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About CBSR

• Independent not-for-profit focused on advancing 
sustainability agenda in Canada

• Member network includes 100+ large Canadian 
corporations representing all major sectors
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What is Corporate Social 
Responsibility?

A company’s voluntary commitment to 
operating in a socially, economically and 
environmentally sustainable manner while 
recognizing the interests of its stakeholders:

• Investors
• Customers
• Employees
• Business partners
• The environment
• The community



Sustainability: the big picture
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Three balanced objectives

The principles of sustainability 
combine three interconnected 
objectives: 

• economic strength
• social equity
• environmental protection

Sustainability is about how 
companies make money –
not how they spend the 
money they make
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Recent trends and business case for 
CSR/sustainability

The continuum of company performance in 
Canada

Leading company practices 

Being a change agent

Topics for today’s presentation
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Benefits of CSR/Sustainability
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• Reputation and brand equity

• Customer loyalty

• Employee recruitment and retention

• Proactive management of risks

• Operational efficiency

• Licence to operate

• Product and service innovation

• New market opportunities

• Access to capital



Why now? 

• We are facing difficult economic times

• CSR media coverage is going mainstream

• Customers are asking for it

• Employees are expecting it (esp. Generation Y)

• Scrutiny is increasing by the public and 
government

• Financial markets and investors are taking notice

• Competitors are raising the bar

…other factors?



Globescan CSR Monitor 2009

• Perceptions of business performance on CSR is improving
• Main issues: environment, employees and honesty
• Some sectors have much better reputation than others 

(grocery and ICT vs. mining and oil & gas)
• Canadians reward and punish companies based on CSR
• However there is sometimes much talk and little action 

(e.g. SRI investment low despite importance that people 
place on CSR)

• Amazing employee engagement tool, high demand for 
employers to have a positive impact on communities, 
engagement opportunities



Companies seen as most socially 
responsible – few and far between

Source: Globescan 2002-2008 CSR Monitor (Canada)

47% cannot name 
a socially 
responsible 
company and 2% 
say that none are 
doing better than 
others.



Companies seen as least socially 
responsible – more evident

Source: Globescan 2002-2008 CSR Monitor (Canada)

45% cannot name 
a socially 
irresponsible 
company and 3% 
say that none are 
doing worse than 
others.



Sustainability is gaining momentum 
everywhere

Total Global Compact 
Signatories

0

1000

2000

3000

4000

5000

6000

7000

8000

2000 2001 2002 2003 2004 2005 2006 2007 2008

Business Non-business

Total Carbon Disclosure Project 
Assets and Investors

0

10

20

30

40

50

60

2003 2004 2005 2006 2007 2008

# of investors   35       95      155    225    315     
385

Assets ($trillion)

Source:  www.unglobalcompact.org; www.cdproject.net 11



CSR/Sustainability Leadership

How Can Companies Take Their CSR
Commitments To The Next Level?
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Continuum of CSR Performance

Source: Canadian Business for Social Responsibility 8

Strategic

Operational

Compliance

Transformational



Compliance Jobs, profits and taxes; defensive; staff driven; legal 
requirements

Operational
Philanthropy and responsible operations; license to 
operate; functional ownership; marketing or public 
relations focus

Strategic
Sustainable and profitable; risk and opportunity; CSR 
executive/cross-functional team; public reporting of 
performance

Connected to global issues, CEO and key 
stakeholder led, values based, Triple bottom line 
reporting, transparency 

CBSR Continuum Defined

Continuum of CSR Performance

Source: Canadian Business for Social Responsibility

Transformational
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Operational progress
– Over 25% of raw materials used 

in Interface carpet are recycled 
and biobased materials in 2007.

– Water intake per unit of 
production in manufacturing 
facilities is down 75% from 1996 
levels.

– Through energy efficiency 
projects and changes in 
manufacturing processes, 
reduced total energy intensity 
by 45% since 1996

Transformational Company:
Interface - “Climbing Mt. 
Sustainability”

Inspired leadership



Operations
Stake-
holdersChange

1. Personal inspiration/sustainability     
management from top leadership

2. Sustainability strategy and action plan

3. Investment in collaboration and change 
planning to build a culture of sustainability
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Convergence of business and environment 

What does it take to transform?

Risk/
Opportunity

Needs and 
Priorities



Stakeholder Engagement and Risk

Shareholders

Insurers

Strike, sabotage

Shutdown, delay

Company

Customers
Media

NGOs

Government

Financiers

Export Market 
Regulators

Community
Employees

Loss of operating license

Disinvestment

Campaigns

Negative publicity
Contract loss, boycott

Loss of coverage

Increased cost

Market loss



The Stakeholder Engagement 
Continuum

INFORM
Stakeholders 
receive 
targeted 
messaging in 
the form of 
direct 
advertising, 
newspaper 
articles, 
letters, radio 
broadcasts, 
open houses, 
etc. 
Stakeholders 
are not invited 
to respond.

CONSULT
Stakeholders 
are invited to 
express their 
concerns and 
receive 
feedback on 
the company’s 
decision. 
Engagement 
usually takes 
the form of 
surveys, focus 
groups, or one 
on one 
meetings.

INVOLVE
Stakeholders 
participate in a 
two-way 
dialogue with 
the company. 
The company 
works to 
ensure 
stakeholder 
concerns are 
addressed . 
Examples 
include 
advisory 
panels or SH 
participation 
on a grievance 
committee.

PARTNER
Stakeholders 
work in 
partnership 
with the 
company to 
find and 
implement 
solutions to 
shared 
challenges. 
Examples are 
joint 
community  
dev. planning 
or collaborative 
water 
monitoring 
committees.

EMPOWER
Stakeholders 
are delegated 
decision 
making power 
on issues that 
affect them. 
Stakeholders 
can be 
involved in the 
corporate 
governance 
structure (e.g. 
board 
members of 
corporate 
foundation; 
environmental 
monitoring 
team)

Level of engagement (and investment)



Engaging with Social Media
Developing unique reports that gather stakeholder feedback

(e.g. Dell, Starbucks)



NGO Partnership and Collaboration
Gaining acceptance from, or are partnering with prominent NGOs

(e.g. Unilever/Rainforest Alliance, WWF/Coca-Cola)



Performance Measurement (KPIs)

What gets measured – and communicated – gets managed (e.g. Starbucks KPIs)



CSR Communication: Reporting

2008 Award Winners at the ACCA-Ceres Sustainability Reporting Awards

• Vision for sustainable/restorative 
business

• Challenges of long term sustainability

• Candid discussion from the CEO

• In depth discussion on material 
sourcing, design and consumer 
outreach/education

• Stakeholder section outlining feedback

• Candid and engaging tone for a wide 
audience (inspires, educates, raises the 
bar)



CSR Leadership Recommendations

• C-suite support of integration of CSR into business 
model

• Long term, triple bottom line approach to manage 
risk/opp

• Development of KPIs with executive level accountability 

• Alignment of CSR goals across operations, and 
collaboration

• Anticipate/manage issues through stakeholder 
engagement 

• Communicate openly and honestly, with a ‘material’
focus 

• Build capacity of and create buy-in with employees



How Can You Be a ‘Change Agent’?

Let’s discuss…

• What are you doing in your workplace or with 
organizations that you volunteer with and 
support to influence positive change?



Being a Change Agent From Within

Ask yourself:
1. How does my organisation and the work 

I do impact the lives of the people it 
touches?

2. How does my organisation help to create 
a more fair, just and compassionate 
world?

3. Do we have a vision of our organisation 
as environmentally & socially sustainable 
and that will allow our communities to 
thrive?

4. How can we do things…better?



Many Thanks!

Wesley Gee
CSR Advisor, CBSR
wesley@cbsr.ca


