*Corporate Social Responsability

Crystallization of ethical imagination & responsible leadership in corporates ?
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CSR foundations: Ethical Imagination —why & how?

=

CSR evolution 1: Which is the true story? Ch.
CSR evolution 2: Which age are we in? Ch. 2-4
CSR evolution 3: Why the management age failed? Ch. 5-6
CSR 2.0 principles: Creativity, scalability & responsiveneq@ Ch. 7-9
CSR 2.0 principles: Glocality & Circularity? Ch. 10-11

CSR leadership: Is adaptive leadership necessary?

CSR change management: how to be a CSR change agen@ Ch. 12-13

Presentation of business cases 1

Presentation of business cases 2
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Stage of CSR
Modus operandi

Key enabler

Stakeholder
target

Visser’s 5 CSR approaches

Defensive
CSRin
The Age of
Greed

Defensive
Ad Hoc
interventions
Investments
Shareholders,

government &
employees

Charitable
CSRin
The Age of
Philantropy

Charitable

Donations
Projects

Communities

Promotional

CSRin
The Age of
Marketing

Promotional

Public relations

Media

General public

Strategic
CSRin
The Age of

Management

Strategic

Management
Systems

Codes

Shareholders
& NGOs/CSOs

ransformative
CSRin
The Age of

Responsability

Systemic

Business
models

Products

Regulators &
customers

CSR 2.0



o> Lock this computer
> Switch User
<> Log off
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CSR 1.0 to CSR 2.0: macro shifts

CSR 1.0 CSR 2.0

Philanthropic Collaborative
Risk-based Reward-based
Image-driven Performance-driven
Specialized Integrated
Standardized Diversified
Marginal Scalable

Western Global



CSR 1.0 to CSR 2.0: micro shifts

CSR Premium
Charity projects
CSR indexes

CSR departments
Product liability

Ethical consumerism
CSR reporting cycles
Stakeholder groups

Process standards

Base of pyramid
Social enterprise
CSR ratings

CSR incentives

Choice editing
Service agreements
CSR data streams
Social networks

Performance standards



CSR 2.0 principles

Creativity: no tick-box approach anymore
Scalability: large scale « choice-editing »
Responsiveness: stakeholder-driven partnerships
2 Glocality: international norms with local contexts

0 Circularity: cradle-to-cradle approach



The principle of creatlwty (1980 - )
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Complex problems require creative solutions

4 ~

Don’t expect dinosaurs to change

Diversity and cross-discipline thinking breeds
creativity

Investments in innovators and early adopters
is key

Social and environmental entrepreneurship
must be unleashed




Creativity

* Making more money
— CDO and Ninja’s morgages
— Accounting
— Crazy app’s

not towards minimizing the negative impacts of business on society)



Creative destruction

1%

Inefficently use of resources: 500 billions tons used every year : 1% product !!!
(Lovins , 2008)



Creative construction
 Making more money: cleantech




Creative construction

Developmg Countries as eco /social labs

M-Pesa (SMS) 2005

@ Vodafone
UK Dvlpt Fund

Faulu Kenya Microfinance
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Creative construction
Developing Countries as eco /social labs

Freeplay Radio 1996

Freeplay Energy

Liberty Life

The Body Shop

« Disabled People South Africa »

Bristol UnivElectronics Engineering Dept

Freeplay Energy supporting
national election in Vanuatu

Electronics products for deep-rural
environments

Making Enegry available for
everybody all of the time




Creative construction

o Business « Mindset 3.0 » in relation to social &
S — environmental issues is about creative

FOUNDATION destruction and creative reconstruction

5 main components




New Business Model
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Colt sociaux, sociétaux & Bénéfices sociaux, sociétaux &
environnementaux environnementaux




WE ARE IN BUSINESS TO HELP CHANGE LIVES

It's a big job, and we don't do it alone. With our customers and Giving Partners, we'reé transforming everyday
purchases into a force for good around the world. One for One.®

LEARN HOW CHANGE HAPPENS WITH
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Ashoka: social entrepreneur

... have innovative solutions to social problems and
the potential to change patterns across society.

They demonstrate unrivalled commitment to bold
new ideas and prove that passion, creativity and
collaboration are tremendous forces for change”

ASHOKA

. “The life purpose of the true social entrepreneur is to
7 change the world”

Bill Drayton, Founder, 1981



Ashoka: social entrepreneur

Who have innovative solutions to social
problems and the potential to change
patterns across society. them as consumers,
producers and entrepreneurs — this is often
termed “inclusive business”.

ASHOKA
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Social entrepreneur

... Pragmatic visionaries who achieve large scale,
systemic and sustainable social change through new
A invention, a different approach or a more rigorous

sont entripneneureme  @Pplication of known technologies or strategies”

o “I like to support causes where the positive social
s e returns vastly exceed the amount of time and money

FOUNDATION invested”
. h
o= ~\. PEOPLE=d
BUSINESS
Corporation FORCE=GOOD




Mapping of Belgian social

INDUSTRIAL SECTORS

EDUCATION -
HEALTH AND SOCIAL WORK -

MANUFACTURING -

HOTELS AND RESTAURANTS

COMMUNITY AND SOCIAL SERVICES
WHOLESALE AND RETAIL TRADE *
CONSTRUCTION *

BUSINESS ACTIVITIES @

entrepreneurs
by i-propeller ©




Mapping of Belgian social
entrepreneurs

Configurations used to create by i-propeller ©

social and economic value

1. Employment model

The organization provides employment opportunities and job training to its target population or people
with high barriers to employment.

2. Market intermediary model

The organization provides services to its target population or clients, small producers to help them access
markets,

3. Entrepreneur support model

The organization sells business support and/or financial services to its target population or clients which
are self-employed individuals or firms. Its mission centres on facilitating the financial security of its clients by
supporting their entrepeneurial activities.

4. Fee for service and/or product model

The organization commercializes its social services and/or products, and sells them directly to the target
population or clients, individuals, firms, communities, or to a third party player.

Maost frequent operational models applied in social enterprises (source: SELUSI)



Mapping of Belgian social

entrepreneurs
by i-propeller ©

Configurations used to create

social and economic value

5. Fee for service and/or product model - Low-income client model

6. Cooperative model

The organization provides direct benefits to its target population or clients, cooperative members,

through member services: market information, technical assistance, collective bargaining power, economies
of bulk purchase, access to products and services etc.

7. Service subsidization model

The organization sells products or services to an external market and uses the income it generates to fund its
social programs. Some alignment of social and business activities.

8. Organizational support model

Similar to service subsidization model but now business activities are seperate from social programs.

Maost frequent operational models applied in social enterprises (source: SELUSI)



Mapping of Belgian social entrepreneurs

by i-propeller ©

MAIN SOCIAL PERFORMANCE INDICATORS

Lives touched
1.1. Number of beneficiaries and/or clients
served/attended
1.2. Number of volunteers
1.3. Number of member organizations
1.4 Number of people empowered
1.5 Other lives touched
Employment
2.1 Number of beneficiaries employed
2.2 Number of beneficiaries placed in external
jobs
2.3 Other employment indicator
Economic indicators
3.1. Productivity
3.2. Sales
3.3. Revenues
3.4. Profitability/surpluses
3.5 Other economic indicator
Environmental indicators
4.1. Amount recycled
4.2. Carbon footprint
4.3. Other environmental indicators

5. Activity measure
5.1. Number of projects, services and/or prod
ucts provided to clients/beneficiaries
5.2. Number of new projects, services and/or
products provided to clients/beneficiaries
5.3. Other activity measure
6. Quality measure
6.1 Success of projects, initiatives, etc
6.2 Client and beneficiary satisfaction
6.3 Quality of participation or involvement of
beneficiaries and/or volunteers
6.4 Other quality measures
7. Social audits (SROI etc.)
8. Media
8.1. No. of website visits,
8.2. No. of appearances in the media
8.3. Other media indicators
9. No. of public policy changes that we have
influenced
10. No. of other organizations replicating our model
11. Other



Terre

Vision

Participer a la création d’'un monde démocratique et solidaire ou chaque
étre humain a le droit de vivre dans la dignité, de se réaliser dans le respect
mutuel et celui des générations futures.

Missions

Donner a chacun une place dans la Société, en particulier aux personnes en
situation d’exclusion et/ou de pauvreté

Promouvoir I'’économie sociale et solidaire ;

Développer la solidarité locale et internationale ;

Préserver 'environnement et encourager une attitude responsable.
Stratégies

Nous nous concentrons sur le monde du travail, essentiellement celui de la
récupération ;



Terre

e Activités économiques basées sur un mode de gestion participatif (décision sur base
démocratique directe) ;

* Actions de renforcement de capacités (formations, accompagnement, etc.) ;

* Filieres de production respectueuses des ressources naturelles ;

* Partenariats locaux et internationaux.

Terre asbl (217 travailleurs).

Active dans la récupération de vétements et d'encombrants.
Haute intensité de main-d'ceuvre permettent de créer des emplois stables pour des
personnes éloignées des circuits traditionnels de I'emploi.

"Ressourcerie » + organisme d'Education permanente

Terre est titulaire du label SOLID'R, une garantie de sérieux et de transparence. Pour plus
de renseignements http://www.solid-r.be



http://www.terre.be/page.php?pagID=149
http://www.res-sources.be/projets/solidr
http://www.res-sources.be/projets/solidr
http://www.res-sources.be/projets/solidr

. Terre
Pan-terre saf

Pan-terre est une société anonyme a finalité sociale (9 travailleurs.) produit des panneaux
d'isolation acoustique performants et écologiques, fabriqués a base de papier et de paille
de lin.

Autre Terre asbl

ONG de développement (9 personnes.)

En Belgique, elle réalise des activités d’éducation en rapport avec les relations Nord/Sud
et 'économie sociale.

Au Sud, Autre Terre accompagne des communautés paysannes et divers types
d’associations locales dans des programmes de développement sociaux et
économiques.(Burkina Faso, le Mali, le Sénégal et le Pérou. Elle appuie également des
projets plus ponctuels au Brésil et aux Philippines)

Récol'Terre safs
Elle s’loccupe, au sein du groupe, du transport et de la collecte sélective des
recyclables d'origine ménagere: collecte des papier-carton, PMC et verre.

Co-Terre safs
Elle compte actuellement 20 travailleurs, répartis en deux secteurs d'activité:
Cloisons amovibles et isolation acoustique



Inspirations

* Groupe Terre

* Vlaspit
* Damnet
* Renovassistance

e Passwerk
* Close the gap



Mieux vaut alumer des petites
lumiéres que de'se’plaindre

de [‘'obscurité.
(Lao Tseu)

Social entrepreneurs put their values into practice



Natural born social entrepreneur ?

* Environmental champions: change agents

CSR = key innovation driver: Google mindset !!
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Anurag Gupta A I|ttIe World
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Mobile money man



Anurag Gupta A little World

Mobile money man






payment product (mChek)

\

Zero Microfinance and Savings Support (ZMF)
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Why CSR 2.0 ?




Social entrepreneurs around the world

. <. MoneyMaker Pump
KKKStart‘o Stabilized Soil Block/Cooking oil Press

Our mission is to get millions of people out of poverty
quickly, cost-effectively and sustainably. And, in doing so,
change the way the world fights poverty.

5 Step Process The Poor are Not Victims
1. Identify Opportunities The Number One Need of the Poor is a Way to
2. Design Products Make Money.
3. Establish a Supply Chain Individuals. Not Communities.
4. Develop the Market The Majority of the Poor are Rural
5. Measure and Move Alone High Quantity = High Quality
Sell Don’t Give

AS OF DECEMBER 1, 2013 It's All About the Supply Chain

770,000 Peopie out of Poverty Giveaways Create Dependency

New Businesses od Governance Comes From a Thriving
150’000 Created Middle Class.


http://www.kickstart.org/about-us/when-we-say.php
http://www.kickstart.org/about-us/when-we-say.php
http://www.kickstart.org/about-us/when-we-say.php
http://www.kickstart.org/about-us/when-we-say.php
http://www.kickstart.org/about-us/when-we-say.php
http://www.kickstart.org/what-we-do/
http://www.kickstart.org/what-we-do/process/step-01.php
http://www.kickstart.org/what-we-do/process/step-01.php
http://www.kickstart.org/what-we-do/process/step-02.php
http://www.kickstart.org/what-we-do/process/step-03.php
http://www.kickstart.org/what-we-do/process/step-04.php
http://www.kickstart.org/what-we-do/process/step-05.php
http://www.kickstart.org/what-we-do/process/step-05.php

KickStart U

* Next challenge: 95% des enfants qui
nécessitent une aide médicale sont dans des

zones qui ne bénéficient que de 5% des
technologies disponibles ... »

« Providing benefits of modern technology to
people who otherwise would be completely
excluded » ...




Vos exemples ?




Creativity?

DON’T BUY
THIS JACKET

er we can re ur environme
TAKE THE PLEDGE



Creativity?

“buy only what|l need (and will last), repair
what breaks, reuse (%hare) what | no longer

need and recycle everything else.”

Worn Wear

a film-about the storiés'we wear

‘ '©  patagonia

yer‘@ll?: 7Fixit




CSR 2.0 principles

Creativity: no tick-box approach anymore
Scalability: large scale « choice-editing »
Responsiveness: stakeholder-driven partnerships
2 Glocality: international norms with local contexts

0 Circularity: cradle-to-cradle approach



The principle of scalability (2004 - )
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* Choice editing

* Democratizing or mainstreaming sustainability
and responsibility

Legislation as a game changer

The long tail of CSR
The race to the top
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Walmart

Save money. Live better.

\'/
/‘\

Walmart operates more than 11,000 retail
units under 69 banners in 27 countries and e-
commerce websites in 10 countries. We
employ 2.2 million associates around the
world — 1.3 million in the U.S. alone.




1

. ”~
* People
* Competito
e Suppliers

* Planet: waste, air&water pollution,carbon, ...
gcourage mass consumption

WALMART

THE HIGH COST OF LOW PRICE




Wal-Mart Transformation

Scott Walton

Février 2004

CONSERVATION o
INTERNATIONAL

« We need to change the
way industry works. And
you can have an influence »




Wal-Mart Transformation

Scott Walton

* Win-win eco-efficiency
— Toys packaging: 2,4 mS/y,
3800 trees, 1 million barils

— Auxiliary power units on
trucks: 26 mS/y fuel costs
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Wal-Mart Transformation

Scott Walton

* 3 RADICAL goals

— To be supplied by 100% renewable energy
— To create zero waste

— To sell products that sustain people and the
environment



Wal-Mart Transformation

Scott Walton

3 areas

 Fish: 100% US fish from MSC certified fisheries
+ collaboration with Aquaculture Certification
Council (2009: 50%) ex: 20 000 000 kg shrimps

* Cotton: phased out chemically-treated textile
crops. World largest buyer of organic
(&conversion) cotton

— Light bulbs: 100 millions of energy save CFL bulbs,
3 billions dollars energy savings fo US

Drive innovation, and build acceptance:
consolidate sustainable markets




Wal-Mart Transformation

Scott Walton

* Wal-Mart Sustainability 360° programme

— 100000 suppliers

— Sustainable Product Index:

1. Evaluation of suppliers (energy/climate, people/som,
material efficiency, natural resources)

2. Public Global database over products’ lifecycle
3. Simple rating for customers

— Reduce carbon footprint 2010-2015: 20 millions
tons GHG emissions = 3,8 m cars oo

We believe working families should not have to choose between

a product they can afford and a sustainable product ... »




Wal-Mart Transformation

Scott Walton

e Set the bar for the market !




Grande Distribution belge

1. Des produits plus sains
2. Des citoyens plus sains
3. Une planete plus saine

http://fr.delhaize.be/fr-be/a-propos-de-delhaize/developpement-durable/pourquoi

Une péche 100% durable (MSC) : partenariat avec WWF, Natuurpunt,
Stichting de Noordzee 2009-2013

H u i Ie d e pa I m e d u ra b | e Espéce Le nﬁhoix Trésl;%?hoix Avec;%?h?;tion %
100% fournisseurs BSCI (50%) 25 R Mk |
Tr a n S p a r e n C e S u r d ét e r g e nt S Anchois [MSC] océan Atl. SO [s] Golfe de Gascogne [l‘ﬂyiér,ng?ﬂ:;?ass' Maroc, mer| [s] mer Médit. (chalut)

Partenariats: Réseau pour une Consommation Durable et Responsable,
Bxl-Environnement, Banque alimentaire, ...

100% énergie verte



Grande Distribution belge

COLRUYT i ne|rR|en

e I'humain 0 L'environnement @ Les produits

NN espéce de
poisson menacée chez

Colmytetiy Bienvenue sur I'application de
durabilité du Groupe Colruyt.

Désormais, Colruytet
OKay ne proposent plus
aucune espéce de

D0IsSsON menacee dans

leur assortiment... - Le riz du Bénin

o i * Présentoirs promotionnels fixes

étudiante de la HUB .
77t carton, 26t plastiqu .
( p\/%ye? I'F troduction

Source: Value?, Sabine Denis, 2014
p EEH

Colruyt Group a,
comme chaque année,
primé la thésed'un
étudiant de la HUB.
Edith Moyaert. la...

Historique Hydrogéne durable Livraisons silencieuses Pour du poisson plus durable
Quelques jalons de ¥ Colruyt Group étudie (1971 Rien de plus important Vers un assortiment de

E. notre politique de [ depuisdébut 2012 le que de livrer dans le g pOISSON Sans especes
durabilité. “ potentiel ... calme pour le... menacées...

http://sustainable.colruytgroup.com/index.php?id=217&L=1




En France ...
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Plusieurs associations de consommateurs ont été consultées tout au long du projet.

L'INDICE CARBONE* L'INDICE CARBONE de ce produit

" Casino s'engage et une estimation de Ly quantité de gaz
# offet de setre (CO3...) émise lors :
pour l'environnement des principates étapes du cycle de vie = J---
en collaboration du prodult {production + transformation
avec ses fournisseurs + emballage + traasport « distsibution),

' Faible impact Foet lmpact
pour réduire ses émissions Cotie mithode d'évaluation et kssve

environnemental enviroanemental
- gene codlabacation avecun wisme
de gaz 3 effet de serre indépendant. Ls meswe '\(ot?pﬂﬁ\“

en § dquivalent COZ pour 300  de produil.
* Valable ea France Métropolitaine
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En France

" Casino s'engage
pour l'environnement
en collaboration
avec ses fournisseurs
pour réduire ses émissions
de gaz 3 effet de serre ™

,_—.,l S |
15%
mdu:e mdu:e indice

Envennnamieanial anirammemental Enwironnemenkal

Face avant du produit

L'INDICE CARBONE* L'INDICE CARBONE de ce produit
o3t une estimation de La quantite de gaz
# offet de setre (CO3...) émise Lors

des principales étapes du cycte de vie 4SS T O

du prodult {production + transformation adss
+ omballage + traasport « distribution),

Cotie mithode d'évalustion et ks Faible lmN“ o unpm

e 3 ot kssoe : menta mviocane

dane cotlabacation avec un organisme Shvionne \ ¢ nental
Indépendant. La meswne et expeimde

on § dquivalent COZ pour 100 § de produil.

* Valable en France Métropolitaine

Face arriére du produit




New consumers ?

 LOHAS (Lifestyles of Health and Sustainability)

market segment focused on health and fitness, the environment, personal
development, sustainable living, and social justice.

* Créatifs culturels integrent 4 poles de valeurs mises en pratique:

— l'ouverture aux valeurs féminines (place des femmes dans la sphere publique,
question de la violence faite aux femmes...)

— l'intégration des valeurs écologiques et du développement durable (avec un
intérét pour I'alimentation biologique et les méthodes "naturelles" de santé)

— l'implication sociétale (implication individuelle et solidaire dans la société)

— le développement personnel (un intérét pour les nouvelles formes de spiritualité,
"connais toi toi-méme si tu veux agir sur le monde")

Source :The Cultural Creatives: How 50 Million People Are Changing the World (Harmony Books, Octobre 2000)



New consumers ?

* GAC(s)

 SEL

* Crowdsourcing ...

Source :The Cultural Creatives: How 50 Million People Are Changing the World (Harmony Books, Octobre 2000)



New citizens ?

* 1,5 millions organizations working towards ecologic, sustainab le
and social justice. (P Hawken)

e Collaborative social entrepreneurship

 World Index of Social and Environmental Responsability:
WWW.Wiser.org

* Newmanity
* Quishare

* CROWDSOURCING


http://www.wiser.org/

Crowdsourcing CSR

Mission 4636 (Haiti)
— FrontlineSMS: translation volunteers
— Ushahidi: collect translated messages
— Samasource: training, recruiting, coordoning
— Crowdflower: financing

TEDxBrussels - Leila Janah - The Microwork revo...

‘\ it B0 T )
R N 4 N y 7
, \\ 4 \\\ ,// \\ //

https://wwmswyoutube.com/watch?v=319sQ9s-lyQ el dis IEROY



https://www.youtube.com/watch?v=319sQ9s-lyQ

Crowdsourcing ?

There 1s power in our money.

Let's use it to change business for the better.




Limits of ethical consumerism

Market size is very limited ... after 40 years of
fairtarde, organic, eco-friendly products & services

|

* Premium pricing
* Voluntary nature i

Are we « all » active ethical consumers ?
What about you ?



Limits of ethical consumerism

Value-action gap

We have fairtrade coffee !

« The myth of ethical consumer, » Timothy Devinney, Auger , Eckhard, 2010
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de alternative, his/her dec
retaed, it had nothing tc

& preferences »
« The myth of ethi

lffwewantitorachieve scalability of
sustainabiersaresponsible products &
services,yweicannot leave it to the
PASSIVE choices of:customers » p201



Effet du témoin: Darley et Latané, 1968

* Fait observé: Meurtre Kitty Genovese




Effet du témoin: Darley et Latané, 1968

* Expérience scientifique : les participants sont amenés a
travailler soit seul, soit en présence d'autres participants sur
une tache prétendument importante pendant laquelle ils
seront subitement témoins d'une situation d'urgence.

* Observation: La probabilité d'intervention, ainsi que sa
rapidité, de la part des participants dans la condition « seule »
sera ensuite comparée avec celle des sujets dans la condition
multiple.

* Théorie: plus le nombre de témoins est important, plus les
chances que chaque témoin intervienne est réduite. La
présence des autres inhibait I'action.



Effet du témoin

* Pourquoi ?

— Influence sociale: surveiller I'attitude des autres, pour voir
s’ils pensent qu’il faut intervenir. Comme tout le monde
fait la méme chose, chacun déduit de l'inaction générale
gu’une aide n’est pas nécessaire.

* Pourquoi moi plutét qu’un autre ?
* De quoi vais-je avoir I'air si je me trompe ?
* Que font les autres ?

— Phénomene de diffusion de la responsabilité : les témoins
supposent tous que quelqu’un d’autre va agir, par exemple
guelqu’un de plus qualifié, et leur responsabilité s’atténue
proportionnellement au nombre de gens présents.

Darley, Latané (1968).



Effet du téemoin: Chekroun, & Brauer

* |'influence modulatrice de l'implication
personnelle sur I'effet spectateur dans le
domaine du contrdle social

» |'effet spectateur pourrait étre influencé par le
fait que les témoins d'un acte déviant se
sentent impliqués personnellement ou non
dans la situation.

Chekroun, & Brauer (2004). Contréle social et effet spectateur : L'impact de I'implication personnelle.



ignore respc ty when one is_
media{ﬂ'n'k in a chain of action »




Choice editing for good

* Regulation: building a level playing field

e Business iniatives: Delhaize, Wal-Mart

Il « Iceland fresh grocery » not too far ahead of its consumers...
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Small is beautiful: « the long tail »

Democratizing :

» Tools of production * 5;1 | %

igi-cams, bloggin s, drones ... . ) o
(digi-cams, blogging tools, drones ...) Bhris Anderson, 20068

° TOOlS Of distribution : Selling less to more people

(Amazon, i-Tunes, Spotify...)

* Connecting supply and demand
(Google, blogs ...)




« The long tail of CSR»

Democratizing :

* Tools of production
Breaking CSR silos, Extend it to SMEs

* Tools of distribution BoP, Volunteer Program ...
e Connecting supply and demand

Cross-sector partnerships, muti-stakeholders

Responsability liberated by collaboration




Bottom of the Pyramid

Annual Income per Capita

Business strategy that focuses on $20,000

meeting this segment’s basic needs by
engaging them as consumers, producers
and entrepreneurs — this is often
termed “inclusive business”.

0.5 billion

Emerging markets
2 billion

$3,000 - $20,000

Base of the Pyramid
4 billion

< $3,000

Even for basic-needs products and services such as food, water, energy, health, IT and
transportation, the market potential has been estimated at a value of S5 trillion3.

International Finance Corporation / World Resources Institute, 2007. Based on 2002 purchasing power parity.



Bottom of the Pyramid

* Brand conscious
* Connected
* Accept new technologies

 Companies have to create capacity to
consume, by making products:
— Affordable
— Accesible
— Available



Bottom of the Pyramid

LS



Bottom of the Pyramid

e Consumerism? : « selling our « old » stuff
and things that they really don’t need

Yunnus: « Our primary responsibility is to LIFT rather to see an

opportunity to make money. We should see them as potential
producers, creative people who can take charge of their own life
and transform it »

Cornell Univesrity: BoP Protocol: Building trust and co-
creating business



Mohamed Yunus ?

e Building trust !!

e Grameen bank

Wwho iives befos thmughad 10 sttt of ex or mectrygs ane held

Tt pOwerty (W Snancait it smadl s (Jooo tha Canle DO ey Cof
MRS A peole ptogram and AN salon i Manage gty hor anothes
Py yust and BOMOWwerS oo o O et \NCOMme * Bormoweey Degan 10 oan to expana
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hasiory reauamd

Living below Farm Cemplete Obtain loan Recelve Aepay Grow
poverty ine group training | Open of axpand mantorng and oan business
S8t saving amal business peer support

Grameen America | tool to alleviate poverty

Hnanoal
Educaton Saang
POvERTY
ALLEPVATION
eyadiocks Menkang
Sapeial

‘ Cradi
Bualang



Hankng Far the g

AMEEN ‘s business model

fror

KEY OFER CUSTOMER CUSTOMER
ACTIVIMES RELATIONSHIPS SEGMENTS
é rsk
W
parsondy
% concs cdlccb'g $
Py merts
y KEY mcro~/oans mmgg‘ .
YYD enlreprernecrs
Sranc hes
Brand/ W
Crust @ branches
CO3T STRUCTURE REVENUE STREAMS
% canta/ inlarast
costs res
pecple




3 000 000 000
10 000 000

98%
90%




Bottom of the Pyramid




Bottom of the Pyramid




Low Smoke




Leading Big ;‘.:F{ ?3

Paul Polman (2009):

« This world has trem
of water, of global
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Sustainable Living Plan

* size of the companyX2

» Carbon footprint /2, Waste/2, Water/2
* 100% sustainable agriculture

* 1 000 000 people out of poverty

Améliorer la Réduction de
santé et le l'impact
bien-&tre écologique
1 SANTE ET HYGIENE] 2 AMELIORER LA % GAZ A EFFET DE £ EAU & 7 PROGRAMME
NUTRITION SERRE APPROVISIONNEMEN] « BETTER
DURABLE LIVELIHODDS s

http://www.unilever.be/fr/modedeviedurable/uslp/

Ameélioration
des conditions
de vie




il

5 ADMISSION : you are part of q
the problem, be part of the solution l
—

R. Anderson QF:\\V[:1kgle]\} go beyond less or no
key success harm to nature and human kind

factors to age

of AMPLIFICATION
responsability

TIME COMPRESSION

—— | |



Acting big , talking big ?



integrity
is doing the
right thing when

no one is
watching







CSR 2.0 principles

Creativity: no tick-box approach anymore
Scalability: large scale « choice-editing »
Responsiveness: stakeholder-driven partnerships
2 Glocality: international norms with local contexts

0 Circularity: cradle-to-cradle approach



The principle of responsiveness
A "Rl PB4 T i

Positive and constructive lobbying

Proactive (not defensive) engagement
Serving BoP markets

Social Media Interactivity
Stakeholder participation

"T : !%l"rﬁ'
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Prince Charles & Corporate Leaders Group

on Climate Change

« To be responsive to the LT needs of society and planet is
not necesseraly a recipe for popularity »

Prince’s Charity: 20 NGOs:

Youth Business International

Accounting for sustainability

Prince’s Rainforest Project

Duchy Original (organic farmers)

START Programme (2010: « extol virtues of Sustainability Revolution)
1994: Business & Environment Programme (Cambridge)



Prince Charles & Corporate Leaders Group

on Climate Change

2005: CSR business response: « Low Carbon Future » (13)
« CATCH 22 » situation:

= Business: unaible to scale up investments in low carbone
solutions because because of the absence of LT policies »

= Goverment: feel limited in their ability to introduce new climate
change policy because they fear business resistance

2006: Bali Communiqué (150) call for a UN framework :

« The problem is not to get solved through market forces alone in the time
that we have left to act, because climate change presents a textbook example
of market failure »

BUSINESS ASK FOR MORE REGULATION !!



Prince Charles & Corporate Leaders Group

on Climate Change

2009: Copenhagen Communiqué (950)

2010: « Will you use the power of your brands ...
communication ... marketing teams to support what
science tells us, and if necessary be prepared to take
risks with your reputation to ensure you are on the
rightside of the debate ? If you don’t pick up this
challenge and inspire many others, particulary those in
your supply chains, then | fear the battle will be

lost »p229



Pharmaceutical sector

* Specialisterne: socially innovative company where the
majority of employees have a diagnosis on the autism
spectrum. Employees work as business consultants on
tasks such as software testing, programming and data-
entry for the public and private sectors.

e Merck: Gene Index Public
* Oxfam: “Cut the cost” +CIPLA (India : 350$ <> 1000$ <> 100005)

 But ...GSK and Big Pharma in South Africa

— Reaction : Patent Pool for neglected diseases
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ONE SOURCING PLATFORM

Learn More



by Summer Rayne Oakes

environmentalist

Eyewear Made from 95% Recycled Materials

Look Good. Feel Good. " Do Good.

2 i : .
Cool Eyewear ‘ Made from 95% Recycled Materials One Frame. One Tree.




|y LIKE  DIO ¥ lweel

Feel Good

Eyewear Made from 95% Recycled Materials

Do Good

Eco plants a tree for every frame sold




ECOLaborations

We are a proud partner of EcoBonus™, a rewards
program for people who buy earth- friendly
products. (That's you.) Just look for the unique
EcoBonus reward code on this package, visit
EcoBonus.com fo enter the code, and earn your
points. Keep collecting points from codes on our
products, then redeem them for this and other
eco-conscious, natural, or socially responsible
products and coupons. If's penny wise and planet
brilliant.

®



BoP in Belgium

Natuur Frituur, la friterie des produits bio et végétariens

Matuurfrituur est une friterie ambulante qui parcourt la
Flandre pour offrir des produits bio végétariens. Si son
premier abjectif est de promouvoir une alimentation =
durable = 3 des prix abordables, elle souhaite aussi
créer des emplois pour des personnes
traditionnellement exclues du marche du travail. Son
objet social est reconnu comme projet d'incubation
alevins Mature tandis que la SCRL réunit de nombreux
petits actionnaires avec pour mission la création
d'emplois durables. Qutre ces valeurs sociales,
Matuurfrituur recherche également un équilibre financier
en reussissant son lancement commercial afin que tous
les Flamands puissent déguster des frites bios, des
sauces et des snacks vegetariens au juste prix.




« Valeur partagée »
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Why not charity ?




Cross-sector partnerships

e 80% CEQ'’s are convinced (World Summit 2002)

* Key factors:
— Clear partership agreement
— Mutual commitment
— Adequate resources
— Consultation with the beneficiaries

e Hurdles:
— Communication

— Expectations
— Power imbalance



Cross-sector partnerships

* Improve Health:

— Unilever + FDI World Dental Federation or UNICEF et
World Toilet Organization

* Povertry
— I'Oreal Soildarity Sourcing “mieux disant social”

 Education:
— HSBC + Foundation for Environmental Education

— 7th Generation+Kaplan EduNeering : Sustainable
Institute: online learning programme



Future faces of Civil Society Organizations (cso)

Emerging roles

Key features or activities

Platform of transparency  {Investigations and disclosure forums Mpower India / Scorecard.org

Brokers of volunteerism  [Opportunities for EVP VOLU Ghana

Champions of CSR Rasing Awarness and public pressure on CSR Iran CSO+UNDP

Advisors fo business Consulting services Oxfam, WWF

Agents of Government  |Working with or on behalf of regulatory authorities  [Fost Plus

Reformers of policy Pressuring for gov policy reforme to incentivize CSR ~ {Indonesia Law 40/2007, Grenelles
Makers of standards Developing vol. standards & inviting bus. compliance [Public Trust Code Israel, Max Havelaar
Channels for taxes Receiving and deploying specially earmarked tax rev. [FECHAC Mexico

Partners in solutions with business or government to tackle specificissues |European toolbox for CSR (CSR Europe)
Catalysts for creativity Creating social enterprises and supporting social entr. |BRAC Bangladesh, CAMBIA

P 242 CSR 2.0, W Visser, 2012




Eco-patent commons

« WBCSD (2008): allow and encourage companies to share
their intellectual property for the common good

— Eco-friendly patents: Dupont, Sony, IBM, Nokia, ...
— Xerox: proces to remove toxic waste from soil & water
— HP: convenient self-contained battery recycling station

* Green X-change: Crative Commons+Nike+Best Buy+2degrees+nGenera

System helps the environment while enabling a firm to make money
from patents in applications outside its core business

P INR lc$ T=c(R)



M

@creative
commons

« The idea is out there that, when it comes to
technologies, process, products and services
that have potentially live-saving impacts, there
is @ moral obligation to share it with humanity »

- IO




