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What are the types of CSR?

Developing
and Delivering
Affordahble
Products and
Services

Practices
Community

Volunteering

Source: Philip Kofler and Mancy Lee, Corporote Social Responsibiity




Cause Promotions

Provides funds, in-kind
contributions, or other organization
resources to increase awareness
and concern about a social cause




Corporate Cause Promotion:

Increasing Awareness and Concern for
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Lee National Denim Day started in 1996 when Lee Jeans invited companies to have their employees participate in a fundraiser where
they could wear jeans to work one day and donate 55 apiece to a breast cancer fund. The first year, nearly 3,000 companies
participated. The campaign has spread from the workplace to the streets: Anyone can now take part in Denim Day, which is usually
heldthe first Friday of October. Since its inception, the day has raised nearly 530 million for the battle against breast cancer.
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*UNICEF - an organization that helps children in the world

who are suffering from disease
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Cause related marketing

Commits to making a contribution
or donating a percentage of
revenues to a specific cause based
on product sales

e.g. donate 10% of the price of each product sold
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The "Red" campaign was started by Bono and Bobby Shriver, a scion of the Kennedy family, in 2006 to raise money to fight AIDS in
Africa. Brands lilkke Gap, Starbudcs and Nike have endaorsed the campaign, which promises to donate 50% of the profits from products
carrying the Red brand. Red has also partnered with HBO to produce The Lazarus Effect, a 30-minute film about the treatment of HIV
and AIDS with medicine that many in Africa can't afford. Redbrand partnerships and events have generated S150 million so far.
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Social Marketing

Supports the development and/or
implementation of a behavior
change campaign
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Started in 2004, the Dove "Campaign for Real Beauty" worls to broaden the pepular definition of beauty. It uses
real women of all shapes and sizes, instead of professional models, in its advertising. It has released a viral video
depicting the lengthy and unrealistic transformations a model's photo undergoes before it ends up on a billboard,
and has offered an interactive website where young girls can get "self-esteem certificates.” Dove won't disclose how
muchit has spent helping girls and woemenwiththeirself-images, but aspokespersonsaysitisin the millions,
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Societal Marketing over CSR
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Societal Marketing over CSR
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Corporate Philanthropy

Makes a direct contribution fo a
charity or cause, most often in the
form of cash grant, donations,
and/or in-kind service
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Pepsi's "Refresh Project” first gained attention when the soft drink company passed up running a commercial during the Super Bowl and
spent the millions saved to fund the CSR campaign. Pepsi is giving as much as 51.3 million in grants every month to fund public-selected
ideas that will "refresh ourwaorld" in everything from food and shelter to the environment, health and education. Pepsi has promoted the
campaignthrough social media sites, television commercials and print ads, and it says it plans to donate more than 520 million in all.
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Community Volunteering

Supports and encourages
employees, retail partners, and/or
franchise members to volunteer
their time to support local
community organization and
causes
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...Good Volunteer...

* gnauladvasauireioinarad il daanvas CSR fiubnan
fvauidiniaslags uazanrsavitlitiauadlunanning lalaiias
wanuak 9 1hg) Uszinuzassadililaagibhanszasanlad 2 au
A wAtTheANLE aBoIA 9 Wibh BaLThets asNANIN

43




NANIIND1E1VDI Star Bucks

“lan” szANN1AIFaLI -A191 21EFAI AT “WAILIN” AIu39 “Dnlafuky? Wiy “agngn”




USHN LEWNT AN W 310 A (NAIBW) BRLO® D187
A3471 (23 sn¥lan aawanadn Use Less Plastic”
AunIsmIgNwInYInma lzlUSlmAanay

i ldld “suraszna”

AINIIN Auto FNNWD
D1E N A0 -NENS 6T

af*wag%’nﬁﬁﬁmﬁaﬂgﬂmmmauﬁ'u

% 6 o R [ Q@ ]
RNFN ATANANTIURSHNA NI T LG R WU

gmuﬁammmoé'oﬂm E’J\?ﬂim‘ﬂﬂvl,‘ﬂil RS

FUNINTIVARIAEY

http://www.volunteerspirit.org/event/3185

(GERY LR ERES))

45




(Y ' 9 (oY) (oY ~
@]’JE’JEJNGUE’NEJJ‘]J'Ezﬂ’EJ‘UﬂﬁGl‘LﬁNﬁ’J ﬂQ‘]Jﬁﬁﬂ)"ﬁWlf“

Aa v v A 1 = = Y
¢ ﬁﬁﬂfﬂﬂﬁgﬂuﬂﬂ fﬂ@lfﬂfﬁﬂJWG]f’JfJQ'IHTJﬁ%LWﬂ!LLﬁLWFJuHJTWﬁﬁ‘]sJ'] AN TH

TR

Q9 v

Aa v Y Sy, o A a )
¢ ‘ﬁﬁﬂfﬂiﬁﬁll,ﬁll ﬁuﬂﬁuuiﬁwuﬂf]'luﬂTﬂfﬂﬂﬁﬁﬂ\l%ﬁ@']ﬁTV]Tﬂ’JﬁJmﬂTﬂ

q q

NUNTDVPUFU 15U aDNNO AAKY1 HIANUTZD19
a a 1 < >y 1 a9 1
* ganavUsmanioud o e rmaiasi umsdudiud wnsneungd

QL A Aa a Y Y < v Jd
LU L‘]J‘H’W]fﬂﬂﬁ‘ﬂﬁﬁﬂ’]ﬂﬁ& AVINIT u,azalwmmgcluﬂ"mﬂu Nﬂﬂ!fﬂﬁﬂ

QU QU

AU nANY I HaD 1T UNITANEIAG

a o

1 J v Jd 9 <y 1 Y] A
® §INVV I UYTDYUA, ﬁﬂﬂﬂllw!,!)uucb' ?qulfﬂglﬁwuﬂQTl!ﬁ’JﬂJﬂu‘]JﬁfﬂTﬂ

q

Tava uazarunuilgnih

«Tasams190i5d szauanuianud lwesdlsznoums ludwmiaguaswsiil ilideS adnnusuRason 46

1 (Y] 4 = o A
apdIANT0I0IAnIFINY Uszdrthulseuna 2555




(Y ' 9 (oY) (oY =
G‘]’J’EJEJNGU’ENEJJ‘}Jigﬂi’)UﬂﬁGlHENﬁ’JﬂQ‘Uai"ﬂ)"mW

1 a v Jd 1 Y]
L%Wiﬁhﬂ%ﬂiihiﬂﬁﬂﬂﬁiﬂ]&lLLiJ?;I,ﬁ ﬂ‘Umﬁiﬂﬁuﬂ’iQ‘Uaiﬂ)’ﬁWﬁ

«Tnsams190i5d szauanuianud lwesdlsznoumsludwmiaguaswsiil ilides adnnusuiason 47
1 [} 4 a o A
aadanNUIRIANIFInY Uszaithuilseum 2555




(Y ' 9 (oY) (oY =
@]’J@EJN"U’ENEJJ‘]JS%ﬂ@c]JﬂﬁGlH%Qﬁ’J ﬂQc]Jaiﬂ)"ﬁTLfk

MWLAAINLNIIUTIUNUUTA Latis

«Tnsams190i5d szauanuianud lwesdlsznoumsludwmiaguaswsiil ilides adnnusuRason 48
1 (Y] 4 a o A
aadanNUIRIANIFInY Uszaithuilseum 2555




Socially responsible business practices

Adopts and conducts discretionary
business practices and
investments that support social
causes to improve community well-
being and protect the environment

e.g. community trade, environmental friendly
process
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THE BODY SHOP.

Winner!
Cosmetics
Category for
Achieving higher
standards for
animal welfare

The Body Shop
feel good - naturally

The Body Shop wins RSPCA award for
prioritising Animal Welfare The Body
Shop has been rewarded for leading the
way in good animal welfare practice at
the RSPCA Alternative Awards .
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Developing and delivering affordable products and services

argets the people at the bottom of
the pyramid that represent significant
opportunities for corporations to tap

immense entrepreneurial capabilities
as well as buying power

e.g. inclusive business, social business
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Soap

Hindustan Lever Ltd.

H_ealth In Your Hands

arcnersnLy’
 InitilEaAVE'

Arcund the world, 2.2 million people die from diarrheal disease every year. Children are especially at risk—one child dies every
30 seconds. India alone contributes thirty percent of the world's diarrheal deaths. By teaching and demonstrating the benefits of
handwashing through both UM and branded programs that reach into the villages, Hindustan Lever Ltd. is reducing infectious
disease andimproving soap sales. (http://www.youtube. com/watch ?v=xut SRIw5dgk)
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[ sociakdnven CSR Corporate-dnven CSR ]
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Cause Corparate Saafall
Prometions Manketing

Cause-Related

Marketing
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Triple Bottom Line

Planet Profit
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1M3§1U CSR Nfihtanna

MA3g U CSR Nihana

- UN Global Compact

- OECD Guidelines

- GRI (Global Reporting Initiative)

- H1A331¢ 1SO 26000
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UN Global Compact
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OECD Guidelines
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OECD Guidelines: fouuzihvesngn OECD
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+  132MAYVDI OECD Guidelines for MNE's

& msithiwevoya (Disclosure)

v o d
& NSNINUUATUTINHENNHS (Employment and  Industrial

Relations)

o FaIAa0N (Environment)

& NSADMUNISUAHUY (Combating Bribery)

oo ?Tﬂ%éjﬂgiﬂﬂ (Consumer Interests)

& SInenenansuazimalulag (Science and Technology)
& NSUVITH (Competition)

o NM5I1A8NH (Taxation)
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anihanves 1S026000

Dr. Kernaghan Webb, Canadian Office of Consumer Affairs, Adjunct
Research Professor, Carleton University, Department of Law and
School of Public Policy and Administration

The historical link: Canadian Office of Consumer Affairs (OCA) and
voluntary codes/standards

— Voluntary codes guide
— Involvement in voluntary codes
— Adjuncts to conventional regulatory approaches, important ways
of implementing public policy
OCA and the national/international standards system

The federal government and the national/international standards
system

The role of OCA in developing the ISO social responsibility guidance
standard 82




ISO SR standard — early story

* 1980s — ISO 9000 quality management series developed
» 1992ff — ISO 14000 environmental management series developed

« 2001 — ISO Consumer Policy Committee (COPOLCOQ) prepares and accepts
ISO CSR Standard Desirability and Feasibility Report

» 2002 — ISO Council - adopts COPOLCO report, establishes multi-stakeholder
Advisory Group on Social Responsibility (AG)

» 2004 — Final Report from AG to ISO Technical Management Board (TMB)
» 2004 — Stockholm Conference and pre-Conference for Developing Countries

» 2004 — ISO TMB decision to proceed with development of ISO SR Guidance
Standard. TMB - assigns the leadership responsibility to the ISO member
bodies for Brazil and Sweden.

 January, 2005 — New Work Item Proposal approved by National Standards

Bodies
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About the Standard

« Title: Guidance on Social Responsibility
 Designation: ISO 26000

» Target Group: To be applied by all types of organizations (private,
public and non-profit)

« Target Date for Publication: 1st quarter of 2008

» Type of Standard: ISO standard providing guidance, not intended for
third-party certification.

— The verb form “should” shall be used throughout the standard.

— Only one standard shall be developed
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ISO Standard: Scope

To develop an international standard that should: To develop an
international standard that should:
* Assist an organization in addressing their social responsibilities
 Provide practical guidance related to:
— operationalizing social responsibility
— identifying and engaging with stakeholders and
— enhancing credibility of reports and claims made about SR
« Emphasize performance results and improvements
* Increase consumer satisfaction and confidence
* Promote common terminology in the Social Responsibility field

 Be consistent with and not in conflict with existing documents, treaties and
conventions and other ISO standards

» Broaden awareness of social responsibility

* Not be intended to reduce governments authority
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Standards Development Process

« 2005 — 2008 — Working Group meetings

— Two meetings so far: Brazil (March),
Bangkok (September)

» 2006 — first working group draft
« 2007 — draft international standard
» 2008 — completed standard

86




Link: 1ISO 9000/14000 and 26000

« |ISO 26000 will be aligned with/compatible with ISO 9000
and ISO 14000

 |ISO 26000 is not a management system standard, as are
ISO 9001/ISO 14001

« |ISO 26000 is not a standard designed for certification, as
are ISO 9001/ISO 14001

« |ISO 26000 will not set normative obligations

 |ISO 26000 likely to serve as operationalization “link”
between UN Global Compact, OECD MNE Guidelines,
GRI, ISO 9000/14000, and private standards
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1SO26000 Outline

: Clause =

Clause title hmren Description of clause contents

Scope Clause 1 | Defines the content covered by this International Standard and
identifies any limitations or exclusions.

Terms and Clause 2 | Identifies and provides the meaning of key terms used in this

definitions International Standard. These terms are of fundamental importance
for understanding social responsibility and using this International
Standard.

Understanding Clause 3 | Describes the factors, conditions and important issues that have

social responsibility influenced the development of social responsibility and that continue
to affect its nature and practice. It also describes the concept of
social responsibility itself - what it means and how it applies to
organizations. The clause includes guidance for small and medium-
sized organizations on the use of this International Standard.

Principles of social | Clause 4 | Introduces and explains the principles of social responsibility.

responsibility

Recognizing social | Clause 5 | Addresses two practices of social responsibility: an organization’s

responsibility and

engaging
stakeholders

recognition of its social responsibility, and the identification and
engagement of its stakeholders.




Guidance on social | Clause 6 | Explains the core subjects and associated issues relating to social

responsibility core responsibility (see Table 2). For each core subject, information has

subjects been provided on its scope, its relationship to social responsibility,
relevant principles and considerations, and related actions and
expectations.

Guidance on Clause 7 | Provides guidance on putting social responsibility into practice in an

integrating social organization.

responsibility

throughout an

organization

Annex on voluntary | Annex A | Presents a list of existing voluntary initiatives relating to social

initiatives relating responsibility.

to social

responsibility

Abbreviations Annex B | Presents a list of abbreviations used in this International Standard.

Bibliography Includes references to authoritative international instruments and

|SQ Standards that have been referenced in the body of this
International Standard as source material.
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Clause 4

Seven principles of
social responsibility

Accountability
Transparency
Ethical behaviour
Respect for
stakeholder

interests

Respect for the
rule of law

Respect for
international norms
of behaviour

Respect for
human rights

ISO 26000 Overview

Clause 5
Recognizing social i 3 Stakeholder identification
responsibility i i and engagement
Seven core N I Clause 6
subjects rganizational governance
Fair Community
Human Labour The E Consumer involvement
. . 1 operating :
rights practices environment s issues &
practices
development
Related actions and expectations
Integratin Clause 7
'gl g it Relationship nf' Understanding the
social responsibility the organization's
into an organization haradtariciios ta social responsibility
of the organization

social responsibility

Volunatry initiatives ‘ .
on social responsibility

Practices for integrating
social responsibility

/ \\.

| on social responsibility

Communication

Reviewing and improving
the organization’s actions
and practices related
to social responsibility

Enhancing credibility
regarding social
responsibility

Annex: Initiatives for social responsibility
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CSR Report
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GRI (Global Reporting Initiative)
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