Compact, OECD Guidelines for Mul-
tinational Enterprises, International Stan-
dards Organization (ISO), the World Busi-
ness Council for Sustainable Development
(WBCSD), the Global Reporting Initiative
(GRI), and even the World Bank and re-
gional development banks such as the Inter-
American Development Bank, have given
global dimensions to corporate citizenship.
In several countries these organizations are
significant drivers, all on the positive end, but
with varied influence. The Global Compact
today stands as the largest corporate citizen-
ship and sustainability initiative in the world,
with more than 5100 corporate participants
and stakeholders from more than13o coun-
tries.33 Increase in Global Compact member-
ship is actually stronger in developing nations
(particularly in Latin America) than it is in the
many developed markets. While engagement
numbers are high in the United States due to
the large number of multinational companies,
many companies are still ambivalent to any
foreign-sounding standards.

Developing countries, which are heavily
focused on competitiveness and attracting
foreign investment, are deeply influenced
by these organizations. Associations such as
the World Business Council for Sustainable
Development and international businesses
chambers such as the American Chambers
of Commerce are very influential and provide
support to companies in China, such as as-
sistance in developing corporate citizenship
strategies. The UNGC, GRI and ISO codes

33«Overview of the UN Global Compact,” accessed June 22, 2009,
www.unglobalcompact.org
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also provide guidance and recognition that
significantly drive responsible business in
South Africa and Chile. In Latin America, the
Inter-American Development Bank has been
a key driver for promotion and implementa-
tion of corporate citizenship, especially for
small and medium enterprises. To raise their
level of influence over corporate citizenship
globally, these organizations need greater
support from major multinationals and their
home markets. SustainAbility notes that, “As
these rankings and tools [such as the GRI]
develop and become more acceptable, they
will fuel companies’ competitive drive to top

Learning, Practice, Results. In Good Company

the ‘SD charts’.”34

Business associations and networks
Business associations are rated highly posi-
tive and influential over corporate citizen-
ship. This is undoubtedly due to the growing
number of institutions dedicated to helping
companies advance corporate citizenship. The
Doughty Centre reports there are now more
than 100 business-led corporate responsibility

34'SustainAbiIity, 2001 p.44
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Business coalitions/associations stakeholder mapping
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coalitions promoting it around the world.3>
Most notable and successful have been Busi-
ness in the Community in the United King-
dom (approximately 8oo members), and the
Boston College Center for Corporate Citizen-
ship (approximately 350 members) and Busi-
ness for Social Responsibility (approximately
250 members) in the United States.

In the developing world, several new as-
sociations are getting engaged. But many

35Grayson, 2009
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lack teeth to advocate strongly for corporate
citizenship and most fail to provide useful
tools and resources to companies. In Mexico,
support from leaders of business associations
is perceived as rhetoric as very little is done to
provide guidance to members in a construc-
tive way, according to Jorge Reyes at Anahuac
University in Mexico City. One business net-
work, AliaRSE (Allianza por la Responsabili-
dad Social Empresarial), together with Centro
Mexicano para la Filantropia (CEMEFI)
effectively promotes philanthropic and social
responsibility through a “socially responsible

www.BCCorporateCitizenship.org



enterprise” distinction mark, and has been
influencing giving and promoting organized
participation in society for almost 10 years.

On the other hand, business associations in
South Africa represent business’ collective
and self-directed commitment to corporate
citizenship. This movement had its origins
in the anti-apartheid movement, when the
Urban Foundation was created to address so-
cial needs through the business community.
Business self-regulatory initiatives such as
the King Commission of Corporate Gover-
nance are also significant drivers of corporate
citizenship practices such as social reporting,

Learning, Practice, Results. In Good Company

stakeholder engagement, social investment
and emphasis of safety health and environ-
mental matters in South Africa.

Academia

Academia has been supportive in some
countries and neutral in others. International
groups, such as the Aspen Institute, have
hosted global dialogues among CEOs on the
subject and “rank” business schools on their
incorporation of citizenship in their curricula
and research. Still, academics have not had
great influence on the practice of corporate
responsibility in the nations studied here,
with the exception of Mexico. In the case of

Academia stakeholder mapping
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Mexico, the influence of academic institu-
tions is enhanced through partnerships with
government or multilateral organizations
such as the Inter-American Development
Bank. In the main, the majority of university-
based academics in business schools and
private business learning institutions have
not promoted this, save for some particularly
active and progressive research arms.3® In
South Africa for example, a review of the

17 accredited MBA programs revealed that
corporate citizenship topics are minimally
integrated into core course curricula, while
they are more represented in elective course
offerings.3” It’s a similar story in the other
countries examined here.

Still, academic institutions and specialized
research centers have a lot to offer the field.
First, they contribute to knowledge and
research on the field of corporate citizenship
and provide businesses with tools and frame-
works for managing corporate citizenship.
Second, they inform academia about corpo-
rate citizenship and incorporating corporate
citizenship information and teaching into
undergraduate and graduate curricula. And
third, the credibility that comes from aca-
demia can be a significant influence on the
opinions of other stakeholders such as inves-
tors and the media that corporate citizenship
is relevant and important.

365evera| members of the GERN are based in academic institu-
tions, including the Boston College Center for Corporate Citizen-
ship, as well as the AIM-Ramon V. del Rosario, Sr. Center for
Corporate Responsibility at the Asian Institute for Management in
the Philippines, the Centre for Responsible Leadership at the Uni-
versity of Pretoria (South Africa), IDEARSE Center for Corporate
Sustainability and Responsibility at Anahuac University in Mexico,
the Vincular Center for Corporate Social Responsibility at Catholic
University of Valparaiso (Chile), ALTIS Catholic University of Milan,
and the Doughty Centre for Corporate Responsibility at Cranfield
University in the United Kingdom.

37Hamann, et al, 2006
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Resistors

Investors

In the two-by-two scale of corporate citizen-
ship support and influence, the mainstream
investor stakeholder group is clustered in the
high influence, low support quadrant (with
the one exception of China, whose inves-
tors enjoy far less influence due to its statist
market economy). This finding reinforces the
view that mainstream investors do not yet
appreciate or understand the financial value
of corporate citizenship. The experts polled
believe that, socially responsible investors
(SRIs) aside, a long-term sustainability-cen-
tered investment mind set has not yet taken
root around the globe.

While this finding is largely consistent across
the world, the state of development and influ-
ence of the SRI sector varies but remains
more of a developed nation phenomenon.
The United States is, in fact, the world’s
largest market for SRI-3® While defining SRI
is always a challenge, especially in a global
context, as Eurosif describes, “the constant
within this area is that sustainable and re-
sponsible investors are concerned with long-
term investment, and environmental, social
and governance (ESG) issues are important
criteria in determining long-term invest-
ment performance.”39 This breed of “alterna-
tive” investors works to counterbalance the
traditional investor community by placing
demands on companies for transparency
and increased responsibility — and rewarding
(or punishing) them by including them (or
excluding them) on special indices such as

388erte|smann-$tiftung, 2007

39Eurosif, 2008
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the Domini 400, or Dow Jones Sustainability
Index (or the FTSE4Good Index in the United
Kingdom or the JSE SRI in South Africa).
Many companies are beginning to make great
efforts to be included in these indices, includ-
ing revising current practices and investing in
annual CSR/sustainability reporting.

According to Eurosif research, total SRI as-

sets under management (AuM) in Europe
reached 2.665 trillion euros ($3.7 trillion) as

www.BCCorporateCitizenship.org

of Dec. 31, 2007.4° This represents a signifi-
cant increase from 1.033 trillion euros ($1.43
trillion) AuM in 2005. It is estimated that
Europe accounts for 53 percent of the approxi-
mately 5 trillion euro ($6.94 trillion) global
SRI market. In Europe, the United Kingdom
has the largest SRI market. The United States
accounts for another 1.9 trillion euros ($2.71
trillion). Note the rest of the world only ac-
counts for 8 percent of the global SRI market.

40Eurosif, 2008
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Eurosif data suggest “a bright future going for-
ward for the European SRI industry.” But given
current turmoil in global financial markets,
there is a chance that SRI funds could decline
if the market continues to spiral downwards.

For the SRI methodology to sway the main-
stream, there is a need for more proven finan-
cial results from the SRI approach. As Steger
claims, “As long as financial market institu-
tions are opportunists and not strategists, the
financial market will not be a strong driver
for corporate sustainability.” SustainAbility is
more optimistic about the changing position
of the investor community: “There are strong
reasons for expecting financial institutions to
give increasing importance to corporate SD
[sustainable development] performance. This
is due in part to the growing strength of the
business case itself, but also to the regulatory,
market and civil society pressures.”4!

New research from McKinsey & Co. and the
Boston College Center for Corporate Citizen-
ship may also indicate a shift in this thinking.
The survey of CFOs, investment professionals
and corporate social responsibility profession-
als from around the world explored whether
environmental, social and governance pro-
grams create value and, if so, how much. The
analysis shows CFOs and investment profes-
sionals believe ESG efforts create financial
value in typical times. In the longer term,
some two-thirds of CFOs, investment profes-
sionals and ESG professionals believe that the
shareholder value created by environmental
and governance programs will increase rela-
tive to their contributions before the crisis. Ex-
pectations of social programs are more mod-
est, with half of respondents saying they will

41SustainAbiIity, 2001 p.42
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contribute more value.#? If these findings are
representative, then more and more investors
will begin to consider corporate citizenship as
a value driver, perhaps moving this group to
the positive side of the stakeholder map.

Labor unions

The opinions of labor unions generally range
from indifferent to corporate citizenship to
strongly opposed. The various countries place
labor unions up and down the left side of the
stakeholder map, due to their varied influence
on companies and corporate citizenship. For
example, South Africa’s major labor unions
have high influence in relation to labor rela-
tions, while in the United States organized
labor is relatively weak (less than 8 percent of
the private work force is union).43

General opinion holds that the interests of
organized labor are narrowly focused on job
and work conditions and they have not taken
on other areas of corporate citizenship. While
improving working conditions is a key piece
of corporate citizenship, many unions world-
wide question the value of broader citizen-
ship efforts and may see them as a threat to
the union agenda. In the United Kingdom,
labor unions have been suspicious of citizen-
ship, which some see as “an approach taken
by business to further sideline unions from
decision-making processes and to avoid
legally binding labor standards.”44 This senti-
ment was echoed by representatives of most
countries in this study, except China and the
United States, where labor unions are weak.

42Boston College Center for Corporate Citizenship, 2009, “How
Virtue Creates Value for Business and Society”

43Freedom House, 2007

44Berte|smann-Stiftung, 2007
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Neutral Stakeholders
Employees

Employees have the potential to be a great
driver of corporate citizenship, yet in most
countries, this potential is limited due to

lack of awareness. As a result, employees are
clustered in the low influence and neutral po-
sition on corporate citizenship. Awareness is
lowest in developing countries, however some
engagement through volunteerism (grow-

ing in popularity in China and South Africa)
promises a future shift.

More immediate improvement is more likely
in developed nations. While many are still
unaware of corporate citizenship initiatives, a
Cone Communications poll revealed 65 per-
cent of the under-30 generation in the United
States says their employer’s social/environ-
mental activities make them feel loyal to their
company.4> A Reputation Institute survey also
showed that on average, two-thirds of those
polled in 25 countries would “prefer to work
for a company that is known for its social
responsibility.” Countries where the highest
interest was reported include Norway, South
Korea, Germany, Finland, Denmark and
Poland, while the least interest was found in
the United Kingdom, United States, Mexico,
France, India, South Africa and Australia.4®

Part of influencing employees in this area has
to do with employee engagement — directly in-
volving employees in the corporate citizenship
agenda of the company. GlobeScan has found
that nine out of 10 employees worldwide are

45Cone, Inc., 2006

46 Boston College Center for Corporate Citizenship, 2009, “Build-
ing Reputation Here, There and Everywhere”.
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interested in participating in the CSR initia-
tives of their companies (increasing from 81
percent in 2002 to 92 percent in 2005).47

These survey results point in the direction

of increasing interest and influence coming
from inside companies, both global and local.
Soon, especially as there is a generational
shift in business leadership, this stakeholder
group can be expected to become a driver for
corporate citizenship.

Consumers

While consumers, like employees, are rated
highly in influence surveys, the influence of
this group is limited by lack of awareness.
Particularly in developing countries (Mexico,
China, South Africa), consumers are less
aware of ethical consumerism and more fo-
cused on price. In the stakeholder landscape
“maps,” consumers line up in the neutral
zone, although with more influence than em-
ployees as a group. As a result, businesses are
not getting a strong signal from the market to
engage in corporate citizenship.

Despite this current state, it is assumed that
the potential for consumers to drive corporate
citizenship is great. As a SustainAbility publi-
cation from a few years ago notes, “The main
way customers can affect the business case

is through impacts on markets. The number
of potential pathways is enormous, including
impacts on the size of markets, distribution of
market share between companies and indirect
effects on pricing.”48

47Boston College Center for Corporate Citizenship, 2009, “Build-
ing Reputation Here, There and Everywhere”.

4’8Sustair1AbiIity, 2001
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Lack of awareness is the major obstacle, and
SustainAbility suggests that “one likely reason
is the high time commitment required by
customers to stay abreast of current develop-
ments.” On a more positive note, Sustain-
Ability reports that “it is getting much easier
to make informed choices, due in large part
to the development of standards guarantee-
ing the safety and identifying the provenance
of product.”49 Access to information is also
growing and helping with this challenge, as
consumers can find a great deal of citizen-

49$ustainAbiIity, 2001
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ship-related information on web sites, blogs,
product packaging and other forms of media.

Business leaders expect trends in increas-
ing ethical consumerism to grow, according
to McKinsey research. While still not yet a
strong force, developed countries have more
developed ethical consumer markets. In
Germany there is increasing evidence that
corporate citizenship matters to consumers.
According to a recent survey on consumer
behavior, more than half of the interviewees
said they had boycotted certain food brands or
food retailers because of their corporate poli-

www.BCCorporateCitizenship.org



cy.5° There are also a growing number of LO-
HAS (Lifestyles of Health and Sustainability)
consumers seriously concerned about social
and environmental standards and basing their
purchase decision on good corporate citizen-
ship in Germany and other European coun-
tries. An Ethical Corporate Institute survey
showed that 72 percent of European consum-
ers prefer ethical brands. Retail sales volume
of fair trade products is also on the rise in
Europe, and is expected to increase from 2.4
billion euros in 2007 to 3 billion euros.>’

In a global study, the Reputation Institute
found that, on average, roughly 40 percent of
consumers have personally “refused to buy the
products of a company that was not socially re-
sponsible.” Italians and Chinese ranked high
on this factor, while consumers in the United
Kingdom and United States were in the
middle and relatively fewer in South Africa,
Mexico and Chile say that they have boycotted
a product because of CSR issues.5?

This data reinforces the findings that devel-
oped country consumers place greater pressure
on companies to be socially responsible than
do developing country consumers. It follows
then, that as a country develops and consum-
ers gain purchasing power as well as access to
information (literacy rates and Internet usage
rises) this stakeholder group will grow in influ-
ence and support. In all countries, the media
is an effective vehicle to educate consumers
about corporate citizenship.

5oTocI’\terrmmn, 2007

51“Ethical Corporation Institute Reveals That Consumers Are Still
Putting Ethics First”, BusinessWire, June 1, 2009.

52Boston College Center for Corporate Citizenship, 2009, “Build-
ing Reputation Here, There and Everywhere”.

www.BCCorporateCitizenship.org

Learning, Practice, Results. In Good Company

Media

In most countries, media do not play a large
role in influencing corporate citizenship
directly. Coverage of the topic tends to be low,
save for a few exceptions. European (particu-
larly Italian) media seem to have the greatest
appetite for citizenship related news, which
is driven by reader interest. When the media
do take notice, however, business leaders
seem to listen, as displayed by the relatively
high influence of media on the stakeholder
map. Media as a stakeholder group span the
spectrum from highly supportive of corpo-
rate citizenship to stiff opposition to it. This
is probably the result of a number of high
profile skeptical articles in the United States
and United Kingdom concerning the impor-
tance of citizenship to business. Articles in
the Economist have been most provocative,
but even that publication seems to be chang-
ing its tune. In a 2008 Economist article, the
magazine called CSR, “just good business.”
The United States has seen negative press in
Forbes (which equated the concept with “cul-
tural imperialism”) and The Wall Street Jour-
nal (which described sustainable development
as “a dubious environmental concept”).>3 Sus-
tainAbility also points out a “CSR blind-spot”
in the U.S. media, reporting that “despite
clear evidence that growing numbers of U.S.
corporations have been embracing CSR, U.S.
media have largely ignored the trend.”>4

Of course, various corporate citizenship is-
sues receive more attention in some countries
than others. The media in general have been
most keen to pick up on environment and
climate change-related stories, a hot issue of

53SustainAbiIity, 2002
54 ibid
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the moment. SustainAbility and Ketchum
tracked the frequency of mentions of CSR
and sustainable development in different re-
gions of the world from 1991-2001, showing
that worldwide, media attention is on the rise,
with the most significant uptick occurring

in developing markets. Covalence provides a
more recent analysis, confirming a continued
rise in media coverage.

Since 2001, there has been a dramatic rise in
“new media” including blogs and even more
instantaneous news sources such as Twitter.

According to a recent Doughty Centre analy-

54 The Influence and Impact of Global Stakeholders

sis, “The increase of new media is dramati-
cally increasing pressure for greater account-
ability and transparency, and for making more
information available faster.”5

As the primary role of media is to dissemi-
nate information, Steger asserts “media are
drivers and implementers of transparency ...
they support other stakeholders in evaluating
and influencing corporate performance.”5®
This is probably the greatest potential of

556rayson, 2009

56teger (2006)
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media. Given how uninformed consumers,
employees and the public in general are about
corporate citizenship, media has a big job

to do. SustainAbility claims that, “the media
represent one of the most powerful — yet least
trusted and least accountable institutions — in
the world.” It goes on to note the importance
of this stakeholder group: “Media understand-
ing — and sustained intelligent coverage — of
the CSR and SD agendas is a necessary pre-
condition for real progress ... No other indus-
try will so powerfully influence how people
and politicians think about corporate social

Learning, Practice, Results. In Good Company

responsibility and sustainable development
priorities.”>7 Yet the responsibility does not
rest with the media alone, as Grayson notes:
“Itis ‘a given’ that companies and promoters
of CR will need to be more proactive in articu-
lating the purpose of business, the impacts

of responsible business and how individual
businesses are seeking to minimize negative
environmental and social impacts.”

57SustainAbility, 2002
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Implications for global corporate citizenship

This study aimed to shed more light on the
current landscape of global stakeholders with
respect to corporate citizenship. Researchers
discovered many commonalities across the
countries in this study. One significant find-
ing is that governments seem to be the most
powerful and positive force for corporate citi-
zenship globally. Despite survey evidence that
companies pay the most attention to the views
of employees and consumers, this study finds
governments have significantly more influ-
ence over corporate citizenship activities on a
national level. This may be partly due to lack
of widespread awareness among employees
and consumers and, possibly, to lack of strong
social movements embodying their interests.

What changes lie ahead? The data across
nations point to a slow, but gradual shift in
positions of some traditional resistor stake-
holder groups. Surveys of investors find, for
example, that most now see “short-term”
financial benefits to shareholders in corporate
investments in good governance and environ-
mental sustainability (chiefly cost savings).

In the longer term, however, great majorities
see significant financial benefits in invest-
ments in social performance. Interestingly,
they are more bullish on social investments
than corporate CFOs. Ironically, it may be
that there is more resistance to investing in
social performance within the finance groups
of companies than in the shareholders they
purport to serve.5® Meanwhile, the SRI move-
ment is growing in strength, particularly in

58Boston College Center for Corporate Citizenship, 2009, “How
Virtue Creates Value for Business and Society”.
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developed countries, and is beginning to sway
mainstream investors in several countries.

National media, in this study, are in a more or
less neutral position in many countries. That
may change as global media continue to put
the spotlight on corporate misdeeds in the
financial and operational sphere. Films such
as “The Corporation” or “Fast Food Nation”
have reached global audiences. Meanwhile,
documentary filmmakers and citizen activists
armed with mini-cams and blogs, increas-
ingly bring local practices into global view. On
the upside, more conferences and meetings
around the world, as well as college and MBA
curricula, highlight the positive potential of
corporate responsibility for both corporate
and societal sustainability. All of this is likely
to continue to raise awareness of corporate
citizenship issues among opinion leaders and
influential stakeholder groups. This means
that other interests now seen as more or less
neutral on the subject could, through expo-
sure to media, education and opinion leaders,
become more positively inclined.

Industry- and firm-level cases show increased
access to information worldwide can mobi-
lize more consumers and employees to push
for greater accountability and responsibility
from business. A new generation of younger
and more Internet-savvy citizens will begin to
take the reigns of business and other sectors.
Will this generation be more attuned to busi-
ness’ social role? Will they care more about
corporate citizenship? Only time will tell, but
current indications from surveys of younger
people — as employees and consumers — indi-
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cate that demand for corporate citizenship will
continue to grow.

On the practical side, new tools and methods
for stakeholder mapping are being developed.
Wal-Mart spent a year talking with environ-
mental and consumer experts before launch-
ing its new strategy on sustainability. Shell
prepares and plans from scenarios on how
different developments in society might im-
pinge on their markets, offerings and license-
to-operate. IBM conducts electronic “jams” on
broad trends and business-relevant sociopo-
litical issues with thousands of people and key
stakeholder groups around the globe. GE con-
venes biennial “Energy 2015” and “Healthcare
2015” meetings with a cross-functional group
of government officials, industry leaders, key
suppliers, NGOs and academics that feed
back into the company’s strategy.

Stakeholder mapping is also becoming com-
monplace. To illustrate its use for business
planning, Andrew Savitz has companies rate
stakeholders in terms of their support and
influence. On a two-by-two grid of low to high
support and low to high influence, Savitz sug-
gests a business should partner with its high
influence, high support stakeholders; engage
its high influence, low support stakehold-

ers; empower its high support, low influence
stakeholders; and monitor its low support,
low influence stakeholders.>9 This can be a
helpful tool for understanding a company’s
stakeholders in various locales.

On the research and analytic end, there are
several data bases and studies that can help
in translating global data into practical action.

59Savitz, 2006 p. 185.
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Accountability prepares an annual report on
transparency across 22 nations. It also creates
a Responsible Competitiveness Index rank-
ing nations on their commitments to CSR.
Leaders include the Scandinavian nations
and the United Kingdom. Such country-level
data can help a global company understand
the competitive context and rules-of-the-game
for corporate citizenship in different nations.
GlobeScan provides clients detailed informa-
tion on expectations of corporate conduct

in 32 nations. Its CSR Monitor analyzes
consumer activism and influence. In recent
ratings, the most empowered and active con-
sumers are found in Canada, Australia and
the United States. It also segments consum-
ers into categories ranging from inactive and
undemanding to mainstream to social activ-
ists and a segment calling for more regulation
of business. These segments, not surprisingly,
vary in size from nation to nation.

The Reputation Institute also surveys the pub-
lic around the world. A recent study by the
Boston College Center and the Reputation In-
stitute analyzed how the public in 25 nations
rated the CSR performance of more than

600 companies and to what extent CSR was

a “driver” of overall reputation. The findings
show CSR is an especially strong driver of
reputation in Scandinavia, France and South
Korea, but less so in the United States, United
Kingdom and China (see box at right).

Hopefully this national level information, and
more in-depth studies of public sentiment
and corporate conduct by GERN members
and other institutions in nations around the
world will also add to a better understanding
of stakeholders’ sentiments and responsible
ways that companies calibrate and respond to
their interests.®°

60See CCCD, 2007 and Alfonso, F.B. (2007)
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Reputation Here, There, and Everywhere

The Boston College Center for Corporate Citizenship and the Reputation created a CSR Index
based on the public’s ratings of companies in the areas of citizenship, governance and work-
place practices.

Ratings on the CSR Index: A first analysis looks at how the public rates 600 global compa-
nies in 27 countries on the CSR Index. Companies in the Netherlands score highest on the
index followed by Sweden and Norway. India and South Africa rank highly too, largely on

the strength of their strong governance scores. U.S. companies, ranked in the top third in

all three CSR dimensions, score sixth overall. In the middle tier of the CSR Index are firms
based in Italy (upgraded on citizenship ratings), Denmark (downgraded on governance), and
Germany (downgraded on the workplace). In the lower tier are firms based in Latin America,
China and Spain.

Importance of CSR in reputation ratings (driver weights): There is considerable variation

in the power of CSR Index to predict a company’s reputation -- ranging from high predictive
power in Finland (55.3 percent) to the global average (45.4 percent) to relatively low power in
Spain (41.4 percent). The Scandinavian countries and the Netherlands give citizenship a high
weight in their judgments about a company overall. The highest weights given to governance
are found in emerging global business markets (Chile, Mexico, India) and in the most ad-
vanced countries with Anglo-Saxon capitalism (Australia, Canada, United States, United King-
dom). The Fins and Danes stand out along with the Portuguese in putting a heavy emphasis
on it when judging companies.

Using CSR to improve reputation: There is a set of countries where companies are rated com-
paratively high on CSR but it is not a strong predictor of corporate reputation. Firms in India,
Japan, the United States and South Africa, among others, are not capitalizing on the strength
of their CSR performance in their overall reputation. Here concerted work on communicating
about CSR is needed to help the public “connect the dots” to reputation.

Companies in Denmark, France, Finland, and South Korea, by comparison, are not capitaliz-
ing on the power of CSR to positively drive their reputation. Here the challenge is to improve
their CSR performance and its visibility to an interested public. The same is true in Argentina,
Chile, and Australia.

58 The Influence and Impact of Global Stakeholders www.BCCorporateCitizenship.org
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Business leaders who understand where the support
(and pressure) for corporate citizenship is coming
from, how strong the pressure is, and who may

be counteracting that pressure from an opposing
position, are better able to map strategies and devise

programs that meet stakeholders’ interests.
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