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Again: aims of the course



The project assignment

• Any questions on that?

http://www.tulevaisuus.fi/keko/FUTUS2a/FUTUS2a.htm

http://www.tulevaisuus.fi/keko/FUTUS2a/FUTUS2a.htm


Overview of sustainability strategies in
companies

• CSR, corporate social responsibility is the
viewpoint of companies regarding the
sustainable develoment challenges.

• Sustainability strategies in companies are their:
– CSR strategies or
– Stakeholder dialogue strategies



CSR –what is it?

European Commission’s definition:
“[CSR is] a concept whereby companies
integrate social and environmental concerns in
their business operations and in their interaction
with their stakeholders on a voluntary basis."





Why CSR?

1. Moral obligation
2. Sustainability
3. Licence to operate
4. Reputation

(not in the article, but I think relevant!)
5. Avoidance of risk
6. New business opportunities
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UN millenium development goals

http://www.un.org/millenniumgoals/

http://www.un.org/millenniumgoals/


MDGs



MDGs



MDGs



Companies are important parnters in reaching
MDGs

Benefits for the companies
• Stable business environment
• Risk management
• Part of their CSR activities
• New opportunities



Companies…

.. need to do their share

• Stakeholder thinking helps the companies in
this.

• Also different standards & quidelines & tools
hepl companies.



Stakeholder view of an organisation

Edward Freeman (1984)

• “A stakeholder in an organization is… any
group or individual who can affect, or is
affected by, the achievement of the
organization’s objectives.”
(Freeman 1984:46)



Stakeholders and strategy processes



Corporation

Employees

Customers

Shareholders

Executives

Suppliers

Communities

A more traditional stakeholder map



Stakeholder Networks
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Tools, standards, quidelines… .

• E.g. www.globalreporting.org

http://www.globalreporting.org
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Source: Tulder & Zwart 2006, 247
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… what do the companies do and why?

… do they benefit from it?

… ethical aspects?



Referat fur Technik­und Wissenschaftsethik
Fachhochschule Karlsruhe:

Cartoonist unknown

Many people think companies are like this –is it true?



Real companies & waht do
they do?



Case: Nokia

Why do companies involve themselves in
sustainable development activities?



Nokia

See also:
http://www.taloussanomat.fi/page.php?page
_id=111&news_id=20082252&rss=13

http://www.taloussanomat.fi/page.php?page
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B­O­P thinking

Improving the lives of the billions of people at
the bottom of the economic pyramid is a

noble endeavor.
It can also be a lucrative one.

Harvard Business Review September 2002, s.
48













CSR­driven innovation

• http://www.csrinnovation.dk/sw56211.asp

http://www.csrinnovation.dk/sw56211.asp


CSR­DRIVEN INNOVATION Towards the Social
Purpose Business

Max Clarkson (1995: 109) suggests the following
typology:

•Reactive firms deny responsibility and do less
than what stakeholders require

•Defensive firms admit responsibility but fight it by
doing the least amount required

•Accommodative firms accept responsibility by
doing all that is required

•Proactive firms anticipate responsibility by doing
more than is required



CSR­DRIVEN INNOVATION Towards the Social
Purpose Business

• The term corporate social innovation (CSI) was first
introduced by Rosabeth Moss Kanter (1999: 125), who
argues that firms should use social issues as a learning
laboratory for identifying unmet needs and for developing
solutions that create new markets while also addressing
passionate concerns in society.

– BankBoston’s effort in setting up the Community Bank
Group, a project which eventually evolved into a new
market for the bank.

– Similarly, Bell Atlantic has equipped schools with HDSL
computers, and in the process, learned a lot about how to
use and market this new technology.

• The term corporate social innovation is increasingly
taken up by practitioners.

• Besides user and consumer­driven influences, corporate
social innovations use social issues as a source of new
opportunities while solving pressing societal needs



CSR­DRIVEN INNOVATION Towards the Social
Purpose Business

• An important sub­theme of CSR­driven innovation is
the focus on low­income markets. In this context,
Prahalad and Hart (1999) discuss the potential of the
bottom or base of the pyramid (BOP).

• The BOP premise is that by focusing on the unmet
needs of low­income populations, firms can create
profitable markets while also helping the poor
address some of their most urgent needs
(Christensen, Craig, & Hart, 2001; Prahalad &
Hammond, 2002; Prahalad & Hart, 2002).

• Prahalad’s most notable assumption is that BOP
markets have to pay a “poverty premium”(Prahalad
& Hammond, 2002: 8).



CSR­DRIVEN INNOVATION Towards the Social
Purpose Business

• Ecoinnovation (also referred to as
sustainability innovations, eco­design, eco­
preneurship, or clean­technology venturing) has
been proposed as a source for "environmentally
benign growth" (Dyllick, 1994: 60), as a
"breakthrough discipline for innovation"
(Fussler, 1996), as a "source of creative
destruction" (Hart & Milstein, 1999: 23), as well
as the beginning of the "next industrial
revolution"



CSR­DRIVEN INNOVATION Towards the Social
Purpose Business

• According to Hockerts, social
entrepreneurship describes “the discovery and
sustainable exploitation of opportunities to
create public goods”(Hockerts, 2007: 422).

• This is usually done through the generation of
disequilibria in market and non­market
environments.

• Social entrepreneurship often leads to the
creation of social enterprises.



CSR­driven innovation project
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http://www.interfaceglobal.com/

Interface, Inc. is the world’s largest
manufacturer of modular carpet, which it
markets under the InterfaceFLOR, FLOR, and
Bentley Prince Street brands. Bentley Prince
Street also is a leader in the designer­quality
broadloom carpet market. Interface is
committed to sustainability and to doing
business in ways that minimize the impact on
the environment.

http://www.interfaceglobal.com/


Ray Anderson / The Corporation film

http://www.youtube.com/watch?v=OUG4JXE6K4A

http://www.youtube.com/watch?v=OUG4JXE6K4A


Thank you for your interest!


