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““To achieve good To achieve good 

reputation you must say reputation you must say 

what you want to what you want to 

become and become become and become 

what you say”what you say”
SocratesSocrates

(469 BC(469 BC--399 BC) 399 BC) 
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What is Corporate What is Corporate 

Responsibility and what are its Responsibility and what are its 

Myths?Myths?

Page 4 of 46

CR Trends CR Trends –– Stock market speedStock market speed
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RESPONSIBILITY 

OF 

CORPORATION

RESPONSIBILITY 

OF 

ENVIRONMENT

Low

Low
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High

CR Complexity CR Complexity –– Depending on the marketDepending on the market
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No industrial product can be No industrial product can be 
manufactured without natural manufactured without natural 

resourcesresources

CR Trends CR Trends –– Revolution necessary?Revolution necessary?
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SocietySociety

TrendsTrends
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Source: Tradelink global ratings 2008

GOOD IMAGE
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DEVELOP RESULTS and MESSAGES
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CR Trends CR Trends -- Reputation and ResponsibilityReputation and Responsibility
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© BT Group 2002Model based on BT Retail internal data (Residential Customers)

CUSTOMER SATISFACTION
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PRODUCTS AND
SERVICES

CONTACT AND
EXPERIENCE

IMAGE / REPUTATION

PRICE AND
VALUE
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Cares about customer  

Trust

Good role model

Responsible to society  

Technology innovator  

Prefer to buy from

Meets future needs

Helps UK business

Reliability

Treats employees well 

Environmentally resp.

Unprofitable 

payphones

Supports charities

More than phone co.

CSR activities 
comprise >25%

CR Trend CR Trend –– Understand impact Understand impact 
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Staying fit & healthy

Duty to family first

Improving conditions of ordinary 

UK person

Making myself look better

Being a creative person

Protecting environment & natural 

resources

Having best money can buy

Staying fit & healthy

Duty to family first

Improving conditions of ordinary 

UK person

Being a creative person

Having best money can buy

Protecting environment & 
natural resources

Making myself look better

19831983 20042004
11
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77

Making myself look better
DOWN

12%

Protecting environment & 
natural resources

UP

14%

11

22

33

44

55

66

77

Source: 'Changing Lives', nVision/Taylor Nelson Sofres Base: 1000 adults aged 16+, UK 

CR Trends CR Trends –– What matters for people?What matters for people?
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CR Trend CR Trend –– Increasing groupIncreasing group

Source: Size of market: based on BBMG Conscious Consumer Report in the US November 2007
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Greenwashing Greenwashing 
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CR CommunicationCR Communication –– GreenwashingGreenwashing

£17 million was spent on advertising containing the words ‘CO2’, ‘carbon’,£17 million was spent on advertising containing the words ‘CO2’, ‘carbon’,
‘environmental’, ‘emissions’ or ‘recycle’ from September 2006 to August 2007 ‘environmental’, ‘emissions’ or ‘recycle’ from September 2006 to August 2007 

alone, compared to £448,000 in 2003alone, compared to £448,000 in 2003

Eco-friendly
Natural
Non-toxic
Green
Pollutant-free
Carbon neutral
Ethical
Fair
Recyclable
Low-impact
Environmentally friendly
Energy efficient
Low carbon
Not tested on animals
Clean
Zero carbon
Zero waste
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CR CommunicationCR Communication –– GreenwashingGreenwashing

Source: BPR/Futerra 2009
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Source: Columbia & Yale EPI 2008

CR Rating CR Rating -- ScreeningScreening
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CR RatingCR Rating –– Greenwashing RatingGreenwashing Rating

Source: www.greenwashingindex.com
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Communication Communication 

••CorporateCorporate

••ProductsProducts

••LCA / EPD LCA / EPD 

••ProgramsPrograms
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CR Communication CR Communication –– What not to doWhat not to do
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CR Communication CR Communication –– Decide possitionDecide possition

Primarily 
Social Returns

Primarily Financial 
Returns

Traditional Foundationse.g. Core Business
& Venture Capital

Target Zone
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Survival Survival –– Have they been affected?Have they been affected?

GLS- Germany

Banca Etica – Italy

Merkur – Danmark

Charity Bank – UK

Cultura Bank – Norway

Ekobanken – Sweden

Neff – France

Triodos – Netherlands
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Ray Anderson – Chairman & Founder 

CR Program CR Program -- Focusing on the big picture Focusing on the big picture 

http://waronwaste.interfaceflor.eu/en
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Eliminate Waste

Benign Emissions

Renewable Energy

Closing the Loop 

Resource-efficient Transportation

Sensitizing Stakeholders

Redesign Commerce

CR Program CR Program -- InterfaceFLORInterfaceFLOR
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•67%67%67%67% absolute reduction in the volume of waste sent to landfill since 1996

• Water intake in manufacturing is down 72%72%72%72% since 1996 per unit of production

• Total energy use down by 44%44%44%44% since 1996 per unit of production 

• Absolute reduction of Interface GHG emissions by 34%34%34%34% since 1996 

• Absolute net change in GHG emissions is down 71%71%71%71% from Baseline 

•28%28%28%28% of global energy is from renewable sources 

•24%24%24%24% of total raw materials are recycled or bio-based materials 

• Cumulative avoided waste costs totalling $405$405$405$405million since 1994

• All  factories in Europe operate on 100%100%100%100% renewable electricity

•99.7%99.7%99.7%99.7% of the products sold in Europe were manufactured in Europe

CR Program CR Program -- InterfaceFLORInterfaceFLOR
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CR Program CR Program –– Sharing information Sharing information 

�The "Our Footprint" label appears on the side of each footwear box:

�Environmental Impact: Provides the average amount of kilowatt
hours (kWh) needed to produce a pair of Timberland(R) footwear; in addition, it indicates the 
amount of Timberland's energy that is generated from renewable resources 

�Community Impact: Details what percentage of factories are assessed by against the 
company's code of conduct, reiterates Timberland's strict no child labor policies, and shares 
the total number of hours volunteered in the community by Timberland employees.

�Manufactured: Lists the name and location of the factory where the product was made.
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Products and 
Services with 
high social 

value

Speaking 

Phone

Elderly 

Phone
Tele 

medicine

Direct Investment AfricaRecycled household

Organic Clothes

Organic Food Delivery

Natutal Sunlight

Entertainment - Obesity

Water purifier

DetergentsDetergentsDetergents

CR Programs CR Programs -- Revenue generation Revenue generation 
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CR Programs CR Programs -- LCALCA
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CR Programs CR Programs -- Consumer labelingConsumer labeling

Labeling is becoming more and more important for consumersLabeling is becoming more and more important for consumers
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CONCLUDING
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“We are what we “We are what we 

repeatedly do. repeatedly do. 

Therefore Excellence Therefore Excellence 

is not an act but a is not an act but a 

habithabit””AristotleAristotle

((384384--322 BC) 322 BC) 
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Thank you for your time!Thank you for your time!

For further questions please contact:For further questions please contact:

ΕΕmmanuel Perakismmanuel Perakis

STREAM ManagementSTREAM Management

eperakis@streameperakis@stream--eu.comeu.com

+30+30--69446 0044669446 00446


