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Today’s Presentation

« What is Corporate Social Responsibility (CSR)?
 Ultimate Objectives

* Communicating CSR
* Business Case

» Effective Practices

» Key Methods

* Questions & Answers




Corporate Social Responsibility
 What is it?

“CSR Is generally understood to be the way a
company achieves a balance or integration of
economic, environmental and social

Imperatives while at the same time addressing
sharehol der and stakehol
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Communicating CSR - Key Aims

* Employees : builds awareness, knowledge,
motivation and pride

» Customers : Information about current and
future initiatives

e Investors : security about the tangible and
intangible value creation capability and risk
management system

* Legislators and the Public : governance and
ethics



Business Case for Sustainability
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Business Benefits

ECO-EFFICIENCY

. Reduced Costs
. Costs avoided (Design for Environment, Eco-

innovation)

. Optimal investment sirategies

QUALITY MANAGEMENT

. Better nsk management

. Greater responsiveness in volatile markets
. Staff motivations/commitment

. Enhanced intellectual capital

LICENCE TO OPERATE

9.

. Reduced costs of compliance/planning

permits/licenses
Enhanced reputation with all key stakeholders

10. Influence with regulator/government etc

MARKET ADVANTAGE

11. Stronger brands

12. Customer preference/loyalty

13. Lower costs of capital

14 New products/processes/services
15. Attracting the right talent

SUSTAINABLE PROFITS

16. Option creation
17_New business/increased market share
18. Enhanced shareholder value




Organize Efforts Around Strengths

 Begin with the cultural or operational strength of
the organization
o Safety
= Entrepreneurship
o Quality
= Project Management
o Strategy Development
= Research
= Communication




Where To Start?

 Use the lifecycle
approach to identify
key environmental and
social issues

* Quantify the value,
sieze the opportunities

» Needs constant input from external stakeholders

» Has to be part of the whole business strategy and
integrated into business processes

* Needs to be transparent  and auditable

« Often needs multi-sectorial partnerships to make
a real difference



CONCEPTUAL FOUNDATIONS

Corporate Sustainability / Triple Bottom Line
Corporate Social Responsibility
Corporate Citizenship
Business Ethics
Corporale Governance

=

OPERATIONAL STANDARDS

AA 1000 Senes of Standards
ISO 14000 & 26000 Series
OHSAS 18001
SA 8000
Global Reporting Initiative

STRATEGIC MODELS

Five Capitals Model
Stakeholder Theory
Botiom of the Pyramid
The Natural Step
CSR Pyramid
Global Compact

INTEGRATIVE FRAMEWORKS

Business Case
Balanced Scorecard
Corporate Governance Modeis
SIGMA Project
Natural Capitalism’s Mgt Helix




Key Methods

« Adapt method to audience

 Use full range of
communication tools

» Constantly seek external input
= Stakeholder dialogue
= Consultants

* Be proud of your achievements but careful with
your promises

 Be totally honest and as transparent as possible




Listening to Stakeholders

Terima Kasih! -



