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Six ways to say sustainability at Strauss Group
Thursday, October 29, 2015
Strauss Group is a food and beverage company, dedicated to enriching and improving
people's  lives through our  fresh,  delicious,  nutritious,  and innovative products.  The
Group's portfolio of five companies provides a response to two leading trends in food and
beverage consumption: Health & Wellness, and Fun & Indulgence. Strauss Group is
active in 24 countries, generates more than $2 billion in consolidated sales and employs
more  than  12,000  people.  Last  month,  Strauss  Group  published  its  eighth  annual
Sustainability Report. (Disclosure: Strauss Group is my client and we supported the
preparation of this report and two prior reports.)

This  is  Strauss  Group's  first  report  following  the  publication  of  the  Group's  2020
Sustainability  Strategy last  year.  The strategy is  based on three degrees of  impact
supported by three levels of  performance.

 Degrees of  impact  reflect  the progression of  Strauss Group's  impacts  on different
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stakeholder groups and the degree to which the Group is in a direct position to create
positive value. The first degree is colleagues, the most direct relationship of all between
the Group and any of its stakeholders and through whom all our other stakeholder groups
are reached. The second degree of impact is on consumers, whose lives are enriched by
the  products  Strauss  Group  develops  and  markets.  The  third  degree  of  impact  is
citizenship - impacts in the supply chain, in the environment and in local communities.
Each strategy dimension is backed by targets - some of which require the Group to meet
expected standards of behavior, such as upholding ethical conduct and governance,
while other targets require a stretch to exceed past performance or to lead the market
with performance that is among the best-in-class in the industry.

Strauss Group's 2014 Sustainability Report was written in three broad parts aligning with
the strategic approach. Within this, six most material impacts guided and focused the
content  of  this  G4  Core  report.  These  are  the  six  ways  that  Strauss  Group  says
sustainability.

Healthy lifestyles: Strauss Group promotes and supports healthy living through a wide
range of products and innovative new foods such as fresh vegetables and salads, super
foods such as hummus and kale, functional foods that offer added health value such as
probiotic yogurts or foods with added vitamins and minerals. Also, Strauss continues to
improve the nutritional profile of its foods by reducing sugar, salt and fats across a wide
range of the portfolio.
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But making great healthy products is not enough. Consumers have to get used to the
different taste of low sugar content, for example, or venture into new territory by using
vegetables, such as kale, that they have not tried before, so much of Strauss's efforts go
towards consumer education and awareness. Similarly, consumers can be encouraged to
consider lifestyle in a more holistic way - it's not only about food. Strauss Water develops
and markets WaterBars for hot or cold purified water at the push of a button. Research
shows that  families  that  have  a  WaterBar  drink  more  water.  And  in  2014,  Strauss
developed a mobile app that helps people get moving by connecting them with free
outdoor gym spaces, personal trainers and like-minded others who seek more physical
exercise. Sabra engaged with thousands of consumers in the U.S. at a specially created
Hummus House,  to  help  consumers  get  to  know the  health  (and taste)  benefits  of
hummus as  a  part  of  our  daily  diet.

Innovation is often a key to improving the health profile of food products, and for some
years now, Strauss has taken the lead as a food-tech enabler, providing a platform for
sustainable food technology innovation. In 2014, this was formalized in the form of a
collaboration to create a food-tech incubator over 8 years with the Office of the Chief
Scientist in Israel at an investment by Strauss of up to more than $10 million to help
transform the food industry  through breakthrough new approaches to  food product
development,  design,  manufacturing and delivery.
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Product transparency and responsible marketing: Strauss meets consumer expectations
and regulatory requirements for all food products. Labels are clear and aim to meet all
consumer information needs. Responsible marketing standards are upheld, especially in
relation  to  non-marketing  of  fun  and  indulgence  products  to  kids.  Strauss  makes
significant efforts to be transparent and open up many different communication channels
for  consumers  -  via  call  centers  for  consumer  queries,  or  via  social  media  or  the
company's  website.
Reducing resource consumption and waste: In 2014, Strauss Group reduced energy
consumption per ton of product by 8% and GHG emissions per ton of product by 25%
across global operations, achievements that follow on the heels of significant resource
reductions in prior years. Similarly, Strauss Group reduced water withdrawal per ton of
product by 12%. While overall waste did not show a reduction in 2014 (increase of 23%
per ton of  product),  the amount  of  waste diverted to  landfill  remained high at  83%.
Several  initiatives  are  advanced  throughout  the  Group  to  reduce  resources  and
environmental impacts, including the conversion of all Israel operations to natural gas,
and the expansion of  the Sabra production facility  in the U.S. to LEED silver green
building certification.

Engaging employees: Strauss continues to invest in leadership development, training and
education for employees across the Group's operations, as well as in occupational health
and safety. In Israel, for example, a focus in 2014 was safety in the sales force with a
significant improvement in results.
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Ethical supply chain: Sustainable sourcing continues to be a prime consideration for
Strauss Group and Strauss Coffee continues to source a portion of green coffee that is
certified  sustainable.  In  addition,  advances  were  made  in  2014  in  the  sustainable
sourcing  of  cocoa  and  sesame seeds,  two  top  ingredients  for  Strauss.

Diversity in everything we do: A diverse workforce for Strauss means both advancing
women in management and creating an inclusive workplace for  employees from all
backgrounds. In 2014, Strauss Group achieved a level of 40% of women in management
positions. In addition, Strauss in Israel was recognized by the Forum for Diversity Hiring
for advances in hiring populations that are traditionally excluded from the mainstream
workforce.
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That's six ways that Strauss Group says sustainability and just a few examples of the
activities that back up the words. As always, it's a privilege to work with companies that
have a genuine desire to make a positive impact on society through the business they do.
Take a look at the report. Give feedback!

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz

Posted by elaine at 05:03PM (+02:00)
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10 Sustainability Insights from the Oil and Gas
Industry
Tuesday, October 27, 2015
I have often said that business is done in sectors. A sector-based approach offers a
platform for  developing  a  shared  appreciation  of  sustainability  opportunities,  risks,
benefits and challenges while providing leverage for change and a support network for
non-competitive knowledge sharing. Last month, I was delighted to engage with the Oil
and Gas Industry for a day of working together all about sustainability reporting. I was
able to share insights, recommendations and an external perspective while gaining a
deeper understanding of the constraints and considerations that reporting specialists
share in the large, complex, established companies in this industry, most of which have
been  reporting  for  years.  For  me,  this  was  both  an  enriching  experience  and  an
opportunity  to  help.
My reporting day was hosted as part of an annual meeting of members of IPIECA - the
global oil and gas industry association for environmental and social issues. IPIECA was
formed in 1974 following the launch of the United Nations Environment Programme
(UNEP).  IPIECA  is  the  only  global  association  involving  both  the  upstream  and
downstream  oil  and  gas  industry  on  environmental  and  social  issues.  IPIECA’s
membership  covers  over  half  of  the  world’s  oil  production.

The core of IPIECA's mission and practical agenda is the development of the sector as a
social and environmentally responsible player. IPIECA's most recent publication a couple
of months ago was the Third Edition of Sustainability Reporting Guidance for the Oil and
Gas Industry to help companies report across the industry's most common sustainability
issues in a consistent way and in line with shared stakeholder expectations.

The 180 page volume of guidance draws on several years of reporting experience in the
sector and external independent stakeholder input. It covers both the reporting process
(and principles) and reporting guidance including what's material for Oil and Gas. The
principles are simply stated: relevance, transparency, consistency, completeness and
accuracy.
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 The IPIECA guidance also suggests a set of the most significant issues commonly
associated with the oil  and gas industry,  broadly referring to types of  sustainability
aspects, including risks, impacts and benefits, related to the life cycle and value chain of
a company’s activities.

The IPIECA reporting guidance suggests a list of 34 performance indicators that are likely
to be relevant to companies reporting in this sector. Fairly straightforward - 11 greenie
ones, 5 health and safety, and 18 across workplace and community.

But then... the reporting guidance makes a distinction between three types of reporting
elements: the common ones... that means, essentially, there's no point in producing a
report unless you include these; the supplemental ones, that means, basically, a good
selection of your peers probably already report so you should consider including if you
want to be at the top of the game and finally, others. Others is what differentiates you.
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And here is an example I prepared earlier:

So E1 - greenhouse gas emissions - actually becomes 10 separate indicators, some of
which are very specifically tailored to the oil  and gas industry. Ultimately, it's not so
different  from  the  GRI  approach,  where  performance  indicators  are  grouped  into
categories and aspects. IPIECA has selected 34 aspects for its member reporters - GRI
G4 as you may recall has 46 aspects. Many companies in this sector choose to report
GRI  as  well  as  being  guided  by  IPIECA,  and  a  cross-reference  of  the  different
performance  indicators  in  each  framework  is  provided.

The IPIECA approach makes for a simple and straightforward content index - see this
one in Chevron's 2014 report - it is somewhat less cumbersome than a full GRI Content
Index as the sub-indicators - the different reporting elements - are not identified in the
index.
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I think it's a great thing that a sector proactively provides guidance and comprehensive
tools for the member companies. It's more than just guidance - it's a demonstration of
accountability  for  driving  the  sector  forward  with  a  shared  expectation  around
sustainability  practice and transparency.  The value of  the debate in developing the
framework, the value of the learning in applying the reporting guidance and the value of
reviewing the challenges of reporting are immense. That's how it seemed to me in my
working day with many companies from the Oil and Gas industry, including sustainability
reporting representatives of BG Group, BP, Chevron, ConocoPhillips, ExxonMobil, Hess
Corporation, Marathon Oil, Noble Energy, OMV, Repsol, Shell, Statoil, Total and Tullow
Oil.

In our workshop day, we discussed three aspects of reporting that are always fascinating:

• planning the reporting process
• defining and reporting materiality
• reporting climate change

 And while  I  am not  able  to  disclose the  details  of  the  discussions  that  took  place
throughout the day, I did receive permission to share a small selection of the closing
insights that the 25 or so people in the room shared at the end of the day.
10: Prioritizing material issues: Care needs to be taken when prioritizing material issues -
it's not always as straightforward as it might seem. Overly mechanical formulas or highly
detailed positioning of issues on a matrix may not be as valuable as the time invested.
Not every material issue is more or less important than other issues. Sometimes they are
the same. There also needs to be a balance in reporting to ensure that issues that are
not identified as most material are not completely omitted as some stakeholders may
require these.

9: Additional resources: You don't have to cram everything into your report. In some
cases,  supplementary  content  can  be  added  as  an  appendix  or  a  web-page.  Not
everything  needs  to  be  upfront  narrative.

8: Less is more: (ha ha, no further comment)

7: Tighten the timeline: In the oil and gas industry, companies are very large and complex
and global data collection takes the time that it takes. Often this, together with other
reporting considerations, can drag out the reporting timeline across several months - in a
survey of  IPIECA member companies before the workshop, we discovered that  the
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average reporting cycle was more than 8 months. If  you are reporting annually, this
doesn't leave too much time to go to the beach. I am pretty clear on this. Any report that
takes more than 6 months to prepare from concept to publication is taking too long. And
that's generous. While there are often practical considerations that delay the publication
of the report, the more you can compact the timeline, the more time you have for making
progress rather than making reporting.

6: Give up the search for the perfect formula: This is so true. In preparation for my work
with the sector, I reviewed 15 Oil and Gas Sustainability Reports from 2014. Despite the
fact that all these companies are in the same industry, the reports all have their individual
character,  style,  tone  and  content  focus.  Each  company  is  at  a  different  stage  of
development along the sustainability journey. So, while I was able to share insights on
the different ways of defining, prioritizing and presenting material issues, and participants
took away new ideas, one size does not fit all and there is absolutely no perfect reporting
formula for all organizations, only one for each organization.

5: Balance the broad and the narrow: It's important to find a middle ground between
reporting at a broad level about complex issues versus increasing the resolution to report
at  a more granular level  on specific issues. How do you represent that your overall
carbon footprint reduction is made up of a thousand small actions and impacts, and
which of those, if any, are worth highlighting? This is something worth thinking about as
you plan your report process and content.

4: Get the design right: Everyone would agree that content precedes design. If you don't
have relevant content, even the best of designers will fail to make your report credible.
Yet, getting the design right for your corporate culture and sustainability content can
make the report come alive in ways that words alone cannot. Careful use of infographics,
any photography other than stock photography and controlled use of colors, fonts and
styles will only improve the appeal and readability of your report.

3: Stakeholders were not all born equal: Don't let individual stakeholder groups dominate
your content and do map and prioritize your stakeholders in advance and decide what
you need from them and how you will  represent  their  voices in  your  report.  Giving
stakeholders a voice - letting them tell your story - is often a proven route to credibility.

2: Link materiality to metrics: How many reports, especially with the fuller adoption of G4,
now include a materiality matrix or list of material impacts. Yes, most or all. How many
create a clear linkage (I call this the "materiality audit trail") between what's stated as
material and all the rest of the report content - performance indicators, case studies,
policy narrative etc? Oops. Rather few. So often, there is a gaping dissonance between
what the report says it should be about and what it actually includes. But getting this
alignment is not enough. The report user should be able to easily and quickly find the link
between material impact and reporting content about that impact. I generally apply the
"ten-minute rule" - if I can't find something after ten minutes of trying, for me, it doesn't
exist. We have to make the link between materiality, content and metrics both available
and quick to locate.

1:  Have  confidence:  It's  tempting  to  get  derailed  in  reporting  -  there  are  so  many
frameworks, guidelines and complex rules and requirements that you can spend forever
questioning yourself on the right way to go and the best way to pull it all together. But this
can lead to a spiral of indecision that can delay the report process and dilute the content.
Often the best way is simply to make your selection of how to frame and develop your
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report, and then have confidence in your approach and make it happen. No-one knows
what you might have done. Everyone sees what you do. Best feel good about it and
present  it  with  pride.  There  are  no  bad  Sustainability  Reports.  There  are  only
Sustainability  Reports  that  can help us improve our  sustainability  performance and
disclosure. Each report is a learning platform, but it's also an achievement to be proud of.

And one more insight from me:

Even though we didn't have ice cream throughout this day-long meeting :-), it was one of
the  best  sustainability  days  I  have  had  in  a  while:  a  dialogue  with  like-minded
professionals who are eager to do their  honest best  for  their  company, society and
planet.  I  didn't  even miss the ice cream!

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz
Posted by elaine at 04:06PM (+02:00)

Comments
1. Re: 10 Sustainability Insights from the Oil and Gas Industry

- BillBaue October 28, 2015

Very interesting, Elaine! One quick follow-up question: in the GHG emissions reporting
guidance, I don't see anything about comparing emissions to the carbon budget -- which
is really the primary reason for reporting GHG emissions in the first place. Am I missing
something? Or does IPIECA really leave this integral step out of the mix? If so, the
implications are profound! I know you've written elsewhere on your blog on the
importance of reporting impacts within the context of ecological limits (ie your piece on
the uselessness of materiality matrices), so I wonder when the reporting world is going
to catch up with this necessary practice...

2. Re: 10 Sustainability Insights from the Oil and Gas Industry

- elaine October 28, 2015

hi Bill, thanks for reading and for your comments about reporting and the carbon budget.
As always, an interesting observation.  Best, Elaine

3. Re: 10 Sustainability Insights from the Oil and Gas Industry

- BillBaue October 28, 2015

Thanks Elaine -- so am I correct in assuming that the IPIECA guidance does not call for
budget-based accounting of carbon? As you likely know, the corporate world is heading
toward science-based targets (see for example http://www.sciencebasedtargets.org/ ),
so IPIECA seems to be lagging on this front. I would be very interested to hear a more
expansive explanation of your perspective on this. Thanks!
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4. Re: 10 Sustainability Insights from the Oil and Gas Industry

- elaine October 28, 2015

Hi again Bill, yes, I understand the move toward science-based targets. I am looking
forward to a transformational outcome of COP21 to provide, among other things, a
framework for companies around the world to operate within. I believe the issue of
climate change reqires a collective response that goes beyond the specific reporting
practice of any single company or sector.

5. Re: 10 Sustainability Insights from the Oil and Gas Industry

- BillBaue October 29, 2015

Hey Elaine -- thanks for your response -- I agree that a global framework for reporting
GHG emissions in the context of science-based thresholds (eg 2 degrees / 350ppm /
carbon budget) is the best way forward. GRI's SustyContext Principle provides the
conceptual underpinning, and the WWF / WRI / CDP / UNGC Science-Based Targets
initiative provides methodologies. It would have been helpful if the IPIECA had stepped
up to provide industry-endorsed guidance on this vital issue, but it appears that this is
not the case. And I'm not aware of a specific agenda item at COP21 on creating such a
global framework that you suggest -- let's let each other know about it if we hear
anything :-)
Hope to see you at the GRI Conference!
Best,
Bill
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7 examples of inspiring corporate citizenship
Monday, October 26, 2015
It's  that  time  of  the  year  again  when  I  share  with  you  the  publication  of  Caesars
Entertainment's annual Citizenship Report. This time the selected theme is "Inspiring
Citizenship." Inspiring because citizenship inspires Caesars employees to perform their
roles in the business with citizenship in mind. Inspiring because as Caesars employees
engage across a host of activities to advance society and preserve the environment, they
inspire  others.  This  is  the  sixth  annual  Citizenship  Report  by  this  leading  gaming-
entertainment company and the third that I have been proud to work on. It's the third G4
core report, and covers performance in 2014 with stories through part of 2015.

It's always hard to summarize a report that contains a wealth of information about so
many aspects of the company's operations. At Caesars, whether it's about Responsible
Gaming, employee engagement, charitable giving, sustainable sourcing, policy activism
or another topic, the report covers the ground. I've had to work really hard to limit this
post  to  just  7  examples of  how Caesars  creates  and gains  value through inspiring
citizenship to give you a flavor of what you can learn from the Caesars report this year.

ONE:Contributing to economic development
Each year, Caesars has loads to tell about the way its core business actively advances
economic development wherever the company operates. This is more than just doing
business; it's doing business in a way that's designed to make a positive impact. In
Baltimore, for example, in a year of operation, Horseshoe Casino Baltimore supported
tourism with a big welcome to more than 2 million guests, created almost 2,000 jobs,
hired more than 66% of the workforce from the within city limits, and established an
ongoing community program with support for more than 45 social organizations through
donations and >800 hours of employee volunteering time. Through Horseshoe Baltimore,
Caesars has provided opportunity for many small businesses who have set up shop in
the casino’s food court and has partnered with celebrity chefs including John Besh and
Aarón Sanchez to bring Johnny Sanchez to Baltimore for an upscale dining experience.
In its inaugural year, Horseshoe Baltimore contributed to developing local prosperity for
the citizens of Baltimore though paying more than $42 million in taxes (casino companies
are one of  the most  highly  taxed businesses in  the U.S.).  In  fact,  overall,  Caesars
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generates $5.9 million of contributed value for its communities for every $10 million in
revenue, triple the estimated average of U.S. corporations.

TWO: Transforming resorts and tourist venues
When Caesars invests in new facilities, it invests in a big way, making a difference to the
value and appeal of cities and resorts that need a boost. This is the case in the Las
Vegas where Caesars has invested nearly a billion dollars in the heart of The Strip with
the addition of The LINQ and the High Roller, the world's tallest observation wheel. In
Atlantic City, Caesars has just opened up a new $126 million conference center project,
the Waterfront Conference Center at Harrah’s Resort in Atlantic City, that is already
attracting big events and has bookings through 2019.
THREE: Encouraging employees to be well  Caesars has for years maintained one of the
most extensive award-winning wellbeing packages for employees available in the market.
Employees  are  incentivized  to  look  after  their  own health  and  wellbeing  by  taking
advantage of the benefits that Caesars provides through the Wellness Rewards program.
Caesars employs 28 qualified WellNurses that  are stationed at  Caesars properties
throughout the U.S. to help care for employees. Employees who participate in wellness
activities earn two things: they feel better, get more out of life and are more productive at
work AND they save money - up to $3,600 per year for themselves and their partners in
tangible rewards through the program. This benefits Caesars who saves millions of
dollars  in  medical  plans and it  benefits  society  as the healthcare burden of  cost  is
significantly lower. The program has delivered tangible outcomes to date in terms of
lowering health risks across Caesars employee base.

FOUR: Preserving the environment  Caesars' CodeGreen strategy established in 2007
includes environmental targets as well as other social targets. On the environmental side,
Caesars continued to make progress, achieving cumulative reductions in resource usage,
exceeding several targets for 2014 and 2015.
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In early 2014, in the light of strong performance, Caesars updated long-term targets and
added new 2020 targets for energy, GHG emissions, water and waste diversion. This
also includes a commitment to science-based climate change targets for 2020 and 2025
to reduce GHG emissions per 1,000 airconditioned sq. feet by 30% and 40% by 2025
respectively on a cumulative basis against a 2007 baseline. This is industry leading
performance to date and industry-leading commitments for the future.
FIVE:  Engaging  employees  in  citizenship   One  of  the  things  that  Caesars  does
tremendously well - and having worked with Caesars now for a few years I experience
this first-hand in the conversations I have with people from all around the company - is
inspire employees to contribute to making the world a better place. Employees are invited
to take part in a range of CodeGreen activities - far too numerous to mention here (you
will have to read the report ;-)). However, one of the highlights I did want to mention is the
recognition for employees who work so hard for their communities. In the 2014-2015
Citizenship  Report,  Caesars  celebrates  outstanding  employee  HEROs.  HEROs  is
Caesars employee volunteer program that offers a host of opportunities to get involved in
community causes,  including those supported by the Caesars Foundation.  In 2014,
Caesars started a new peer and manager HERO Stars recognition program for HEROs
and seven employees were selected and honored in the first cohort. Actually, in 2015,
after  the  Citizenship  Report  was  published,  three  of  these  HEROs were  invited  to
Caesars Client  Educational  Experience Week in Atlantic  City  to take part  in  one of
Caesars Meeting and Events Team's week of meetings involving community volunteering
with customers. A fabulous way to recognize and reward employees whose dedication
and investment in local communities is unwavering. In the 2014-2015 Citizenship Report,
Caesars celebrates these HERO Stars.

23



The CSR Reporting Blog Book 2014 and (most of ) 2015

SIX: A leading light  Every company needs a leading light to drive corporate citizenship
activities, in addition to a committed CEO, and at Caesars, passionate and unwavering
inspiration for great citizenship comes from Jan Jones, Executive Vice President of
Communications, Government Relations and Corporate Responsibility. A former Mayor
of Las Vegas, Jan is very present in supporting Caesars' citizenship strategy and guiding
the reporting process. She is outspoken on behalf of Caesars on important matters of
public policy, including immigrant rights, LGBT rights and healthcare. Her delight was
tangible when in mid-2015, the U.S. Supreme Court published a breakthrough ruling to
make same-sex marriage a fundamental  right  across the country.  Jan immediately
published her support on behalf of Caesars Entertainment, emphasizing the relevance
this ruling has for businesses and workforce diversity and inclusion. Perhaps it's no
surprise  that  with  Jan  at  the  helm,  the  Caesars  workforce  includes  41%  women
managers as a total of all mangers, 57% employees from minority groups and 36% of
employees over the age of 50 - a diversity record to be proud of.

24



The CSR Reporting Blog Book 2014 and (most of ) 2015

SEVEN: Gwen  The final highlight of this report  is mainly behind the scenes. Gwen
Migita, Vice President, Sustainability and Corporate Citizenship, is the one who tirelessly
makes it all happen, driving CodeGreen, community partnerships, employee awareness
and engagement and reporting. Always with an eye on the big picture, Gwen works at a
level  of  detail  and precision to  move corporate citizenship forward at  Caesars with
determination, skill and boundless passion. Want to know a little more about what makes
Gwen tick? See these two recent interviews: the first from April 2015 in the Guardian
Sustainable Business where Gwen talks about coming out at work and the second from
Fortune Magazine from May 2014 with ten questions to Gwen on sustainability and social
justice and more. If you don't have someone like Gwen in your company, you need to.
Every company needs a Gwen.

Finally, as always, take a look at Caesars 2014-2015 Citizenship Report. Give feedback!

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz
Posted by elaine at 09:36PM (+02:00)
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Where will you be in May 2016?
Friday, October 23, 2015
I'll be at the 5th Global GRI Conference in Amsterdam, having a great time.

If my experience of all the previous GRI conferences I have attended (all but the first one)
is  anything to go by,  it's  going to be a fabulous few days.  There's  always a sort  of
community  vibe  at  GRI  conferences  -  more  so  than  any  of  the  other  global  susty
gatherings I have attended over the years. I think it comes from a shared interest in the
present and the future of reporting and the genuine professional collegiality that sets the
tone for the conference. It's like being among friends, even the ones you haven't met yet.
Anyway, I have booked my travel and my hotel, and am looking forward to seeing how
the program develops. GRI has shared an outline of the event with us, but leaves us
guessing as to who will  be the big name keynoters and other plenary and breakout
speakers - past conferences have always had a host of first-class speakers so I don't
expect  to  be  disappointed  in  2016.  Of  all  those  who  took  center  stage  at  the  last
conference,  the voice of  dissent  of  Sharan Burrow,  General  Secretary  of  the ITUC
(International Trade Union Confederation) was one of the most memorable. Instead of
playing nice on stage, she played tough - and talked about the dissonance between the
annual filing of Sustainability Reports "with no conscience" and the continued abuses of
human rights across workforces around the world. Hers was a wake-up shake-up call and
no-one fell asleep as she was talking.
In the same way as Sharan was asking, (my paraphrase), how it is that companies are
publishing all these Sustainability Reports and the world has still not been fixed, GRI is
opening with a conference plenary with a similar question: 20 years on: are we making a
difference? Of course, that's a bit of a rhetorical question. No-one in their right minds will
stand on stage and say no to that question. But as everyone answers yes, the very next
question is: how much of a difference are we making and in what way? And that's where
the debate sets in, and the opinions differ and we are all called to account. I hope that
this upcoming conference will seek out the voices of dissent, and will hold back from
being somewhat of a predominantly self-congratulatory affair as has been the tendency
of GRI conferences in the past. In looking at success stories and how much has been
achieved, there has been an inclination to minimize what has not yet been achieved. I
won't get into a balance sheet of wins and losses of GRI and/or of companies who use
GRI guidelines, but I will say that I hope the debate will be real and meaningful. That's
why we are coming to Amsterdam. Not just for a pat on the back, but also for a kick in the
pants. Something to help get us to a new level of sustainability thinking and strategy and
into new territories of effective and useful reporting.
An example of new territories, I think, is the way GRI has been advancing sustainability
reporting with SMEs in large company supply chains in the GRI Business Transparency
Program funded by the Swedish International Development Cooperation Agency (Sida).
In 2014, 14 SMEs in India took part  and their  G4 reports can be viewed in the GRI
Sustainability Disclosure database. In 2015, a further 14 SMEs in the supply chain of
Arçelik, a Turkish household appliances manufacturer, took part in the program and are
expected to publish first reports in due course. Of course, as we all know, the value of
reporting is at least as much in the process as in the words on the pages of a published
report, and I expect these SMEs should be deriving great value from this program. Which
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brings me back to the conference....

Empowering sustainable decisions. That's the new GRI strategy tag-line and the 2016
conference will create room for exploration of what this means and for whom. The tag-
line needs be translated into tangible and practical  actions that  deliver  sustainable
outcomes that we can measure and replicate. To help us do all of that, GRI 2016 offers
four plenary sessions - you can read about these in the conference flyer - and hey, check
out who's quoted! (If I had known my feedback would be included, I would have included
"Hi Mom" at the end).

 In addition to the plenaries, the conference has 6 tracks that do a good job of covering
the reporting landscape and challenges that we all face.

 Also at  the 2016 conference,  GRI is  providing a platform for  sustainability  service
providers to deliver master classes (14 options, fees per 3-hour class in addition to
conference registration). I was thinking of offering a master class in the art of ice cream
consumption but I wasn't sure if everyone would agree to bring the ice cream.

You can download the conference program here, complete with all the session headings
but not yet with speaker and panelist names. More detail of each session is provided on
the conference website.

Earlier this week, I had a chat with Rashmi van de Loenhorst, GRI's Director of Marketing
& Communications. She told me: "This conference will bring together a wide diversity of
delegates interested in reporting and the value of reporting to empower decision-making.
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It's a vehicle through which we can help drive change - we want to acknowledge the good
things that have been achieved but also encourage difficult conversations about what
needs to change. It's not a conference about G4 - there is no single session about how to
use the G4 guidelines - rather, with this conference we want to focus more on how we
leverage the value created through the reporting process as an even more effective
catalyst for collaboration and progress. We'll be doing some interesting new things at the
conference  -  a  hackathon,  for  example  to  explore  how  we  can  be  part  of  a  new
movement for using sustainability data in a different way, and what is meant by by "data
is a platform" and how we can demonstrate that."

I am looking forward to meeting up with loads and loads of CSR Reporting Blog readers
at #GRI2016 in Amsterdam next May. By that time, I hope to have worked out what a
hackathon actually is .....

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz
Posted by elaine at 06:39PM (+03:00)
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I published a review of PepsiCo's report - guess
what happened next...
Tuesday, October 20, 2015
Over  the  years  I  have  written  many  reviews  of  Sustainability  Reports  for  different
publications, in addition to the comments and observations I make here on my blog. My
most recent report review was published in the October edition of Ethical Corporation
Magazine and it was all about food and bev giant PepsiCo's 2014 Performance with
Purpose Report. As Ethical Corp. is a subscription-based publication, I won't share the
entire  review  here.  However,  I  will  share  two  interesting  things,  one  insight  that
particularly impressed me in the Performance with Purpose Report, and one after the
review was published.
The insight

 I'll reproduce a short section from the published review:

"A very positive feature of PepsiCo’s reporting is the linkage between sustainability
performance to business growth and profitability. Most companies keep financial and
non-financial  messaging  conveniently  separate  and  it  is  rare  to  find  an  economic
expression of sustainability benefits in standalone sustainability reports. PepsiCo’s press
release  leads  with  a  highlight  of  financial  benefits:  “Environmental  sustainability
programs, including efforts to use less packaging and energy, have saved the company
more than $375m since 2010.”

Throughout the report, these references are specific: in 2014, PepsiCo recycled and
reused 90% of waste with estimated savings of $3.5m compared with 2009; decreased
absolute water use by one billion liters, generating $17m in cost savings; removed over
89m pounds of packaging materials resulting in $48m of cost savings and improved
energy efficiency delivering energy cost savings of more than $83m. This is good for the
financial community who use sustainability reports, and for PepsiCo stakeholders who
are interested in impacts on society, and it also serves as an encouragement to other
companies, demonstrating that sustainable practice can also be profitable practice.

In other areas, PepsiCo incudes outcome-type statements that show the impacts of
performance which are less easily quantifiable in money terms. For example, in 2014,
PepsiCo India supported water-saving programmes that benefited more than 50,000
people."

I think you get the picture. Sustainability helps a business make a positive contribution to
society AND do business. While it's great to declare how we are doing on energy savings
and other sustainability-type metrics because we value our future on the planet, positive
economic value realized from sustainability activities is nothing to be ashamed of. The
opportunity to link sustainability impacts in the business to the sustainability impacts of
the business is still not considered deeply by most companies. Just because a report is a
Sustainability Report doesn't mean it cannot mention money. In fact, it should. Only a
handful  of  companies get  this.  Marks and Spencer has for  years demonstrated the
economic contribution of  Plan A in a clever  way.
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BT also makes an explicit link between business and economic benefits of sustainble
practice. In BT's Better Future Report for 2015, the company confirms that global portfolio
revenue from products and services contributing towards BT's goal to help customers
reduce carbon emissions by three times more than the carbon impact of BT's business
was GBP 3.4 billion in 2014-5 FY. And there is of course the Kering Environmental Profit
and Loss model that turns everything into money to the point where just reading the
report may well generate economic impact. UPS also makes an impressive connection
between environmental and economic efficiencies in UPS's 2014 Sustainability Report.

 The more we accept that it's OK - in fact, it's imperative - that sustainability benefits
equal business benefits as well as social and environmental benefits, the more we will
see these sort of linkages in Sustainability Reports and also in Annual Reports. I have
often said that you should write a Sustainability Report with a financial hat on and you
should write an Annual Report with a sustainability hat on. That's assuming you wear a
hat when you're writing. PepsiCo, in the 2014 report, has made great progress in making
this connection.

What happened next
No less interesting than the linkage of integrated sustainability to business performance
is what happened after my review was published in Ethical Corporation. I received an
email from Camille Aylmer, Sustainability Communications Director at PepsiCo, who
wrote: "......we really appreciate the careful attention you gave to reading through our
materials....There  was some great  feedback in  the  article  that  has created a  lively
discussion internally. I’d love to grab 15 minutes with you by phone to discuss some of
these items....."
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Now,  while  my  review  included  praise  for  PepsiCo's  best  practice  in  creating
aforementioned linkage, it also included a few criticisms and recommendations. (So you
all know me by now, it's rare that I don't have something challenging to say) (even though
my intentions are positive!). Yesterday, I chatted with Camille and was impressed by her
questions. She wanted to know about my approach in reviewing the report, whether I had
looked at  prior  reports,  what  stood out  for  me as  I  reviewed the  report,  why  I  had
highlighted certain aspects. I genuinely felt she wanted to learn about what was important
to me, and that  this might help PepsiCo in developing strategy and reporting going
forward.

I am one of mbillions of PepsiCo stakeholders and my teeny weeny voice is hardly the
loudest, coherentest, intelligentest or importantest among all the experts that I imagine
PepsiCo engages with on sustainability matters. But the fact that Camille took the time to
track me down (ok, that's not hard), and have a really positive conversation with me
(that's harder) earns her and PepsiCo top marks (and ice cream) from me.

I was happy to respond to Camille and share my thinking. I was delighted to know that
someone actually reads my report reviews (apart from the Ethical Corporation editor) and
that maybe they do a little good. Kudos to PepsiCo for reporting and for not being too big
to take note.

Oh, and while you're here, take a look at PepsiCo's 2014 Report. Give feedback. They
listen.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz
Posted by elaine at 04:47PM (+03:00)
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Happy Birthday Netafim!
Sunday, October 18, 2015
Some people get to age 50 and think of  slowing down. Nice early retirement,  small
beach-house somewhere, prepping for the grandkids, nothing too strenuous, bit of golf,
tennis or bridge maybe, catch up all that reading that you didn't manage in the last 15
years. Our valued client, Netafim, has a different approach. After working tirelessly to
lead the drip revolution for the past 50 years, the company is stronger, faster, more agile,
more  experienced,  more  capable  and  more  poised  than  ever  before  to  turn  Mass
Adoption of Drip irrigation into our new reality all around the world. At age 50, Netafim is
just taking off. And that means that the next 50 years are going to be one helluva ride.
Before I go on, there's one thing I wanted to say to Netafim:
HAPPY 50th BIRTHDAY!
And what a birthday year it has been (and still is). A fitting culmination of everything that
Netafim has been passionate about for almost a billion days. For those of you who don't
yet know Netafim, suffice it to say that this company has made drip irrigation virtually a
household name in the world of agriculture. Drip - or micro- irrigation enables improved
agricultural yields with lower water, energy, chemicals and land use through targeted
irrigation systems that precision-feed water and plant nutrients to crops. With 3,700
employees at the end of 2014, working with large agricultural concerns and thousands of
smallholder farmers across emerging markets, Netafim has succeeded in expanding the
use of drip irrigation, advancing both social and environmental sustainability in a systemic
way. There are few companies that produce a product that is inherently net positive for
the planet. Netafim is one of them.
Here are some of Netafim's 2015 stories:

Publication of  Netafim's 2014 Communication on Progress (COP) to the UN Global
Compact.

Netafim publishes a full  Sustainability  Report  every two years.  In the interim years,
Netafim meets its commitment to the UN Global Compact as a member of the UNGC's
LEAD program and the CEO Water Mandate by publishing a COP. The 2014 COP covers
21 UNGC LEAD criteria and references Netafim's 2020 Sustainability Strategy that was
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defined in 2014.

The COP includes case studies from Netafim's recent activity. Netafim always has a host
of fascinating projects to talk about. One, for example, is the breakthrough use of drip
irrigation for rice.

Rice is a major crop of which the majority is grown by smallholder farmers. The average
age of rice farmers is rising as younger generations have no desire to work in such labor-
intensive jobs. The decreasing number of rice farmers is a major issue worldwide, as rice
is the main source of nutrition in many regions. As rice supplies become more difficult to
maintain, governments are seeking new ways to increase production. Drip irrigation is a
solution to increasing rice yields while using fewer resources, resulting in lower cost for
land preparation and fertilizers, lower greenhouse gas emissions and less physical labor.
Netafim currently maintains collaborative research initiatives for rice irrigation in many
countries including Japan, China, Thailand, Australia, Ukraine, and Spain to help identify
the  optimum  irrigation  conditions  in  each  country  in  alignment  with  local  climatic
conditions and needs. And here's another thing. Did you know that the use of traditional
flood irrigation methods has an effect of increasing arsenic absorption from the soil by
rice plants? How would you like a little arsenic with your rice pudding? Arsenic exposure
has been associated with certain cancer risks if ingested in high quantities. Through
Netafim's research with the University of Pisa in Italy, researchers were able to reduce
the arsenic content of drip irrigated rice to almost zero. Hope it still tastes as good! Here's
a short vid where Dubi Raz, Netafim’s Corporate Agronomy Director, talks about rice
irrigation and other things at Israel's 2015 Agritech exhibition.

Another case study describes Netafim's transformational involvement in Karnataka, India
- an initiative that is changing the landscape of farming in this region and improving the
local economy and quality of life. The initiative is advanced by the Water Resources
Department  of  Karnataka,  a  south  western  state  in  India.  Karnataka's  community
irrigation program is the largest of its kind in India, covering 59 villages and affecting
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15,000 farmers. Karnataka suffers from drought during its dry season, when land irrigated
by traditional canal irrigation systems lies fallow. Using water-efficient drip irrigation,
double the land-area originally planned for the program can be developed. Netafim India
is installing drip irrigation across 11,700 hectares of land and providing crop management
tools and training for local farmers. A successful outcome for the Karnataka project will be
a turning point for the region and a model for reapplication in several other areas of India.
Publication of a book about Israel's leading role in water conservation - with Netafim's
help

 In 2015, Seth M. Siegel published "Let there be water - Israel's solution for a water-
starved world". The book describes the leading role Israel has played in the development
of  water  technology from desalination to drip  irrigation and much more in  between.
Netafim is featured in the book, with references from Netafim's history and impact and
quotes from key figures in the company, past and present. One is Naty Barak, Netafim's
Chief Sustainability Officer and relentless campaigner for advancing the human right to
water and the use of irrigation to help solve many of the world's problems - including
several addressed by the recently ratified Sustainable Development Goals (SDGs). Few
companies have books written about them. Guess this one will take pride of place on the
Netafim bookshelf, and on mine... maybe also on yours!
Further market leading innovations

When I first started working with Netafim some years ago, I thought that drip irrigation
was just a load of plastic tubing laid on the ground with holes in them to let the water
through slowly. I was wrong. Drip irrigation at surface level or at sub-surface level is
totally high-tech and deploys top-end technologies for water emitting systems implanted
in  the  irrigation  pipes  that  meet  the  needs  of  different  crops,  soil  types,  nutrient
requirements and much more. Anti-clogging, flow rates, width of tubing, not to mention
the fully automated crop management systems that enable farmers to control their fields
remotely makes drip irrigation a technology triumph of techy geeks, programmers and
agronomists. Netafim stays at the forefront of technology and leads the market with new
developments. In 2015, for example, Netafim launched a new low-flow drip irrigation
system, the most advanced in the world, that surpasses historical barriers in clogging
resistance, durability and operational efficiency.

I am not much of a techy myself - it has taken me all my time to figure out Win 8.1 and

34



The CSR Reporting Blog Book 2014 and (most of ) 2015

iOS 9.0.2 - but the benefits of improving drip irrigation technology are quite clear.

More business, more markets, more sustainability

 Netafim CSO Naty Barak with Vingroup

In 2015, Netafim made further progress in advancing Mass Adoption of Irrigation (MAD)
to help farmers and food producers around the world grow more with less. In a $17
million deal  in  Vietnam, Netafim is  supplying greenhouse structures,  drip  irrigation,
climate control  systems, know-how, and agronomic support for Vingroup, Vietnam’s
largest  publicly-traded real  estate  operator,  in  one of  southeast  Asia's  largest  agri
projects. In Senegal, Netafim is supplying an end-to-end drip irrigation solution for the
Senegal Sugar Company (CSS), one of Africa’s largest sugarcane producers. CSS –
Senegal’s largest private-sector employer – started growing sugarcane over 40 years ago
and now produces over 1.3 million tons of sugarcane annually. Drip irrigation is a key
factor in the company's expansion and efficiency advances, creating food for the world
while supporting the local economy and livelihoods. Around the world, Netafim continued
to expand in India and many African markets, making the 2015 birthday year one of the
most memorable yet. With every additional drip irrigation system that is sold, our planet
and our society become just a little bit more sustainable.

There were many more events and developments in 2015, including a host of corporate
birthday  celebrations  and  recognitions.  Add  this  blog  post  to  the  list.  For  us,  as
consultants,  in  addition to  our  pride at  working with  a  company that  makes such a
positive impact through its core business, what really makes it  fun is that Netafim is
staffed with simply great and totally dedicated people who are an absolute pleasure to
work with.
If I am still writing this blog in another 50 years' time - hmmmm, what's the chance of
that?! - I'll update you on progress in 2065. Stay tuned.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
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Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz
Posted by elaine at 08:53PM (+03:00)
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52 low-carbon ways to get to the 5th annual edie
Sustainability Rep...
Thursday, October 15, 2015
I am sure you won't want to miss out on all the fun at the Fifth Annual Sustainability
Reporting conference coming up (very) soon in February 2016 in London.

As usual, we promise you a spectacular line-up of movers and shakers totally fabulous
speakers and panelists in a day to learn and share across a wide range of sustainability
reporting topics. As usual, in the short time we have in the run-up to the conference, I'll
be interviewing some of our speakers and whetting your appetite for dialogue and debate
on the day. Watch this space! Here's the top billing:

So, now that you have decided to attend (book here) (write to me here for a discount
code), here are 52 low-carbon ways to get to the conference:

1. Walk
2. Run
3. Crawl
4. Jog
5. Amble
6. Limp
7. Skip
8. Skate
9. Iceskate

10. Skateboard
11. Bike
12. Trike
13. Hop
14. Hitch
15. Segway (Take care on cliffs)
16. Wheelchair (Break your leg first)
17. Pram (A baby somewhere won't mind)
18. Supermarket trolley (Remove shopping first)

37



The CSR Reporting Blog Book 2014 and (most of ) 2015

19. Scooter
20. Rickshaw
21. Carpool
22. Motorbikepool (Spellcheck doesn't like this one)
23. Camel (Let me know if you want me to bring one from the Negev desert)
24. Donkey
25. Horse
26. Big dog
27. Reindeer and sleigh (February is off-season)
28. Teleportation
29. Ride a drone
30. Send yourself by Royal Mail - second class (It's faster than first)
31. Zipcar
32. Pretend to be me
33. Pretend to be lunch
34. Pretend to be ice cream
35. Virgin trains - first class. (You get great food and it's fun)

Seen on a toilet seat on Virgin train first class to London Dinner on a Virgin train
first class to London

36.  Attach yourself to a Sustainability Report. (Reports get free entry)
37.  Bring chocolates. (Quality Street is my fave)
38.  Bring afternoon tea. (Love scones)
39. Say "I love Sustainability Reports" very loudly 25 times at the registration desk
40. Come from the past in Dr Who's Time Machine
41. Dry-ski
42. Pretend you are an infographic
43. Say your middle name is G4
44. Speak Chinese (Always wished I could read all those reports published in

Chinese)
45. Get pally with edie.net (the conference organizers)
46. Swim (February is always rainy in London)
47. Piggyback
48. Ride a homing pigeon
49. Drink biofuel
50. Use Waze
51. Become bionic
52. Think positive (It won't get you to the conference but you'll be in a good mood)

 I hope these suggestions have been helpful. Look forward to seeing you in February.
I'll be using method number 32, pretending to be me, so if you are planning to use that
one too, better get there early.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz
Posted by elaine at 11:57PM (+03:00)
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5 truths about Volkswagen and CSR
Saturday, September 26, 2015
It's  just  incredible  how  everyone  is  jumping  down  the  throat  of  sustainability  and
sustainability reporting as a result of the Volkswagen crimes against emissions. Is the
sustainability  movement  so  fragile  that  the  deliberate  fraudulent  behavior  of  one
corporation can disrupt  the credibility  of  thousands of  corporations that  are making
genuine efforts to act ethically, responsibly and ... wow, even legally? The first thing many
people are saying now that Volkswagen is down the tubes is: "Aha, vindicated at last,
that's the end of CSR. Just look at Volkswagen's last Sustainability Report. What a waste
of paper. This just proves that CSR is all a big waste of time. It's about time we started
refocusing on business and leaving out the sustainability PR stuff."
A few examples from the flurry of writings over the past couple of days:

"Volkswagen takes down corporate social responsibility in its plunge to the bottom of the
sea"
Linda Greer's blog on the NRDC likens Volkswagen's statements in its sustainability
report to something out of a Hollywood script. She finds it incredible that environmental
professionals actually believe anything that's written in self-reported glossy brochures
and infographics. Now that Volkswagen is exposed, she says we have to reevaluate what
other companies are up to.

"Volkswagen and the dark side of corporate sustainability"
Lauren Helper's  post  focuses on ratings and rankings,  noting that  the DJSI  is  now
developing a new picture of public perception that will be factored in to DJSI rankings.
The  conclusion  is  foregone.  DJSI  will  want  to  drop  Volkswagen  even  faster  than
shareholders are dumping Volkswagen's stock. And then of course, the entire voluntary
thing is now on the chopping table. If it's a voluntary disclosure, it must be rubbish. Henk
Campher, a well-known PR player in sustainability circles actually says "I'm not surprised
this happened!". Lack of regulation and paying too much attention to ratings and rankings
are apparently among the root causes according to Henk.

"VW Scandal a Jolt to 'CSR' That Reaches Far Beyond the Auto Industry"
Leon Kaye's take on the Volkswagen impact, published on Sustainable Brands also
makes the point that Volkswagen cheated = CSR is rubbish: "For too long now, CSR has
focused far more on theatrics and less on tangible results.....CSR lens tends to focus on
accolades and congratulate each other for stories well told ..Volkwagen’s struggles send
a signal to the CSR and sustainability crowd that it must start changing its tone and set its
sights  on  what  it  does  best  -  helping  organizations  operate  more  sustainably....  "
According  to  Leon,  the  sustainability  movement  risks  "irrelevance"  because  one
corporation  has  managed  to  get  away  with  cheating  the  system  for  a  few  years.

"VW Scandal Exposes What Has Gone Awry with ‘CSR’"
Another  article  from  Leon  Kaye,  this  time  on  Triple  Pundit,  offers  a  similar  take:
"Unfortunately, while the ideals behind corporate social responsibility certainly have merit,
the overall execution has been deeply flawed. The trend in CSR has been to focus more
on goals and aspirations, and less on concrete and tangible results."

"The Volkswagen diesel deception - 5 key questions "
Rather than delivering their own diatribe denouncing CSR and Sustainability movement,
Crane and Matten ask five questions about the "nature of corporate responsibility" that
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arise as a result of Volkswagengate. Top of the list - you guessed it. " How is it possible
that a company committed to some of the core values of corporate responsibility could so
blatantly cross the line into not only unethical but clearly illegal practice in a key area of
its responsibilities? Is this just another greenwash case to fuel further cynicism about the
CSR commitment of corporations?"

"Here's The Joke Of A Sustainability Report That VW Put Out Last Year"
Emily Peck at Huffington Post takes the well-traveled path, pulling holes Volkswagen's
statements about values, commitment and ethics. She even counts the number of times
the word "environment" appears in Volkswagen's last  report.  She calls it  an absurd
document.

Well, folks, let me set a few things straight. It's easy enough to get settled in on the CSR-
bashing  bandwagon.  Instead,  I  offer  five  truths  about  the  current  discourse  on
Volkswagen  and  CSR.

ONE: The fact that a company is highly placed in rankings and ratings means not all that
much.

In my view, rankings and ratings are designed in the best interests of the rankers and the
raters. I believe they are rarely rigorous enough or balanced enough to be a reliable
guide for investors or for any other stakeholder. Comparability among companies, even
within sectors, remains nebulous. Ratings are designed to give the rankers and the raters
a claim to fame and often, a revenue stream. Just look at how the same company can
rank top in  one system and bottom in  another  and pretty  much everywhere on the
spectrum in several others. Rankings and ratings are not necessarily a bad things (as
long as we don't believe them). They play a role in framing a debate and generating
some competitive interest. They can be a CEO hook. That can encourage companies to
do better. On the other hand, rankings may encourage companies to appear to do better.
Possibly the strive to be a supersector superpower partially fuelled the creative criminality
at Volkswagen, who knows? The point is,  just the fact that Volkswagen was a DJSI
superstar is not directly connected to the set of actions that caused the current issue. And
the fact that one company screwed up does not make the rankings and ratings any better
or any worse than they already are.

I think my respected colleague Antonio Vives comes to the same conclusion. More or
less. My Spanish is not that good. In his article about Volkswagengate, he concludes:
"Esto  también  nos  demuestra  que  las  calificaciones,  rankings  y  premiso  de
responsabilidad deben tomarse con mucha suspicacia." which Google translated for me
as "This also shows that the ratings, rankings and permission of responsibility should be
taken with great suspicion."

TWO: The fact that a company produces great sustainability reports does not mean it is
perfect.

Oh dear!! Did I disappoint you? Did you think that Sustainability Reporting comes with a
squeaky clean bill-of-health in the sustainable-company department? Well, it does come
with a guarantee.  But  not  the one you think.  Sustainability  Reporting comes with a
guarantee that the information that is NOT reported is the information that is MOST
relevant  to  stakeholders.  Hah.  Work  that  one out.  The upside is  that  sustainability
reporting adds value in so many ways and the information that IS reported often has
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value as well. But the fact that there was dirty dealing at Volkswagen does not means
that every single word in its Sustainability Report was untrue, or that other sustainability
reports of other companies are suddenly irrelevant. Sustainability reporting as a process
adds value, it empowers people, it catalyzes performance and it enables dialogue. One
dirty player doesn't change that. But it does remind us that, as stakeholders, we are the
vigilantes. When was the last time you asked a company about something they published
in their Sustainability Report? It's easy to sit on the sidelines and say the system doesn't
work when you are doing nothing to make it work.

THREE: The fact that people break the law is a fact. It's not always preventable. That's
not about sustainability. Sometimes it's just breaking the law.

How many  companies  have  Codes  of  Ethics  these  days?  All  of  them? How many
companies have people who work for them that break the law? All of them? How many
companies say they value women in management? All of them? How many companies
have less than 50% women in management? Nearly all of them? How many companies
have teams of lawyers fighting legal breaches or misdemeanors? Most of them? The
point is that there will always be differences between saying and doing and there will
always  be people  who break  the  law.  They may be your  family,  your  friends,  your
neighbors, your colleagues, your employees or your bosses. If they want to break the
law, there's probably nothing you can do to stop them. Unless you speak out. Why did
no-one at Volkswagen speak out? That's the most interesting question of all. How many
people were complicit in this crazy scheme and how many thought they were acting in
their own best interests? I guess we will hear the sensational details sooner or later, but if
I  were in a CEO seat right now, I  would start making whistle-blowing one of the top
corporate values alongside reinforcing the values of trust, honesty, legal and ethical
behavior. As we say in the Middle East, "Trust in Allah, but tie your camel." But does the
fact that people want to break the law and the corporate culture is not strong enough to
prevent them doing so equate to CSR being an ineffective waste of time? Don't think so.
That math doesn't add up.

FOUR: More regulation will not prevent companies circumventing regulation. Voluntary
does have value.

Yeah, yeah, yeah, all this voluntary stuff is not what it's cracked up to be, the naysayers
are naysaying. Time to change the laws, make more laws, don't let companies do just
what  they want.  Well,  truth  be told,  it's  much of  the voluntary  work that  is  done by
corporations in the field of CSR that has influenced and continues to influence greater
lawmaking. Would Europe have passed a directive on mandatory sustainability reporting
had not the largest companies in the world led the charge and undertaken to do so
voluntarily? No way. And I could give a thousand more examples. Voluntary CSR has a
way of raising the bar, paving the way for regulation to touch it up around the edges and
level the playing field. What's the alternative? Sit around and wait for lawmakers to wake
up? Look where that got us RIO+20. A corporate reality without voluntary CSR and
sustainability strategies would be a far grimmer reality than the one we share today. And
finally for the pro-regulators, this would not have prevented Volkswagengate. Regulation
was in place. Volkswagen broke the law, systematically and deliberately. (See truth three
above). Maybe we should pass a law saying that people in companies should not break
the law. Now, there's a thought.

FIVE: The fact that Volkswagen is history does not mean that sustainability is too.
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The sustainability movement will be around long after Volkswagen has been buried under
the 11 million vehicles it  may need to recall  or pay compensation for. Thousands of
companies around the world have been saying that sustainability in one form or another
is one of the most important aspects of the way they do business for many years now.
Some of them are winging it, PR-blurbing and greenwashing ... but many are genuinely
genuine. Look at the CEO surveys over the last couple of years. Sustainability is the talk
and many are walking the talk. No company has reached perfection. Everyone is still
walking. Might be good if we picked up the walking pace to a light jog sometime soon, but
what's been achieved so far is not cancelled by Winterkorn and team. That would be far
overstating the power that Volkswagen can leverage both in the motor vehicle sector and
in general. Watch this space. Sustainability will outlive Volkswagen.

Anyway, at least I don't drive a Volkswagen. I just hope Hyundai doesn't screw up some
time soon.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz
Posted by elaine at 11:25PM (+03:00)

Comments
1. Re: 5 truths about Volkswagen and CSR

- GastonBilder September 27, 2015

Hi Elaine; Thank you for your 5 truths; reading between the lines the question is how
could this have been prevented. Through external auditing of reports? earlier inspections
by the government? more pressure from the shareholders even if it meant lower
dividends and a lower price for their shares?

Regards,

@gastonbilder

2. Re: 5 truths about Volkswagen and CSR

- CristinaRuizJara September 29, 2015

I think that Antonio Vives means Awards, instead of Permissions (typographical error in
original). It has sense now.
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Changing the game at Virgin Media
Wednesday, September 16, 2015
There  are  times  that  publishing  a  sustainability  report  in  hard  copy,  or  even  PDF
download format, as a single document, just won't cut it with your key stakeholders. This
is especially true if your business is quintessentially digital. If everything you do is digital,
for digital, by digital, more digital, digital for good, digital to improve lives, digital future,
digital society... then digital sustainability has to be the right fit.

So it is with Virgin Media and digital sustainability reporting. Finding the best way to use
digital for delivering sustainability messages to key stakeholders has been developed
quite skillfully by Virgin Media over the years. I recall Katie Buchanan, Virgin Media's
Head of Sustainability, presenting at a conference some years back, telling the story of
how the folks  in  Virgin  Media's  logistics  team created their  own video to  show the
sustainable steps of a Virgin Media shipment to a customer. Here's the video - always
worth another look.

Recently, Katie and I chatted again following the release of Virgin Media's latest report,
starring their "5 in 5" game-changing goals that set out Virgin Media's sustainability
ambitions  for  the  next  five  years  to  both  help  the  company  grow  responsibly  and
sustainably while doing more good with digital. Each of the goals is sponsored by a Virgin
Media Executive Committee member and they cover the following areas:

• People – Nurture an engaged workforce which represents the diversity of our
customers and communities

• Products - Improve the sustainability performance of every new customer product
• Operations - Grow our business without increasing our carbon footprint
• Boosting business - Create the opportunities for 100,000 small businesses to grow in

the UK’s economy through digital
• Transforming lives - Transform the lives of disadvantaged people in the UK through

digital technology
 The great thing about these goals is that they have a roadmap.

The roadmap defines each goal in more detail, explains its relevance and states short
term objectives to 2015 and longer term actions through to 2020. In the People goal, for
example, Virgin Media has three quantitative, measurable objectives:
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1: Increase the percentage of female senior leaders from 30% to 40% by 2018
2: Continually improve engagement levels and exceed the UK Best Employer benchmark
3: Have 80% of our people voluntarily disclosing their ‘diversity information’ by 2017

Overall  the presentation of the report  is superbly digital,  including different types of
employee-made films and blogs.

Right from the home page, you can move to the strategy, the performance and a range of
digital  case  studies  that  provide  further  insight.  Performance-wise,  Virgin  Media's
presentation includes evidence of positive achievement, such as zero waste in the supply
chain  and  increasing  the  percentage  of  women  in  leadership  roles,  and  areas  for
improvement, including energy and carbon efficiency. You don't have to have a doctorate
in  sustainability  jargon  to  understand  it.  Every  one  of  Virgin  Media's  5  million  UK
customers  can  get  it.

Reporting  digitally  offers  great  opportunity  for  creativity,  and  the  use  of  human
infographics to help illustrate performance is a worldwide first. I don't recall seeing this
anywhere else ever - it 's a great way to present complex information while involving and
engaging employees - and above all - make reporting FUN!
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To bring it all together, there's a resources page where you can find performance data
from 2008 and other relevant information as you navigate Virgin Media's 2014 report.

(I should add that Virgin Media is part of the Liberty Global group of companies, and
Virgin Media's sustainability performance is included in the the annual group global
corporate responsibility report  as well,  addressing corporate audiences.)
Why is this so interesting? What's so riveting about great graphics and a clear website?
The reasons I find this actually quite breakthrough are five-fold:
First, it's a seamless fit with the brand promise, style, tone and approach. Second, it's
totally accessible - eye-level - for consumers and not just CSR professionals. Third, it's
bold  and brave,  presenting a  focused five  year  strategy commitment  supported by
defined actions. Fourth, it's creative, engaging and energizing for employees, providing a
platform for a step-change in action at all levels of the company. Fifth, it's an example of
how a brand can bring sustainability to the masses. The Digital for Good strategy is
appealing and easy to understand. Sustainability technobabble of the kind you find in
many GRI G4 reports simply wouldn't work for Virgin Media stakeholders. I wonder if this
is not an approach that more companies couldn't learn from to simplify the technobabble
into day-to-day messaging that we can all appreciate.
I asked Katie Buchanan, Head of Sustainability, for her insights. She told me:

"At  Virgin  Media,  we  put  the  customer  at  the  heart  of  everything  we  do.  For  our
customers and our staff - our primary audience - a hard copy report just doesn’t work,
we’ve tried! Our people are based in our call centers, retail shops, out on the road – we
have to find a way to get our message out to all of them. Online is much more accessible
- they can view the website anywhere, even at home. We take our content from our
website – and play the films in our retail stores, in team breakout areas and so on - we try
to take the message to where the audience is. We recognize that starting with our staff
enables us to bring our strategy to life in a way that makes sense and is engaging to
them.

"Perhaps the thing I am most proud of about our new strategy is its simplicity. It's clear,
focused  and  aligned  to  our  commercial  strategy  and  brand  purpose.  This  is  the
culmination of 12 months engagement with staff,  500 consumers and our Executive
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Committee. As part of the Liberty Global Group, we started with the group materiality
exercise. This was valuable in helping us to determine which key issues to focus on.

"Our process culminated with taking 14 senior business leaders away from their desks for
a full-day workshop to help bring it altogether. In creating our ambitious goals, we worked
hard to make them meaningful and avoid jargon. Perhaps most importantly, the link to
our  commercial  and  business  objectives  is  clear  –  for  example,supporting  small
businesses is an important economic and social need but it's absolutely essential to our
own growth as a business. This integration of business and sustainability is stronger than
ever before and we expect it will be a major key to our success.

"We  have  established  clear  governance  –  each  goal  is  owned  by  an  Executive
Committee member who will drive performance and engagement. Engaging our staff
through fun videos and human infographics is another way we bring sustainability to life
at  Virgin Media,  while addressing the accountability  and transparency needs of  our
stakeholders."

 Sounds like a game-changing approach to me. Definitely deserves ice cream.

Take a look. As usual, send feedback.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz
Posted by elaine at 08:48AM (+03:00)

Comments
1. Re: Changing the game at Virgin Media

- RachelBarney September 16, 2015

This was a great post! I absolutely agree that Virgin Media is stepping out of the box with
their graphics and design inside of the report - which makes it all that much more
wonderful.  Nothing is better than creativity and accessibility when trying to firstly do the
right thing but also try to inspire others to do the same.

One key point I would like to focus on though is the reaching out to employees to take
the photos and make the graphics.  I know you mentioned this slightly as being fun - but
in my opinion this is should be one of the most important processes at Virgin.  I say this
because it spreads understanding throughout the company, not just those working on
CSR.  Hopefully this will inspire people to make even more changes and help out from
within.

Thank you for sharing this unique report.  I hope other companies can put their personal
touch in their sustainability reports in the same clever way as Virgin.

2. Re: Changing the game at Virgin Media

- elaine September 17, 2015
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Thanks Rachel for your comment. you are absolutely correct - involving employees in
the production of the human-infographics is a fabulous way to engage them and educate
them about sustainability impacts and initiatives. warm regards, Elaine

3. Re: Changing the game at Virgin Media

- KatieBuchanan September 18, 2015

Thanks Rachel for your comments. Best, Katie
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The Sustainability Crystal Ball
Thursday, August 27, 2015
Don't you wish you could have a crystal ball that would tell you what sustainability issues
are coming up to hit you in the glabella? Or somewhere else even more painful? Wouldn't
you like to know the issues before your stakeholders turn you into mush? Wouldn't you
want to prepare your sustainability strategy knowing that you have covered all the angles
and not left materiality to fortuity? Wouldn't you want a little materiality certainty rather
than a lot of materiality perplexity?
The answer to all your wishes just may have come true with a little big thing that calls
itself  the  DatamaranTM.  Yes,  that's  Datamaran,  not  catamaran.  Catamarans  are
characterized by light weight, high stability, reduced drag and comfort that get you where
you want to go. That's kind of what you want from technology too, so the selection of the
name Datamaran  for  a  dynamic,  interactive,  real-time  personalizable  database  of
sustainability  issues  is  apparently  not  entirely  coincidental.

Datamaran is the new little big thing for companies who want to be in control of their
sustainability journey. With sustainability, there are so many variables that it's hard to
stay in on top of what's most important. If you can't see the forest for the saplings, then
you might need to cut through the undergrowth. (Am I mixing metaphors?)
Datamaran is the brainchild of startup eRevalue. Marjella Alma, founder of eRevalue,
explained it to me:
"Sustainability closes doors. People look at frameworks and numbers. We should take a
step back, relax and then come back to see how the land lies. The frameworks that we
use  such  as  GRI  or  SASB  should  not  be  treated  as  forms  you  fill  in  and  tick  the
sustainability  “box”.  Companies must  first  and foremost  take responsibility  for  their
impacts – “know your business” - regardless of the framework and their prescribed KPIs.
But how do this when there’s many initiatives, various opinions, regulatory pressures…
and you have a complex value chain?

We wanted to create a tool that would help companies understand and navigate the
issues so that they can talk about what's really on the table, not reduce this important
effort to “selecting from a set of generic givens”. We asked ourselves how we could put
this in front of companies to help them identify emerging issues by country, by sector, by
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competitive landscape and by regulatory pressures.

We wanted to help companies know what to talk about and how to establish the right kind
of KPIs that are relevant for them, and early enough in the process so that companies are
not caught unaware."
HQ'd  in  London with  a  team of  25+ ESG experts,  lawyers  and data  scientists  and
growing, eRevalue's Datamaran is set for a long and meaningful navigation through
sustainaland.
Marjella makes a lot of sense (She usually does. I've known her for quite a while!) We are
being plied and prodded with more frameworks and regulations than we can ever imagine
and more and more companies are asking, how can we cut through the clutter? More
companies are looking to filter out the noise, as the folks at eRevalue say. Datamaran
conjures up a set of emerging issues to be aware of as you assess what's material for
your business and for your stakeholders. The issues are driven by what people are really
talking about out there, as it happens. The conversations that suddenly explode into viral
megaphones are caught at an early stage in the Datamaran clutches, letting you know
who's doing the talking and how loud everybody else is shouting. Ultimately it becomes a
real-time materiality funnel, shaping the relative force of the issues as the conversations
on the radar vary in intensity.
Datamaran works with complex search algorithms across a taxonomy of 6,000 search
terms relating to 120 issues on the sustainability radar,  hunting down references in
corporate websites, Sustainability Reports, SEC filings, Annual Reports and increasingly,
media and social media, starting with Twitter. There is also a regulatory platform where
all the regulatory frameworks relative to a particular issue magically pop up, and even
indicate  emerging  regulation  that  is  on  the  radar.  In  short,  all  the  things  that  your
materiality  analysis  needs  as  you  create  it  and  as  you  revise  it.
For reporting, Datamaran helps you understand what's current right now. Suppose you
are a company and you are about to prepare your next Sustainability Report. You have
your overall strategy and materiality framework mapped out, but you are interested to
know what is on the radar right now for your peer group.
I  couldn't  resist  having  a  little  play  around  with  Datamaran.  (Fortunately  it's  not
catamaran, as I am prone to seasickness). I  imagined I was a large pharmaceutical
company.  I  selected  in  my  profile  the  issues  that  are  currently  on  my  radar  and  I
benchmarked these against global and regional issues for my peer companies in relation
to what they report in sustainability reports.
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At a global level, I see that occupational health and safety, environmental issues and
employee issues are picking up the most noise in terms of what pharma peer companies
are reporting in their sustainability reports.
Drilling down, I was able to get a view of how these issues play our in different regions
and the relative noise created by each issue in the current landscape. When I separately
benchmarked Europe, Americas and Asia, I got different rankings.

 Europe

 Americas
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 Asia  Globally,  I  can  see  that  91%  of  my  peer  companies  mention  waste  in  their
sustainability  reports  -  a  sign  that  I  had  better  ensure  I'm  on  top  of  that  too.

Broadly speaking, the top 20 issues don't change significantly across regions - as I would
not  expect  them  to  do  -  but  in  the  Americas,  waste  comes  out  top;  in  Europe,
occupational  health  and safety  comes out  top and in  Asia,  workforce diversity  and
inclusion tops the list.  While these results might not be significant enough for me to
entirely redraw my materiality matrix, it's certainly interesting enough for me to check out
who's saying what in the different regions and why. On the subject of waste, for example,
we can see the regulatory landscape of current and emerging legislation quite clearly and
for each issue, Datamaran can take us back to the source legislation.
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There are a million other ways Datamaran can be useful.. I  have only scratched the
surface.  In my chat  with Marjella,  I  understand that  the busy bees at  eRevalue are
technologizing away really really fast to expand the applicability and personalizability of
the system to make it even more useful. This is apparently the only tool of its kind around
to support sustainability material decision making and low-noise focus.
As with any database, what comes out is only as good as what goes in, and the way the
program functionality is constructed. So as long as Datamaran keeps its legs on dry land,
it seems that it could be quite useful. I'll certainly keep this radar on my radar.... I always
wanted a crystal ball.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz
Posted by elaine at 05:25PM (+03:00)
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What's reporting without culture?
Tuesday, August 18, 2015
Back  in  2010,  I  published  my  first  book,  CSR for  HR,  a  guide  to  the  way  Human
Resources Managers can drive corporate responsibility, using their leverage at the center
of organizations to encourage and empower an accountable culture. While the book was
a great success ... by all accounts... and I continue to receive positive comments ... the
HR profession has not really transformed itself into a champion of CSR... far from it. Of
course, HR Managers may not see championing CSR as their  remit.  But that's only
because they do not realize that CSR is actually a way to reinforce and strengthen the
HR function in any organization. Since my book was published, the role of employees in
driving CSR and the need to engage employees has moved higher up the agenda. In
fact, almost every Sustainability Report you read today has some reference to employee
engagement and many make the link between engagement and positive sustainability
outcomes.
That's as it should be. Sustainability reporting as a process should involve employees
and inspire them. Rather than being the headache it often is, it can be a tool to create
elevated levels of empowerment and engagement of employees. Some companies testify
to  this.  Corus  Entertainment  in  Canada  regularly  celebrates  employees  in  annual
sustainability reports and rewards them for their citizenship efforts. The Corus reports
present a workplace where accountability is a value and employees are engaged and
empowered to do their best for themselves and each other, the company, the community
and the planet.

 A string of workplace awards tend to confirm this position.

3M's 2015 Sustainability Report covers how the company encourages and empowers
employees to be creative with sustainability in mind.
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"During the 2014 Sustainability Week, we addressed global sustainability challenges we
all face every day at home and at work. 3Mers were asked to think creatively, collaborate,
and innovate with the shared goal of making life better...  And we led a Shark Tank-
inspired Power Pitch, which allowed teams of employees to suggest business ideas with
a sustainability focus to compete for research and development funding with winners
chosen through global text voting by their peers."

The culture of sustainability is reinforced in other ways, such as use of social media - an
example below from Pinterest:

Anyway, also in 2010, I wrote on this blog about H&M and the crisis of the discarded
garments in New York. The point was that, in an organization that had truly embedded
CSR culture and practice, such an instance might not have happened. Employees would
know how to connect their actions to potential issues on the CSR radar (more about the
radar in an upcoming post. Hint: Datamaran). The BIC blip reminded me of that this
week.  How  many  marketeers  just  have  no  clue?  How  much  insensitivity  is  an
organization allowed to demonstrate at the same time as professing to support a CSR
approach? At what point does an organization realize that CSR is a way of being, not just
a project of doing? And that even marketing folks need an invitation to the party.
Maybe you saw the BIC blip example reported in the Guardian this past week ...
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 Who on earth in their right mind could think this would be encouraging or inspiring for
women? You would have to be a total idiot to create something like this and an even
greater idiot for authorizing it, and a double greater idiot for publishing it. Look like a girl?
Think like a man? Come on....Even if  the intention was positive,  the gaping cavern
between intent and result testifies to a lack of embedded culture of sensitivity to others.
How can employees of a responsible business be so misguided? Does it really need an
onslaught of criticism on social media to tell them they got it so wrong?
BIC has a very clear Code of Ethics that employees are bound to uphold. It includes the
company's approach to Human Rights and provides guidance for  employees in the
principles of  communicating and engaging with each other.

 The code does not specifically include reference to responsible marketing, though some
indirect references can be found in BIC's 2014 Sustainable Development Report.

 Generally BIC refers to the marketing teams's involvement in advancing the sustainable
development program and marketing initiatives, such as:

"All  of  the  professional  functions  involved  (marketing,  communication,  sales)  are
equipped with the tools they need to explain BIC’s Sustainable Development Program."

Another reference to marketeers is an initiative to engage them through a BIC recycling
program in partnership with TerraCycle. This was the first initiative to collect and recycle
writing instruments in France, launched in 2011, and now expanded to several countries
in Europe. BIC talks about this program as "inspiring marketeers to support the circular
economy."
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However,  there's  no  reference  to  marketing  communications  and  advertising  as
necessarily reflecting a respectful organization culture. BIC conducts a values survey
among employees every 2 years to review "Values in Action" and also makes awards to
employees who demonstrate core values of ethics and responsibility and more. Results
of the surveys are presented to employees. Therefore it seems that there are platforms to
talk about culture, values, respectful  communications and sustainable development.
However, when it comes to the marketing department, there may be a need for some
more work.
It seems to me that BIC might be well served by developing and publishing a formal
policy of responsible marketing and marketing communications. At the same time, BIC
should undertake an intensive training program on diversity and inclusion for everyone
involved in corporate and marketing communications.
In the meantime, I don't plan to follow BIC's advice ... I'd rather :
LOOK like meACT like meTHINK like meWORK like me
I may not be perfect but at least - hey - it's me.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your first / next Sustainability Report? Contact elaine:
info@b-yond.biz
Posted by elaine at 08:41PM (+03:00)
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Short reports, big messages
Tuesday, July 28, 2015
Some of the best reports are the shortest. Writing a short report doesn't mean you lose
the big message. On the contrary, short reports focus the mind on the right information
for the right stakeholders. So, when Liberty Global decided to prepare the Group's 2014
annual G4 core Corporate Responsibility Report at 32 pages (excluding covers), this
immediately caused the adrenaline to flow and the brain-cells to gravitate to a different
approach to reporting that is much more focused and strategic than the intuitive approach
of "let's gather everything we can and report on that". Heaven forbid that a company
should forget to include the $1,500 donation that operators in the packing plant collected
for Oxfam, or the Christmas party held for local schoolkids, or the color of the plant
manager's new socks. All of these things are great, but when you tune yourself in to
reporting strategically on the most important things - what I call relevant transparency -
then you end up with an immensely readable, compact and relevantly transparent report.

That's not to say that Liberty Global doesn't pack a punch with this report. Partially, this is
because this strategic approach is not new. Liberty Global adopted a clear CR framework
in 2012 and has empowered this framework to guide the global corporate approach and
activities, improving in focus and sharpness with each successive year.
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Promoting a digital  society is at  the heart  of  the strategy and represents one of the
group's most material impacts. Liberty Global is the largest international cable company
with 27 million customers subscribing to 56 million television, broadband internet and
telephony services, operating in 14 countries and employing more than 38,000 people.
Consumer brands owned by Liberty  Global  that  you might  recognize include Virgin
Media,  Ziggo,  Telenet  and UPC. The Liberty Global  report  covers activity  driven at
corporate level and provides a framework and direction for the companies in the group,
most  of  whom report  separately  in  their  own markets.  The digital  society  is  Liberty
Global's core business and advancing access and skills to take advantage of the digital
society is both a social good and a business benefit. Strategically, Liberty Global has
aligned business, sustainability and materiality. This forms the basis for reporting and
enables the possibility of an extremely focused report.

Keeping the report short is then a four pronged affair: First, get the strategic framework
right. Check. Second, be completely selective about what to include and what to exclude.
Adding in loads more case studies - and there are plenty in a company the size of Liberty
Global - is not an advantage. Selecting specific stories that illustrate performance and are
representative of material impacts is what you aim for. Exclude the non-critical stories.
Check.  Third,  once  you  have  selected  the  content  and  stories,  keep  the  narrative
compact, minimal, and avoid repetition. Check. Fourth, where you can, use visuals to tell
the story and save on words while getting the message across. Check.

 Example of a visual used to present a lot of information about Liberty Global's digital
society initiatives.
One  of  the  impressive  features  of  Liberty  Global's  reporting  is  the  consistency  of
alignment to a set of multi-year commitments. As with prior reports, in 2014, Liberty
Global clearly updates us on progress made against these commitments and advises
new ones. Commitments (or targets) are available for each material impact area - a total
of  14  targets  in  all.  Just  a  couple  didn't  progress  as  planned,  and  these  are
communicated  transparently.

Each of the report's main sections starts with an explanation of why it matters and what
Liberty Global is doing.
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Aside  from  the  presentation,  Liberty  Global  has  made  impressive  headway  in  its
Corporate Responsibility performance over the past few years, and in 2015, was named
the  RobecoSAM  Industry  Mover,  achieving  the  largest  proportional  performance
improvement among industry peers. Liberty Global has improved energy and carbon
efficiency  against  2020  targets,  and  has  advanced  a  program  of  supply  chain
assessment of key suppliers based on self-assessments against 21 environmental and
social  indicators.  And as for  promoting a digital  society,  Liberty  Global  has been a
consistent  support  and  key  player  in  the  Digital  Agenda  for  Europe  ,  investing  in
programs such as YouRock’s employability platform and CoderDojo, a not-for-profit
coding club across Europe with 60 sessions that reached 2,000 young people.

Here is the press release that gives some more highlights of the report.

For  a  short  report,  that  is  aligned  with  GRI  G4  Guidelines,  Liberty  Global's  2014
Corporate Responsibility Report gets the message across. I recommend you take a look.
And give feedback!

Disclosure: I  assisted Liberty Global in preparing the 2014 Corporate Responsibility
Report.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
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Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your Sustainability Report? Contact elaine: info@b-
yond.biz
Posted by elaine at 01:33PM (+03:00)
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Getting Human Rights Right
Saturday, July 11, 2015
Unilever gets a lot of the spotlight these days on the sustainability horizon. This will help
you understand why. I felt compelled to shine a light on the new report that Unilever has
published on human rights. This is by far one of the best corporate accounts of position,
practice, performance and intention on this subject that I have seen over the years, and
again, Unilever raises the bar for advancing sustainability practice and disclosure. With
this report, Unilever turns human rights from an onerous obligation that's reported by
most companies with zero bells and whistles and a dollop of misplaced righteousness
into a fun, colorfully-presented, superbly constructed and actually interesting 64 pages.
This has to be mandatory reading for anyone thinking about their company's position on
human rights - both for the insights about what's important and why and what can be
done, and also for the way it's presented. Just look at the cover. Doesn't look like boring
old human rights again, does it?

Paul Polman's introduction is credible. This is because Paul Polman has become more of
a sustainable brand than Unilever itself. Paul Polman's personal brand promise is about
the no-nonsense practicalities of making sustainable values work. All may not be perfect
at Unilever but Paul Polman cuts through the noise as a leading sustainability advocate
with a trusted voice that speaks honestly and with integrity. When Paul Polman says in
this report that Unilever is approaching human rights with a mixture of conviction and
humility, I believe him. When he says the process of developing the Unilever's inaugural
human rights report has been inspiring and humbling, I believe him. When he says this is
a new beginning, and a long-term commitment, I believe him. And believing him, I am
believing the report. Partly also because this report is not touted as a look-how-great-we-
are report, but as a sharing of learnings and a stage in the journey. It's also a public
declaration of intent to go beyond "respecting human rights" to "actively promoting human
rights". There is a sense that this report is as much for Unilever itself as it is for the world.
It starts with reiterating the social need to protect human rights and goes on to highlight
milestones along the path that Unilever has taken over the years to bring human rights
into the corporate consciousness.
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Marcela Manubens, Global VP for Social Impact at Unilever, reinforces the approach,
making a call to "rethink" business. "At Unilever, our vision is to build a company that
represents the new capitalism, in which business exists to serve – not take from – society,
and is a critical enabler of inclusive economic growth and job creation."
There are many things we can learn from this report. I am tempted to quote so much of it,
but that would make this post as long as the report itself. So I will limit myself to a few
observations:
Unilever's approach is firmly rooted in policy, starting with external globally-accepted
policy frameworks that most of us are familiar with, such as the Universal Declaration of
Human Rights and ILO (International Labor Organization) policies. It  is also the first
report that is aligned with the UN Guiding Principles Reporting Framework that was
launched in February 2014 following the work of John Ruggie. What's interesting here is
the way Unilever has created a set of aligned policies (7 in all, including the original
Unilever Code of Business Principles) and while there is some overlap, each targets a
specific  aspect  of  Human Rights  and /or  a  specific  audience (such as suppliers  or
business partners). This suite of policies forms the bedrock of Unilever's action across
the range of human rights issues in the business.
Unilever's governance of human rights issues is clearly laid out - from the creation of HR
Ambassadors across the markets to external engagement with a range of stakeholders.
Long-standing collaborations with NGOs Oxfam and Solidaridad, among others, have
helped shape Unilever's perspectives and performance.
The focus of Unilever's activities has been clearly articulated across 8 core human rights
issues identified as "salient" for Unilever. (Maybe "salient" is the new "material"?).
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Each issue is addressed in its own section, providing some context, Unilever's historical
and current approach, and a few case studies. It's good reading. What's most appealing,
and illuminating, is the discussion of the challenges a company like Unilever faces when
reaching deep into the supply chain to uncover issues at the day-to-day level of diverse
operations and Unilever's sharing of examples of problems that have arisen and actions
taken to resolve. For example, a supplier was found conducting pat down searches to
prevent workers from bringing their mobile devices to the production area, and at a salt
pan operation in India, excessive working hours, poor health and safety practices, and
lack of a proper process for the payment of wages were uncovered. An an independent
assessment of Unilever's tea supply chain in Turkey revealed "significant and pressing"
challenges. Equally, there is an open discussion of road safety risks with 48 road traffic-
related fatalities involving Unilever employees on company business and members of the
public, as well as more than 250 injuries and 5,000 accidents between 2007 and 2014.
Land use is a fairly recent addition to the human rights agenda, and Unilever's work in
this area is also at an early stage, but the intention to create a new Global Land Rights
Policy  and ongoing  consultations  with  external  experts  and organizations  will  help
Unilever  establish  leadership  here  too  in  coming years.
The next section of this report is dedicated to Unilever's framework: Prevent - Detect -
Respond -  both in Unilever's own operations and throughout the supply chain.  Due
diligence,  supplier  audits,  support  and  encouragement  for  suppliers  as  they  try  to
improve, and detailed tracking analysis of compliance data are highlighted. There was a
60% decrease in conformance issues over the past couple of years, for suppliers who
were re-audited, but, Unilever notes, "while these audits present us with a snapshot in
time, they do not communicate the full story." Ongoing local engagement and constant
vigilance are key to making sustainable change.

This inaugural Human Rights report ends with Unilever's directional objectives for the
coming three years. These includes a intention to create a set of quantitative metrics,
noting "more attention needs to be given to measuring social profit and loss". Uh oh. I
hope this doesn't mean that human rights impacts will be converted to $ or Euros or £ a
la Kering EP&L - which could turn the focus from people and lives to endless number-
crunching and bottom lines. But I certainly am in favor of a methodology that helps us
understand the true measure of social impact - positive and negative - of corporations
and it's possible that Unilever's dialogue-based approach may held create breakthrough
in this area.
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All in all, while this report, as a first report, demonstrates a maturity of approach, there are
many areas where Unilever must  reach even deeper and embed robust  systematic
sustainable change and find creative and meaningful ways to measure progress. In the
meantime, hats off to Unilever for all that has been done so far and triple ice creams all
round  for  everyone  who  worked  on  this  report.  It's  a  text  book  for  advancing  and
promoting human rights and a fascinating read, presented in an optimistic way. As the
report notes: "The work ahead is significant but not insurmountable."

Read this report. It's worth a half hour of your time.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing your Sustainability Report? Contact elaine: info@b-
yond.biz
Posted by elaine at 07:10AM (+03:00)
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Will GRI's new strategy work?
Friday, June 12, 2015
GRI has taken on a big role: "Empowering Sustainable Decisions." The new tagline of
GRI's 2015-2020 strategy is rather broad brush. GRI is aiming to reach beyond the way
organizations collate and report sustainability information to the place where the market
actually thinks about what to do with the information that's ordered into neat performance
indicators and creatively designed into sustainability reports. At first glance, this is a bit of
a wishy-washy strategy, far less concrete and quantitative than we might have expected
GRI to deliver, especially since other organizations in this space are driving forward in
very measurable ways, pushing the uptake of reporting and disclosure in different forms,
whether it be emissions, water or supply chain (CDP), 10-K or 20-F disclosures (SASB)
or value creation (IIRC) and more. GRI, who has always been about driving the uptake of
reporting, is now re-purposing itself to drive the uptake of using reporting.
What  pushed GRI  in  this  direction? Clearly  it  has  something to  do with  GRI's  new
leadership. Michael Meehan, who is just a couple of months short of completing one year
at the helm of GRI. In my conversation with Michael earlier this week, he told me: " I
come from the technology space. When I came to this market, some things were glaringly
obvious. One was the lack of collaboration. In fact, there was more of an adversarial
approach. Many organizations working in the same space but not getting along. It's
understandable up to a point, there's competition for funding, resources, attention. But
this was not serving the market best. The corporate world and the policy world needs us
to get along. There is going to continue to be fragmentation down the road, we are not
going to stop seeing new frameworks, new approaches, new ways of working. What we
have to do is change our frame of reference to help organizations and markets move
forward more effectively in this context."

The new strategy has four pillars:

Enabling smart policy: More advocacy work and collaborative work with policy-makers,
policy influencers and organizations around the world to embed sustainability-based
factors into how things get decided and done. More reporters, better reporting: The
communicated elevation of GRI to "standard setter" and its continued uptake among the
potential reporting community. Moving beyond reports: New ways of using the report

65



The CSR Reporting Blog Book 2014 and (most of ) 2015

output as input, with a little help from technology, Big Data, integrated and accessible
information flows.
Innovation and collaboration: Driving greater innovation in the area of sustainability
disclosure and use of sustainability information.
These pillars build on the heritage of GRI as "the pioneer of the sustainability reporting
process" and express an expansion of the scope of the role that GRI sees itself playing
moving forward. But actually, it's more than expansion. It's more than "more of the same
but different". It's different. It's a rebirth and it's as risky as it is bold. In essence, in plain
language, I believe the GRI might be saying something like this: Hey folks, despite the
fact that almost all we have ever talked about is reporting, we have now seen the light.
Reporting is not the end-game. What you do with reporting outputs is the end-game. Now
we have realized this, we are going to transform what people do with reporting outputs.
This is an end to the era of asking who reads reports. This is a new era where we ask
how can we use the reporting process and disclosures to make better decisions. We can
help transform public policy, markets, and the way everyone makes decisions. Come with
us. Use us. Work with us."
This is a paradigm shift and it's actually quite clever. Other organizations have not really
claimed this empowering space. Other organizations have, like GRI, been providing tools,
helping to get disclosures out there, relying on the inevitability of transparency as a
catalyst for change, which it is. And it works, up to a point. Many times, just by asking the
questions and analyzing the data for sustainability reports, companies start to change.
But at the same time, catalysts need reagents (I did an Open University course once in
basic chemistry, believe it or not.) GRI's new strategic focus adds the reagent. No-one
else is doing this systematically, as far as I am aware. I believe GRI's new strategy may
just be one of those things that you hear and say, hmm, that's so obvious. But for GRI, it's
quite a shift.
In recent years, GRI has been outpaced by a dynamic market that pulled companies in
many, often conflicting directions in terms of sustainability disclosure. The fragmentation
of the market has intensified, and according to Michael Meehan , it's not going to stop.
Rather than try to dominate the reporting space, GRI now wants to harness and grow the
energies in that space to deliver better outcomes. GRI calls this Empowering Sustainable
Decisions.
But, to empower implies full trust in GRI as a leader in understanding how we can not
only  measure,  quantify  and report  sustainability  impacts  but  also  improve them by
integrating sustainability into all processes. Empowering sustainable decisions implies
that ultimately, it's the GRI reporting process and framework that is key to all that we
might be able to decide in our sustainable world. The trick is what you do with it after you
reported it. But where does GRI get it's legitimacy to claim this empowerment platform?
GRI sees itself  as a launch pad for  innovation,  but  so far,  innovation has not  been
immediately recognizable as GRI DNA. In many cases, GRI has been left out of the
running  in  the  most  innovative  approaches  in  sustainability  accounting  today.  The
Integrated Reporting movement has entirely side-stepped GRI and new, sexy integrated
reports are as far from GRI as they are from actually being integrated. The entire sector
discussion has whooshed over the head of GRI. SASB has cornered that space, and the
smart selection of Michael Bloomberg as the SASB Chair has brought SASB the very first
practical application of a SASB standard in Bloomberg's 2014 Impact Report. The whole
natural capital accounting world has moved beyond the GRI frame of reference and
WRI/WBCSD/CDP  have  driven  new  sustainability  approaches  in  several  sectors.
Becoming a launch-pad for innovation in sustainability decision making is therefore no
small ask. And as for collaboration, it takes more than a strategy to make this work. It
takes others who want to collaborate. Michael Meehan already hinted that the affinity for
collaboration in this space so far is not terribly exciting and creating any sort of common
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ground will continue to be an uphill battle. And as for better reporting, well, don't get me
started, as Billy Crystal said about 3,000 times in Mr. Saturday Night. The diplomatic way
of referring to better reporting is that there is an ocean of opportunity to improve the
quality of disclosures and of reporting. GRI has skillfully avoided doing anything tangible
to improve the quality of reporting, focusing only on the quality of reporting frameworks
and the quality of reporters through GRI training. In terms of influencing policy, although
some successes have been chalked up, GRI does not figure as the framework of choice
in some of the leading policy declarations we have seen in the past few years, such as
the European Directive on Non-Financial Disclosure.
The new strategy, empowering everything, is therefore going to be a real stretch. But it's
the right stretch. And let's face it, GRI has a few credits in the bank to give us hope, if not
yet total confidence, that GRI can pull this off. After all, GRI has led the sustainability
reporting movement, there can be no doubt about that. Even if the European Directive is
a little vague, as was Paragraph 47 at Rio+20 before it, there can be no doubt that GRI
has steered the agenda and positively influenced outcomes that achieved something if
not everything. With G4, GRI placed material impacts in high-res, and that catapulted
materiality to center-stage of the discourse, well beyond the leverage that had been
achieved by AccountAbility some years earlier.  Even if  companies are still  not quite
comfortable with focus - relevant transparency as I call it - we can see an emerging shift
toward material  disclosures in  favor  of  any and every and all  disclosures.  GRI has
maintained the multi-stakeholder aspect of its approach for broad legitimacy, which,
despite some wobbles, remains an achievement in this space, unlike, for example, the
IIRC that is dominated by investment portfolios. As Michal Meehan told me: "The multi-
stakeholder approach is so valuable. It ensures you have a very considered approach to
what information is relevant and necessary. It  leads to users believing that the data
selection is trustworthy. It means that users of reported information can trust the process
that defined how the data is created. We need to make sure everyone has a voice."
On balance, then, we can afford to give GRI a couple of years to see if the new focus is
starting to shape up. Some elements are in place - a very strong advocacy team, an
expansive network and increasing uptake of  G4.  Also,  we all  recognize a sense of
underlying frustration that is sometimes expressed around the fact that, if reporting is
actually mainstream, why have we not fixed the world? Perhaps GRI and the empowering
piece is what's going to make the difference. I asked Michal Meehan how he expects to
measure success. What will  be different in 2020 when we have the "how did we do"
conversation? Michael said: "I have a whole load of KPIs that we could put in place - but
to be honest, I want to shoot for a world where you don't have sustainability professionals
and  other  leaders  in  organizations  sitting  in  silos.  I  am  hoping  to  see  companies
integrating sustainability into all business decisions. When GRI first started up, we had to
convince everyone that sustainability is important. Now, people get it. What they need is
better tools to integrate sustainability into the way they make decisions."

A word of caution, however, before we get too euphoric. Let's not get so caught up being
empowering that we lose sight of where we came from: the need for organizations to
account  for  their  impacts  on  the  lives  of  all  stakeholders  (and  not  just  their  bank
accounts), as the key to creating positive and sustainable change in the world on the
planet. Let's not get so empowered that we forget that, at the core, we have still got to
grind through the task of delivering sustainability disclosures and/or reports that are
robust, relevant and balanced.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
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Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing YOUR Sustainability Report? Contact elaine: info@b-
yond.biz
Posted by elaine at 11:16PM (+03:00)

Comments
1. Re: Will GRI's new strategy work?

- eatehort June 15, 2015

Hi Elaine,

As always a very good post. I´m just want to say that if GRI deliver better tools to
integrate sustainability into the way organizations make decisions...I certainly see a
good future for GRI.

Regards.
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Between the Lines in CSR Reports
Friday, May 08, 2015
I  consider it  a great privilege to do the work that I  do, helping companies develop a
strategic approach to corporate responsibility and account for their impacts on society
through reporting. While, in general, I am guided by a business approach to corporate
responsibility and sustainability,  with lots of formal frameworks and disclosures and
numbers and charts and value accounting in different forms, some things just make you
sit up and stand back and realize again that, ultimately, it's all about people, relationships
and solidarity. My work exposes me to the so many ways that companies touch people's
lives that even the longest Sustainability Report in the world could never even begin to
capture the positive ripple effects on individuals and communities. There are some things
so inspiring and so moving that they truly change your awareness and appreciation of the
real meaning of community at work. The workplace does not have to be only somewhere
you go to earn a paycheck or learn new skills. It can be a place where people thrive and
help others to thrive, and this is something you just can't adequately reflect in a Report. I
am often deeply moved by the dedication and selflessness of individuals as I talk to so
many people in the course of gathering information for the reports that I work on with
different companies. I have many stories, but this one, this week, was exceptional.
I am working on helping to prepare the Caesars Entertainment Corporation Citizenship
Report for 2014-2015, the third G4 report that Caesars will publish later this year. We
have a lot of numbers to crunch and narrative to edit before then! But in meantime, I have
had the  privilege  to  connect  directly  with  some of  the  Caesars  HEROs.  HEROs is
Caesars  long standing  corporate  volunteering  initiative  that  engages thousands of
employees, collectively clocking up almost 200,000 hours each year to engage with
causes  they  are  passionate  about,  including  initiatives  funded  by  the  Caesars
Foundation. The opportunities that Caesars Entertainment creates for employees to get
active in their communities help employees enrich their own lives and the lives of others
in incredible ways. There are so many HEROs throughout the Caesars organization and
each one is deserving of recognition. I have had the good fortune to connect with several
during the work on this and prior Citizenship Reports and all are equally inspiring. The
one that prompted this post is the story of Joan Bish, Boat Operations Supervisor at
Horseshoe Hammond Casino.
Joan is a dedicated volunteer, donating hundreds of hours of her time each year to
several causes. One is the Employee Garden where employees come together to nurture
vegetables and sell the resulting produce, directing funds to a local food bank to help in
the  fight  against  hunger.  Another  is  the  St.Baldrick's  Foundation's  event,  where
employees shave their heads or donate their locks to raise money for childhood cancer
research. And at the American Cancer Society's Relay for Life, Joan completed a walk of
more than 50 miles. However, what really caught my eye and captured my emotions was
the initiative Joan undertook to recognize, support and pay tribute to fellow workers who
are fighting their battle with cancer. In a personal mission, covering hours of travel across
two U.S. states and visiting with 7 families, Joan created a video that is... well.. I have no
more words. Watch it for yourself.

Watching  this  video  brought  home to  me the  many  ways  that  workplaces  become
communities of people, good people who want to be good to others, who want to leave a
legacy of good and who actually do. The opportunities that companies create that enable
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employees to step up and get involved are probably one of the most important aspects of
corporate citizenship, and so often, we report that as a number or a result in a chart.
There is no chart than can express the profound meaning of this kind of activity and no
spreadsheet that can express the way this activity truly enriches lives. That's why I had to
stop and share my reflections with you. Perhaps there may be some inspiration you can
gain from this in your workplace.
Perhaps this story touched me so specifically because, just a couple of years ago, my
dearest sister-in law heartbreakingly lost her battle with ovarian cancer at the young age
of 63 after a three year heroic fight with the support of our family and community. Ovarian
cancer is the one that, by the time it's diagnosed, it's usually too late, as it creeps up on
women, almost symptomless, until it's so deeply embedded in your body that you can
never cut it out. Early detection is the only way to beat ovarian cancer, and new research
proves that. I am incredibly proud of my two nieces who, as they continue to suffer the
pain of losing their mother, maintain the fight to raise awareness for ovarian cancer,
support cancer research and help women be proactive about demanding tests for early
detection. My niece, Sarah, who runs her own consultancy, The Athena Programme, that
supports safeguarding of children in our communities and workplaces, was interviewed
this week for the local news in the UK.

As, during this period, I am deeply embedded in "reporting season", which consumes
pretty much all  my time and energy for several  months, I  have to put my other true
passion,  blogging about  reporting (you know I  am a geek)  on a back-burner  until  I
resurface in another few weeks. But I couldn't help stopping everything and writing this
post to recognize Caesars, all the hundreds of Caesars HEROs including Joan, Sarah
and Susan (my nieces) and all the unsung heroes who are making the world a better
place. It's worth remembering that, as you look at numbers and charts in Sustainability
Reports, there's a another dimension that's only visible between the lines, but it's no less
relevant and probably, in the long run, more important.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing YOUR Sustainability Report? Contact elaine: info@b-
yond.biz
Posted by elaine at 07:59AM (+03:00)
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Ajinomoto: Courageous reporting practice
Sunday, April 05, 2015
I have always admired the Ajinomoto company of Japan, and back in 2010, I published a
review of Ajinomoto's 2009 report. This time, five years later, I returned to Ajinomoto, at
the company's request, to review the most recent 2014 Sustainability Report covering
fiscal  2013 activities and prepare a commentary for  publication.  And it  was a great
pleasure to do so. (I have fond memories of visiting the Ajinomoto offices and factories in
Tokyo back in the 1990s at a time when I had never even heard the terms Corporate
Social  Responsibility and Sustainability.  The strong positive impressions of the way
Ajinomoto works and warm hospitality of the totally wonderful people I met there remain
with me today).
Ajinomoto is no stranger to Sustainability Reporting. Ajinomoto started publishing an
annual Environmental Report in 2001 and then in 2004, published a first CSR Report,
demonstrating  a  commitment  to  a  broader  concept  of  CSR,  beyond  the  scope  of
environmental stewardship alone. Through 2004 - 2011, Ajinomoto published two reports
in tandem, until in 2012, the group made the transition to publishing one Sustainability
Report encompassing the full spectrum of disclosures. The 2014 Sustainability Report is
the third full Sustainability Report.

This current report tells a strong story of Ajinomoto's contribution to healthy eating and
healthy living. Ajinomoto has a well-defined approach to sustainability that has two broad
elements: sustainable contribution and responsible behavior.
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My commentary is on page 141:

Here it is in full:

"  In today’s world,  it  is  not  enough to simply be a food or food-ingredient  producer.
Leading companies view their contribution to society more holistically by identifying and
managing  the  impacts  they  generate  throughout  their  entire  value  chain.  Such
companies, for example, strive to educate consumers and help them adopt healthier and
more  sustainable  lifestyles.  In  addition,  leading  companies  aspire  to  conduct  their
business in an ethical  and responsible way. Ajinomoto’s 2014 Sustainability Report
addresses both of these aspects of sustainable business. The first part of the report
represents  Ajinomoto’s  three broad areas of  contribution:  promoting  healthy  living,
conserving food resources and advancing global sustainability. The second part of the
report describes Ajinomoto’s responsible practices using the ISO26000 as a framework
approach.
Overall, this is a comprehensive report that covers all the issues we might expect a food
company to address, including nutrition and lifestyle, the use of technology and science
to  improve  resource  efficiency,  sustainable  agriculture  and  land-use,  governance,
compliance, human rights and employee engagement, health and safety. In all areas,
Ajinomoto demonstrates a strong understanding of what’s at stake and what, as a food
company, it can and should contribute. Evidence of stakeholder dialogue adds credibility
to Ajinomoto’s selection of areas where the company can add value.
Some of Ajinomoto’s activities are particularly impressive. The company’s investment in
externally assured lifecycle carbon footprinting across seven key seasoning ingredients
demonstrates advanced commitment to understanding and improving resource efficiency
throughout the value chain. Ajinomoto’s approach to circular resource use – using by-
products of amino-acid production as fertilizer for crop sources for amino-acids - is an
example of sustainable practice. Demonstrating the environmental benefits of amino-
acids in feed for livestock supports sustainable agriculture. Innovations in sustainable
packaging,  including  the  use  of  biomass  plastic,  are  leading  edge.  The  extensive
engagements in a range of countries to improve nutrition in the Ajinomoto International
Cooperation Network for Nutrition and Health (AIN) program show a real commitment to
adding value to society.
One of the challenges of sustainable business is measuring the impacts of company
activities and their effects on people, society and the environment. It is not enough to
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focus on, and report, what you are doing. The real measure of progress is what changes
as  a  result  of  what  you  do.  In  this  context,  I  believe  Ajinomoto  could  go  further  in
identifying and measuring the outcomes of its activities and reporting these outcomes to
stakeholders. For example, Ajinomoto relates stories of how the company provides new
food alternatives for consumers in Brazil and Pakistan and advances material and infant
nutrition in Ghana. These initiatives are commendable but the real question is: how are
they actually improving lives and to what extent? Reporting evidence of change as a
result of these initiatives would help us appreciate Ajinomoto’s efforts and understand the
true value of the company’s contribution to improving healthy lifestyles.
Similarly, Ajinomoto’s work in sustainable sourcing of skipjack tuna, palm oil, paper and
coffee beans is described in the report and Ajinomoto’s initiatives here are impressive.
However, reporting actual consumption of these resources and the percentage of each
that is sourced sustainably would help clarify the extent of Ajinomoto’s progress.
While Ajinomoto provides a comprehensive report, it is long. This is partly due to the
inclusion of extensive background narrative for the issues Ajinomoto addresses in the
report.  An understanding of  relevant context is important,  but it  is  performance and
outcomes  that  stakeholders  need  to  understand.  In  future  reporting,  I  believe  this
narrative could be significantly reduced in a much shorter report that focuses on what
matters. Similarly, the report describes policies and approaches in detail, sometimes
excessively, without following through on performance. For example, Ajinomoto notes an
intention  to  "promote  more  women to  management  positions".  Women employees
account  for  just  27% of  Ajinomoto’s  global  workforce and 15% of  managers.  For  a
company whose products are largely targeted at  women, there is  an opportunity  to
reinforce Ajinomoto’s  commitment  to  women (and therefore society  as a whole)  by
outlining  clear  plans  of  action  with  goals  and  targets.  Another  example  relates  to
employee safety. Ajinomoto’s safety data shows that safety of workers outside Japan is
far less positive than in Japan. With 65% of Ajinomoto’s permanent workforce outside
Japan,  reporting  a  specific  plan  to  address  safety  at  a  global  level  would  seem
imperative.  I  would  recommend  Ajinomoto  to  consider  this  in  its  next  report.
Alongside this, few truly long-term aspirations are presented. Sustainable business goes
beyond a three year management plan, and sustainable change takes longer to achieve,
especially in a company as dynamic and complex as Ajinomoto. I recommend Ajinomoto
to develop a core set of targets to 2020 that can be used to drive, measure and report
future progress. Ajinomoto has been around for 105 years. Ajinomoto’s commitment to
sustainable business and transparency gives me confidence that the company will be
around for at least another 105 years. Therefore, a longer planning and target-setting
horizon would be welcome. "
The  practice  of  asking  independent  experts  from  around  the  world  to  review  and
comment on a Sustainability Report is quite widespread among Asian reporters. While an
external commentary is not exactly "engagement" in the fullest sense of the word (and
does  not  replace  ongoing  stakeholder  engagement),  there  is  something  rather
courageous about asking independent experts to review and comment on a Sustainability
Report, and then publishing their independent commentaries in full. I can confirm that
Ajinomoto published my comments with no editing, and did not try to influence me in any
way about what to write or what to focus on. The only limitation I was given was a word-
count.
I  was  also  happy  to  read  three  additional  expert  commentaries  in  the  same 2014
Ajinomoto  report.

• Deborah Leipziger, Professor at Hult International Business School and a Senior
Fellow at the Lewis Institute at Babson College.

• Mark Feldman, Managing Director of Cause Consulting.
• Dr. Wong Lai Yong,Founder of First Penguin and social responsibility and human
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resources development consultant.

All three experts provided a truly interesting and diverse range of insights that are well
worth reading. Ajinomoto's openness in requesting and publishing such commentaries is
to be admired, though, one hopes, that these will not remain at the level of words on
pages.  Each  expert  articulated  different  pieces  of  very  practical  advice  to  assist
Ajinomoto in its ongoing reporting journey. The hope is that this advice and guidance will
be carefully analyzed within the Ajinomoto reporting team and company management,
and that, where relevant, suggestions may be adopted to help make Ajinomoto's next
report even more relevant and useful to stakeholders.

I  look forward to seeing the next  Ajinomoto Sustainability  Report.  In  the meantime,
Ajinomoto's current report provides, in the words of Dr Wong Lai Yong, "a strong example
that Ajinomoto is willing to walk the talk."

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing YOUR Sustainability Report? Contact elaine: info@b-
yond.biz
Posted by elaine at 07:48PM (+03:00)
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Businesses (still) discriminate against women
Wednesday, March 11, 2015
So.  Another  International  Women's  Day  has  come  and  gone.  Celebrating  the
achievements of women. Doesn't do much for me, I have to say. The implication is that
it's sort of amazing or even surprising that women achieve anything at all. Unlike men, for
whom achievement is apparently quite natural as they don't have a Day all to themselves,
international or otherwise. International Women's Day to me is quite unnecessary. As a
woman, wife, mother, business-owner and yes, achiever, in my own modest way, I don't
really  need a  Day.  I  am happy to  celebrate  my own achievements  in  my own way
whenever  I  feel  I  want  to.
On the other hand, none of us can have any doubt that the need to create a society in
which fair and equal opportunity for women exists is no less acute than it ever was. And
that, apparently, takes longer than a Day. The position of women in society - certain
societies - has improved over the years, but women are still discriminated against. This
applies to business as much as it applies in other walks of life. No matter how many sets
of Women's Empowerment Principles exist, gender equality in business is still somewhat
of a distant dream.
Sustainability. How can business be sustainable when it discriminates against women?
Even the most advanced "sustainable" businesses discriminate. Let's be clear. If women
do not have balanced representation in business, discrimination is present. It may not be
overt, declared or even desired, but it's there. This is not resolved by adding women to
Boards of Directors. It's fairly easy to pluck selected distinguished women and place them
on (rather impotent) Boards of Directors so that the numbers look better. I would be
interested in seeing research that shows what influence women Directors are actually
having in influencing the way business does business.  Forgive me for  being a little
skeptical.
I am more interested in how women have equal opportunity to enter and advance in
business, especially the large, typically male-dominated companies that do business
around the world. Many consumer goods companies actually target women who make
most of the purchasing decisions for their products and yet women's representation in
their senior management committees is pathetic.
Corporate Knights makes a big splash every year announcing the Global 100 - most
sustainable corporations - at the World Economic Forum. By all accounts, this is one of
the better lists (although all rankings serve the rankers more than the ranked). With the
Global  100,  the  methodology  is  clear,  transparent,  and  covers  the  spectrum  of
sustainability performance areas. In 2015, however, the ten companies that headed up
the Global 100 list have just 11% of women in their Executive Committees. They have a
higher rate of women on the Boards of Directors, but where it really counts, women in
senior  executive  roles,  the  figures  are  rubbish.  At  the  same  time,  most  of  these
companies have workforces that are 40 - 60% composed of women. What happens to
women when they join these companies? How come that, in a combined workforce of
almost 200,000 women in these ten top companies, only 9 get a key to the executive
committee room? Men, on the other hand, have a better chance of getting a seat on the
Executive Committee by a factor of almost five. Three of these top ten companies have
ZERO women on their  executive committees.  So you tell  me, are these companies
discriminating against  women or aren't  they? (Hint:  not  no).
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Biogen Idec: The world's most sustainable company has 17% women representation on
it's executive management team. That's 2 women out of a team of 12. The two women
are the Chief Legal Officer and the VP for Technology and Business Solutions. This is
what Biogen Idec says about women in its 2013 Sustainability Report:

"To continue to thrive as a company and an industry,  we must  advance leadership
opportunities for women. In 2013, the Women’s Forum of New York formally recognized
our commitment as one of  the 174 U.S.-based companies honored at  the event for
having a board of directors that is at least 20 percent women. Women currently make up
just over half of our global workforce, and 40 percent of our management team. As we
continue to advance in this area, one way we are striving to close this gender gap is
through our Women’s Innovation Network (WIN) Employee Resource Group,  which
provides opportunities for women to network, learn, seek out mentors and develop their
careers. Though primarily focused on women’s careers and leadership, WIN proactively
recruits and welcomes employees of all gender identities who wish to act as allies. At
present, more than 800 women and men from across the enterprise are members of the
network."

This is how Biogen Idec represents the numbers visually:

 Note  how  the  high  numbers  stand  out...  51.5%  total  women  and  40%  women  in
management. Wonder why there is no visual presentation of women on the Executive
Management Team. That would read:
17% Aside from a resource group (dubious effectiveness in actually helping get women
promoted), I don't see evidence of a plan to improve women at executive team level.

Allergan: The world's second most sustainable corporation has ZERO women on its
executive management team. Yes, ZERO. Yet, this is what Allergan says about women in
its 2013 Sustainability Report

"In 2013, women comprised 53% of our workforce and 40% of our leadership roles. This
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includes more than 39% of  our  manager and director  roles,  and nearly  27% of  our
executive positions. We were also fortunate to have one exceptional female member of
our Board of Directors who brings truly exceptional credentials to our organization and is
committed to its development."
Note how the high numbers stand out. 53% of the workforce at Allergan means more
than 6,100 women. Not a single one worthy of helping to run the company. And the
"exceptional" female director doesn't seem to be able to do anything about it. Allergan
says nothing about any plans to address this gender imbalance in its organization.

 Allergan website  -  gender  balance in  action.  Not.  Instead of  talking about  27% of
executive positions, Allergan should highlight the percentage of women executive team
members, i.e. 0% And perhaps in its reporting, the company might like to explain how it is
that zero women are worthy of senior leadership, and what if anything, the company
plans to do about it.
adidas: The third most sustainable corporation in the world has ZERO women on the
Executive Team. The Adidas 2013 Sustainability Report includes a 2014 milestone to
"Systematically increase the percentage of women in leadership positions." The website
expands a little, stating: "The adidas Group has set itself concrete goals in line with its
corporate culture and employee structure to increase the number of women in leadership
positions  in  the  coming  years.  The  proportion  of  women  in  management  is  to  be
increased to at least 32% by 2015 (currently, the proportion is 26% in Germany and 28%
worldwide).  To  achieve  this  goal,  we  have  increased  the  proportion  of  women
participating in our leadership development programmes to 35%. This is to help more
women take  up  leadership  positions  in  all  areas  of  the  company.  We had  already
achieved  this  corporate  goal  at  the  end  of  2012."

Note how adidas quotes the big numbers relating to women in leadership. But, if Adidas
were to highlight the number of women on the Executive Management team, the result
would look like this 0% adidas employs more than 50,000 people. Not one single woman
worthy of an executive team position.
Keppel Land: This is the fourth most sustainable company in the world, according to
Corporate Knights.  And Keppel  Land has the highest  ratio  of  women on the senior
management team, 2 out of a team of 6, which is 33%. Keppel Land is a real estate
company, employing less than 4,00 people in total. And yet, even with such a small total
workforce  compared  to  other  companies  in  the  top  ten  sustainables,  Keppel  Land
managed to identify two worthy women leaders, both of them in significant business P&L
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roles. 33%
Kesko: The fifth most sustainable corporation has 1 woman out of a team of 8 on the
senior executive team (Group Management Board). This is with a workforce of 45,000
employees of whom more than 50% are women. The one woman is the General Legal
Counsel. Rate of women in executive management? 13%
BMW: The sixth most sustainable company with more than 100,000 employees can
manage just 1 woman on the Board of Management out of a team of 8. The woman is the
Human Resources Manager. Despite this, BMW has by far the lowest rate of women out
of these top ten companies in the total workforce at 17%. Don't women buy cars? I hope
they don't buy BMWs.

BMW women in Management:
13%
Reckitt Benckiser Group: The seventh most sustainable company has 1 woman on an
executive team of 8.

13%
Centrica: Centrica has one woman in a team of seven top execs. Centrica's website
displays some interactive charts that show different performance indicators, including this
one for women. Lots of room on this chart for improvement.....
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14%
Schneider  Electric:  This  ninth  most  sustainable  company  has  the  largest  senior
management team of all the top ten. A whopping 15 members. You might think this would
give opportunity to find a few women from the 153,000 people in the Schneider workforce
to help lead the company. As it stands, just one makes the grade.

Overall women in the Executive Team?
6%
Danske Bank: Perhaps it's fitting that the tenth most sustainable company in the world
rounds off this sorry state of women's affairs with a big ZERO women in the management
Executive Board.
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However, Danske Bank does make a commitment - one of the few that does:

 This is not entirely out of the blue. This is what prompted Danske Bank to get more
women-action-oriented:
"In 2012, the Danish Parliament adopted legislation to ensure equal rights for men and
women in private organisations. The law requires Danish companies to set specific
targets for the number of women on the Board of Directors and to develop policies to
increase  the  number  of  women  in  leadership  positions.  In  their  annual  reporting,
companies must also report on the progress made towards these targets and on the
implementation of a diversity policy. We have already come a long way in developing a
diversified and inclusive workforce, but we recognise that we still have some work ahead
of us."
12.5% women on the Executive Board of six members adds up to 0.75 women. I wonder
which 0.25 part they are planning to leave out? Nonetheless, appointing three quarters of
a woman executive by 2017 (four years from the 2013 report publication) is some sort of
commitment, but forgive me if I am not falling off my seat. Today the score is: 0%

Well, all that was rather disappointing. I confess to being a little surprised that companies
that are named as "most sustainable" are so unwilling to promote women. I am sure none
of them will admit to discrimination among their ranks. But look at the numbers. Draw
your own conclusions. It will take more than an International Women's Day to fix this. In
fact, several Days haven't. Let's move on from a Day to Every Day.
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elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing YOUR Sustainability Report? Contact elaine: info@b-
yond.biz
Posted by elaine at 08:03AM (+02:00)
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Will I take the G4 Exam?
Friday, March 06, 2015
Nooooooooooooooooooooooooo !
GRI has introduced a G4 Exam. With bold billing as the Next Step for Sustainability
Professionals, the G4 Exam is a 60 question multiple choice exam covering the GRI
reporting  phases.  GRI  says:  "The  G4 Exam will  give  candidates  an  opportunity  to
demonstrate  to  the  market  their  ability  to  use  the  G4 Guidelines.  "
I beg to differ.
Pay lots of money. Attend a GRI Training Course (typically around Euro 1,500 or more).
Pay more money (Euro 315-500 per exam). Take the exam. And WOW. Collect all the
certificates and get your name on the GRI website so that people will think you can write
a G4 Sustainability Report. Answering questions about the framework does not equate to
ability to use the framework. Something doesn't work here for me.
While I have long advocated that GRI use its force for good to improve quality use of
G3/G4, my reaction to the G4 Exam is like.. err.... super cringe. In my view, it implies that
quality reporting is equal to knowledge of a reporting framework, and this is simply not
the case. Answering 60 multiple choice questions about G4 does not make you a good
reporter and does not even demonstrate that you fully understand the intricacies of G4
reporting. The pass mark is 75%. So you can get 15 questions wrong.

And OMG. I hope this does not indicate a new trend in sustainability disclosure. Will we
see a CDP Exam? An IIRC Exam? A SASB exam? A GHG Protocol Exam? A UNGC
COP Exam? An ISO 26000 Exam? Maybe it's back to school for everyone..

The implication is that reporting is only about understanding the technicalities of the G4
framework.  Reporting  is  at  least  as  much  about  the  process  and  the  content  and
navigating  the  endless  organizational  hurdles  that  need  to  be  overcome  before  a
Sustainability Report is birthed. A useful G4 report is more than the sum of the boxes you
tick and the disclosure labels you add.

Of course, if a company decides to use the framework, it should use it correctly, so some
form of quality control is a good thing, as I have (very) often said in the past. But the
quality control should cover the report, not the theoretical knowledge of the framework.
Anyone who has sat through a training program and memorized the framework can sit
the exam and get a certificate. They may have never worked on a report.

On  the  other  hand,  perhaps  the  G4  Exam  is  a  good  measure  of  an  individual's
commitment  to  fully  understanding  the  framework  before  taking  up  the  practice  of
reporting. Perhaps the G4 Exam is good for internal reporters who want an additional
qualification or proof of competence within their own organization. Perhaps the G4 Exam
will actually help prevent consultants and reporters becoming confused with the finer
points of  the guidelines and misrepresenting them in reports,  as so often happens.
Perhaps it  will  help people actually  notice when they do.

Wondering if my views about the G4 Exam are overly critical, I did a little asking around. I
won't mention any names, but these are the reactions I received when I asked a group of
sustainability professionals I respect from around the world whether the G4 exam is a
good thing or a bad thing:

"It smacks of opportunism. I also have concerns about how it extends the GRI brand."
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"My initial thought was, that's weird, and possibly a waste of time, but on reflection it
seems OK -  though it  would  be much more meaningful  if  they developed a  proper
credential  from this.  The test alone is too obscure to create a qualification mark for
practitioners."
"It can be a way to shift "enthusiastic" to "book smart".
"I think it's an interesting initiative, however, I believe that many organizations will do it do
just for marketing I think reporting ability is shown more by experience, since that gives
richness to the learning and continuous improvement. It seems difficult that GRI accepts
only a methodological framework."
"This attracts relatively unqualified people that then can use the GRI name to promote
themselves.  The  exam will  “certify”  as  “experts”  people  that  have  merely  read  the
guidelines. They capitalize on the brand name to lure naive people into their courses and
now exam. Irresponsible, crassly commercial."
"I think it is better than nothing (i.e., anyone can be an expert) but it is misleading that
good test score = expert."

The real question is will reporting quality improve as a result of people passing the G4
Exam?

GRI has always sat on the sidelines with regard to report quality. The Application Level
checks of old often led to misrepresentation, enabling reporters to use GRI officialdom to
claim "highest accolades" and "certification" by GRI when the checks only covered a
small random selection of indicators. Now, GRI has developed a suite of report checks at
higher prices than in the past, and even, a higher than higher priced "fast track". So now,
if you are a non-Organizational Stakeholder corporation, you can use the Content Index
Service (Euro 4,500 for a comprehensive report), the Materiality Disclosures Service
(Euro 2,400), or the Application Level Service (Euro 1,750). For an additional Euro 750-
850, GRI promises a turnaround of half the regular time.

The thing is, that none of these "services" actually provide a thorough and reliable check
on the quality of the report adherence to the G3 or G4 frameworks. They are all designed
to confirm the presence of disclosures in the place that the reporters say they should be
and/or  the  quantity  of  disclosures  included in  the  report.  In  the  Content  Index and
Materiality Matters checks, for example, if you have said you have reported EN1, GRI will
check that your disclosure is on the page you said it was. But GRI will not check that the
disclosure is complete or if it actually discloses everything that the framework requires. In
other words, GRI will check that you have a train ticket and that you got on the right train,
but GRI won't check that you actually stayed on the train until you got to your destination.

The Materiality Disclosures Check is less useful. It confirms that you included the material
disclosures on the pages you said  they should  be -  including,  specifically,  a  list  of
material topics (G4-19). But it does not check that, in the rest of the report, you have
actually  disclosed  anything  material  (i.e.  performance  indicators  that  demonstrate
performance  relating  to  material  issues).  What's  the  point  of  that?

All of this is GRI side-stepping reporting quality and increasing reporting "we are great"
hype.  The G4 exam,  in  my view,  amplifies  the  hype.  Have GRI  publicly  confirm to
everyone you can do something without  you ever  having done it.  I  think  it's  rather
disappointing that GRI lends its highly-regarded brand to this sort of individual promotion.

If GRI were committed to improving reporting quality, it would make more of an effort to
think  deeply  and  strategically  about  what  quality  application  of  the  GRI  reporting
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frameworks  actually  means and then go back to  the  drawing board  and develop a
methodology to provide a reliable, comprehensive, thorough and meaningful check of
report adherence. Skimming the surface with almost-quality checks may be convenient
(and encourage uptake because it's easy) but the result it delivers does not advance
sustainability or sustainability reporting. I have ceased recommending the use of these
services to my clients. I just hope none of them ask me to take the G4 Exam.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing YOUR Sustainability Report? Contact elaine: info@b-
yond.biz
Posted by elaine at 06:53PM (+02:00)

Comments
1. Re: Will I take the G4 Exam?

- eatehort March 06, 2015

100% agree with all the things you say in this post!!

2. Re: Will I take the G4 Exam?

- DanielRoberts March 09, 2015

Elaine,

You are correct of course, paid for exams and certifications are a commercial
mechanism by which "NFP" organisations enhance their funding. We agree also that the
GRI's offered service to review or otherwise comment on reports is a commercial service
that does not add the value that consumers of the reports need; Assurance that the
content is accurate and trustworthy.

You already know my concern that companies can use GRI reporting as a marketing
tool, not to report actual sustainability, or for that matter an actual social conscience and
true engagement with civil society and their wider stakeholders.

Yet the GRI is not alone in this; the Global Compact provides an entry-point into
reporting, with a report that could be as little as a couple of pages. Yet again, there is no
either validation of content or sanity check on the types of companies that can report.

As I've asked in the past, at what point does an industry of a company cross so far over
the line that any report should be rejected. Imagine a company known to be acting as a
front for IS or other terrorist supporting activity, yet it is able to produce a report that is
fully compliant with GRI or other standards.

3. Re: Will I take the G4 Exam?

- elaine March 09, 2015

Thanks eatehort!

Thanks Daniel.
I make the distinction between assurance (checking that content is correct and relevant)
and report quality (checking the framework has been applied correctly). GRI never does
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the former and does a sloppy job of the latter. Unfortunately. Reporting to UNGC is as
you say rather bizarre, ranging from the totally rubbish to the fully-fledged GRI -based
report.  It's time the UNGC Stopped requiring separate reports .. but all orgs cling to
what makes them different.. which is why the reporting landscape is so messy.....

4. Re: Will I take the G4 Exam?

- elaine March 09, 2015

Below is a comment I am posting on behalf of Aleksandra Dobkowski-Joy, President and
Chief Operating Officer, Framework LLC  (www.framework-llc.com) who sent me a note
by email.  Here it is as she wrote it to me:

"It is frustrating on many levels to observe the recent proliferation of GRI “reporting
services” that purport to increase the quality of reporting, while ensuring nothing of the
sort.

The G4 exam (and the rote memorization contemplated therein) is no substitute for on-
the-ground immersion into the application of the Guidelines. Reporting requires context,
nuance, and interpretation—skills that are gained with experience handling the
Guidelines and deep immersion into the particulars of a company’s material issues,
metrics, stakeholder setting, and strategic objectives. For those of us with this deep
experience, not only is the GRI test superfluous, it offends with its requirement to attend
a training course prior to sitting for the exam. The GRI should rather require
unsuccessful test-takers to attend a training course before trying again.

The GRI’s “check” offerings also leave much to be desired. If all that the GRI provides is
a confirmation of how well a company follows the GRI-provided template for the GRI
Index and whether the correct indicator number is placed on a certain page, it is a waste
of money and time to submit to the process. As much as the GRI decries “box-ticking”
within the materiality-based parameters of GRI G4, it is performing essentially that same
exercise with regard to ensuring proper and consistent use of the Guidelines.

I am a staunch supporter of the Guidelines and sympathetic to the organization’s need
to generate revenue. It is  unfortunate that the GRI seems blind to the devaluation of its
name through misguided “checks” and “tests”.  I would instead welcome wholeheartedly
the GRI taking a much strong stance on the actual substance of standards application in
sustainability reporting."

5. Re: Will I take the G4 Exam?

- CindyMehallow April 09, 2015

Elaine and Alexandra, I admire the work you do and respect your opinions. I could not
agree with you more, on all counts. As an GRI Organizational Stakeholder, graduate of
GRI-certified training courses, and consultant for GRI reports, I also support the goals of
the GRI. But, I was so disappointed to see this new testing mechanism offered by GRI.
It does seem to be a misguided fund-raising effort that can't truly assess the capabilities
required to produce a substantive report.  I concur that GRI would be better served to
implement measures that would raise the bar for the quality of report content.

6. Re: Will I take the G4 Exam?

- AlexNichols June 04, 2015

Hi Elaine, and the SASB exam arrived! best regards to you, Alex
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15 insights from the Smarter Sustainability
Reporting Conference
Tuesday, March 03, 2015
The fourth annual Smarter Sustainability Reporting Conference last week in Londonwas
by all  accounts a great  success.  We heard from a range of  experts,  raised several
challenges and discussed the finer points of what makes reporting smarter. Here is a
selection from my opening comments to the conference as everyone braced themselves
for an action-packed day:
"G4 has emerged as the leading reporting framework with close to 1,000 reporters now
having started their reporting journey with G4 or transitioned to G4. Has G4 made a
difference? We do see a new relationship emerging with materiality but many reports are
still written with a shopping list mindset – a list of "everything good that we did". The G4
transition  is  still  working  itself  out,  but  it's  a  positive  development.  GRI  has  even
introduced  the  G4  EXAM –  to  prove  that  people  who  write  reports  really  can.

The European Directive for non-financial reporting came into force in December 2014
with around 6,000 organizations expected to get on the train by 2018. Will they just show
up or will they use the reporting process to add value? In other countries, such as Taiwan
and Singapore, reporting has become mandatory. Sustainability reporting is apparently
not going to disappear. But what will make it smarter?

In 2014, more companies than ever reported to the Carbon Disclosure Project. CDP now
reports impacts across a range of topics – climate change, water, sustainable cities,
forests,  and  supply  chains  on  the  basis  of  data  submitted  by  4,500  of  companies
representing over a third of the world's invested capital. This is a database too large to
ignore.

The IIRC continued its journey and its search for identity as more companies start to pilot
the framework to explain how they create value for investors. The UN Global Compact
launched a program for Boards of Directors so that Directors can actually learn what's
going on. SASB has published more and more standards, but when you get beyond the
hype, you realize that in some cases, you need to be a rocket scientist to understand the
actual performance measures. The jury is still out on whether companies will adopt these
standards and if they do, and how they will influence materiality processes.

And talking of materiality, there is still no agreement across the board on what it actually
means for  sustainability  and despite  even more declarations of  harmonization and
collaboration talks, all we are seeing is more and more declarations of harmonization and
collaboration talks."
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 All conference photos in this post are courtesy of edie.net, the conference organizer.
Thank you!

Here are some of the things that others said throughout the conference (and a short
reaction from me).
Mardi McBrien, Managing Director, Climate Disclosure Standards Board (CDSB) :"In
2007, at the World Economic Forum, companies were saying there are too many ways to
report climate change. Investors were saying, "well, we don't use it anyway"."
Err. What's changed?

Nelmara Arbex, Chief Advisor on Innovation in Reporting, Global Reporting Initiative
(GRI):"Personally, I believe that reporting promotes change and innovation. Reports used
to talk about the past. Now they should be talking about the future."
I agree. But when exactly does the future start?

Sarah Grey Markets Director, International Integrated Reporting Council (IIRC):"Smarter
Sustainability Reporting is a pretty big issue for business. Sustainability is about having a
strategic impact in the market. Hopefully some of the integrated reporting thinking will
help sustainability reporting having that strategic impact."
Hopefully.

Verity Lawson, Sustainability Reporting Manager,  British American Tobacco:"I  think
especially for an organization like us that is operating in a very controversial sector, it is
particularly important that stakeholders can place trust in what we report. So the robust
frameworks and processes such as independent assurance and GRI are particularly
helpful.  But  while  it  is  encouraging  to  see  all  the  developments  -  G4's  focus  on
materiality, the IR framework, the harmonization talks - frankly it is very overwhelming for
reporting companies."
Harmonization is great in theory. The problem is, it's always theory.
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 LTR: Shaun Davis, Louise Tyson, Irene Jakobi, Neil Barrett, me
Neil Barrett, Vice-President, Sustainable Development, Sodexo: "It's really about using
sustainability reporting to create actions that will be of value to our clients. Increasingly
our  clients  want  to  understand how we are helping them in their  own sustainability
journey".
It  is great when reports are useful as part of regular business processes. And when
clients know what to do with them!
Shaun Davis, Group Director - Safety, Health, Wellbeing & Sustainability, Royal Mail:
"Reporting is all about engagement and taking people with you. We shouldn't forget how
powerful it is as an engagement tool to talk to people about sustainability environment,
safety wellbeing etc."
Tried it lately?
Louise Tyson, Head of Reporting, BP:"A lot of work goes into preparing information for
reports and this is wasteful if it's mot material. Less is more. In the last three years we
have cut our reporting by 30%. We are hoping that more concise reporting targeted to
what our stakeholders want to know will help us answer their questions better."
100 page reports - a thing of the past?
Irene Jakobi,  Sustainability  Manager,  Telekom Austria:"Now we have taken a more
creative approach. Our first reports were more classic with hands and people and green
trees. In 2008, we started to make a shift to more communicative content." If you want
creative, look at Telekom Austria's reports!

 Telekom Austria - the age of the graphic novel

Megan Mitrevski-Dale, Associate Director, Corporate Responsibility and Sustainability
Communications, Coca-Cola Enterprises:"Starting in 2005 we set ourselves a target to
reduce our operational carbon footprint by 15% by 2020. OK, we said, operations means
our manufacturing facilities and field sales offices. But as we started to go through it, we
realized that that's only part of the story. If our product gets to a store and its not in a
cooler, no-one will buy it. Then we realized that our main carbon footprint isn't in our
operations. It is actually in our vending and cooling facilities."
How many companies think they are doing fantastically by reporting internal operational
footprints when, all the time, their true impact is beyond the factory walls?
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Christoph Wilfert, Chief Executive Officer, PE International:"We think the software side of
sustainability management is going to change dramatically. How do you get past email
and excel spreadsheet management to support our sustainability reporting efforts? To us,
reporting is not a journey of harmonization that frankly will take a very long time to come
together to make your lives easier. We think its an app."
Down with harmonization. Up with apps.
Simon  Howard,  Chief  Executive  Officer,  UK  Sustainable  Investment  &  Finance
Association (UKSIF):"Thirty percent of assets worldwide are run with sustainability as an
aim  and  it's  growing  very  fast.  Can  a  fund  manager  have  too  much  sustainability
information? Overwhelmingly  yes.  The information they want  needs to  be material,
relevant  and timely."
G4 to the rescue.
Paul Toyne, Group Head of Sustainability, Balfour Beatty:"We have an integrated report
that  has  sustainability  sections  in  it,  and  we  use  our  website  to  disclose  a  lot  of
information. What's interesting is that when we start to get into disclosure, we spend so
much time and effort to get to group level data and aggregating up to global level, but the
investment we have taken here doesn't really drive performance. If we invested more
time and energy into the source data and dealing with  the impacts,  then we would
actually  improve performance."
The old story of the chicken and the egg. Data to drive performance or performance to
drive data?
Crystal  Crawford,  Corporate Responsibility  Manager,  Liberty  Global:"If  we manage
internal reporting requirements well, then it will drive reputation and recognition. We have
45,000 data points in our data collection process."
Data to drive performance.

Katie Buchanan, Head of Sustainability and Reporting, Virgin Media:"At a market level its
about having a real responsibility to try to bring to life the material issues for our key
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audiences which are our staff and our customers."
Materiality in practice and not only in a matrix.

All in all, a packed conference with a packed agenda and many insights for reporters,
future reporters and reporting partners. We addressed the tools used for reporting, the
frameworks and the practice. We plan to do the same thing next year. Same but different.
In a year's time, the world will have changed and the Smarter Sustainability Reporting
goalposts will have moved once again.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing YOUR Sustainability Report? Contact elaine: info@b-
yond.biz
Posted by elaine at 01:24PM (+02:00)
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Do you trust Sustainability Reports?
Monday, February 02, 2015
This follows my post about trust and the Top 100 Thought Leaders in Trust. Which got
me thinking.

There are some questions that are apparently very simple to ask but not so simple to
answer. Do you trust Sustainability Reports? Of course, there are reports and reports.
Maybe you trust part of what's written in a report, and maybe not other parts. Bottom line,
however, if you don't trust it all, you don't trust it.

What makes sustainability reports trustworthy? We often talk about credibility when
referring to Sustainability Reports, and this is defined as "the quality of being worthy of
trust". So I guess it boils down to the same thing. Do we believe what we read? If yes,
trust is the outcome. If not, mistrust is. But it's not quite as simple as that. Reports are not
just about what is written. They are about who is writing them. When you pick up a report
of  a  company  that  you  don't  trust,  the  credibility  start-point  of  that  company's
Sustainability Report is already in the red. The report has to work much harder to be
believable. But it's not quite as simple as that. One report doesn't do it. I have often said
that what makes sustainability reports credible is the fact that they are one of a series ...
one report is a drop in the ocean, a series of annual Sustainability Reports that display
consistency over time is what builds trust. Consistency is a big trust differentiator in
reporting. But it's not quite as simple as that either. Here are some more factors that
influence whether we trust reports.
The CEO: Leslie Gaines Ross, with whom I had the honor to share a stage in Berlin last
year, says that the reputation equity of a company is influenced by the reputation of the
CEO at  a  level  of  50%.  When  you  get  a  CEO or  a  senior  leader  that  makes  non-
trustworthy statements, this has a direct impact on the Sustainability Report credibility of
the company. When a company's Chairman makes a public statement which is anti-gay,
as in the case of Barilla, you have a hard time believing anything that is written in the
company's Sustainability Report. When a CEO openly discriminates about people who do
not match a beauty stereotype, as in the case of Abercrombie and Fitch, you are likely to
have a hard time believing the Sustainability Report. Write whatever you want in your
Sustainability Report, if no-one trusts your CEO, no-one will trust your report.
The Bits you Leave Out: Reporting is often as much what you don't report as what you do
report. If you have had a major scandal, major restructuring or major crisis, and this is not
referenced anywhere in your report, what IS referenced in your report is treated with
suspicion. One of the first things I generally ask my reporting clients is: what do you not
want  to  report?  Every  company  has  these.  Every  company  wants  to  minimize  the
negatives. Yet it's these very issues that create credibility and trust in your report. After
the big celeb scandals in the UK, the BBC did not avoid reporting the impact on its
organization.
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After the horsemeat scandal in Tesco frozen beefburgers, Tesco did not shy away from
referring to its actions to increase food trust in the 2013 Tesco and Society Report.

 The bits you leave out are the bits everyone wants to read. There is a likelihood that
there is even an expectation that you will report on exactly those things. Not doing so
erodes trust in your reporting and in your company.

The Reporting Ecosystem: GRI was devised to create a common platform for reporting so
that we would have a measure of comparability that would also make it possible to know
which reports are green-washing and which are serious about reporting the issues that
matter. While comparability has never truly been achieved, the overarching framework of
GRI sets an expectation of the scope of reporting and the basic elements of a report that
are considered to meet the needs of a wide range of stakeholders. Reporting whatever
suits you, without referring to a broad set of stakeholder expectations can often erode
trust, as readers believe that you are reporting what's easy or shiny and not what matters.
The Buzz Ecosystem: Whether you trust a Sustainability Report can often be influenced
by the buzz on the street and not the report itself. When the buzz about your company is
negative,  your  report  has  to  work  much harder  to  generate  trust.  So,  for  example,
companies such as Walmart, Gazprom, Chevron and a range of other companies that
feature in the Public Eye Hall of Shame have to overcome gross mistrust before they can
build trust. Reports such as Behind the Brands expose the issues that companies are
addressing, or not, in their supply chains, and these can influence the way you read the
reports of the companies reviewed. On the positive side, we might argue that rankings
and ratings (if they themselves are credible) create a more positive disposition regarding
whether you are prepared to trust a company's report. The DJSI rankings are often held
to represent a solid guide to sustainable corporate practice and high-rankers tend to gain
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a head-start in trust. And lets not forget the Twitter community and other online forums,
bloggers and commentators. They all create the reporting buzz ecosystem and influence
the way you relate to a report by setting expectations, positive or negative. Managing
your buzz ecosystem is part of managing trust in your Sustainability Report.
The Quality of the Content: Reporting quality impacts the way we trust reports. If we get
past the trust barrier and actually read the report. If the content is poorly written, if the
report is poorly constructed, if there are many errors in the report, if the data is not clear,
if there are gaps in data presentation... everything influences how you read a report and
how you trust  it.  Also,  companies that  translate their  reports  into English are to  be
commended, but if that translation is just awful, it reduces our trust in the report and the
company.
The Timing: Who trusts a report that is published more than 12 months after the end of
the reporting period? Enough said.

The Person Behind the Report: Behind every report is a person who created it. Often
there were many people involved in the creation of the report. But there is always one
person who has the ultimate responsibility for a report and its contents. If we trust the
person, we trust the report. Very few people put themselves on the line and admit to
writing and being responsible for a report and very few people who are reporters allow us
to get to know them. I say that reporters in companies should make themselves more
accessible, identify themselves with the reports they have created and be available to the
report-reading public. These days, there are many online opportunities to get to know
corporate sustainability reporting leads, with CSRChats, webinars and so on. A couple of
examples spring to mind - Kathrin Winkler of EMC puts herself out there - she is often
interviewed, writes a great blog, and generally helps us get to know her and what she
stands for. Before I even open EMC's sustainability report, I am inclined to start with a
bag-load of trust. Dave Stangis of Campbell's is another great Sustainability Officer who
lets us get to know him. And Nikki Kelley King, who leads the Campbell's CSR Report
compilation, tells her story in the latest report. Getting to know Dave and Nikki through
their willingness to talk about themselves and what's important to them is a big plus in the
trust scale for Campbell's reporting.

These  are  just  a  few  thoughts  about  Sustainability  Reports  and  trust.  It's  not  an
exhaustive list and I am sure there are many other factors that impact the way we trust
Sustainability Reports or otherwise. One of the key takeouts is that reporting is just part of
your  corporate  reputation  and  your  corporate  communications.  Reporting  is  not
everything. It  is part  of  a holistic approach to sustainable and responsible business
behavior that must be reflected across all stakeholder touch-points. The downside is that,
even if your report is super-trustworthy, people may not trust it. The upside is that when
you  manage  your  reporting  as  part  of  an  integrated  approach  to  sustainability
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communications and aligned corporate behavior, it can contribute significantly to positive
reputation, credibility and yes, trust.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing YOUR Sustainability Report? Contact elaine: info@b-
yond.biz
Posted by elaine at 10:34AM (+02:00)

Comments
1. Re: Do you trust Sustainability Reports?

- HelenCampbell February 04, 2015

Hi Elaine,

This is really interesting - and a very big question I think.  In a time when there is more
sustainability reporting from many organisations, the question of reliability and trust is
increasingly relevant.

I thought you might be interested in a report that our organisation has recently written.
It's called 'How Do Companies Act' and is calling for more assurance of non financial
(social & environmental) impact information in Directors Reports. It therefore does not
quite address the question of sustainability reports in particular, but is still supporting
some sort of external verification that impact information is material and complete. I
believe this would go a long way towards increasing the trust in impact information.

For more information, the news release is here:
http://www.thesroinetwork.org/news/411-how-do-companies-act-released

Helen

2. Re: Do you trust Sustainability Reports?

- RajAseervatham February 19, 2015

Hi Elaine
I think these days it's more about the ongoing conversation. Rapid/timely disclosure is as
important as "end of year" sustainability disclosure, because the power of social media
makes a late disclosure somewhat untrustworthy.

Sustainability reporting is good for investors and analysts. Periodic/annual reporting,
connecting non-financial attributes to financial reports and outlooks, is valuable for this
stakeholder group.

For others (customers, communities, regulators, society), timely disclosure is
increasingly important.
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What does trust mean to you?
Friday, January 30, 2015

 This week saw the publication of the 2015 Top 100 Thought Leaders in Trust. You can
see who made the list this year, including 15 Lifetime Achievement Award winners, in the
free download of the Winter 2015 magazine issue. I  was honored once again to be
selected as one of the Top 100, and humbled to be in the company of those I feel are
much more deserving of this recognition. This is the 5th year that Trust Across America -
Trust Around the World - under the visionary leadership of Barbara Brooks Kimmel - has
recognized professionals from business, academia, nonprofits and consulting whose
work is elevating organizational trust. The leaders were selected by a distinguished panel
of judges - big names in responsible business - and you can read about them too in the
Trust! Magazine Winter Issue.
The theme of trust is so central to everything we do in sustainability and both a driver and
an outcome of sustainable behavior. Several of the lifetime honorees took time to reflect
on what trust means to them, and much of what they said resonated strongly with me. For
example:
Patricia Aburdene: "In the business world, trust literally transmutes into success and
profitability."

Steven M.R. Covey: "Trust underlies and affects the quality of every relationship, every
communication, every work project, every business venture, and every effort in which we
are engaged."

Jed  Emerson:  "Confidence  in  our  collaborations  with  others  is  the  foundation  of
successful  organizations,  and  the  best  collaborations  are  always  fundamentally  a
question  of  creating  a  trusting  relationship."

Leslie Gaines-Ross: "Trust is the bedrock of relationships."

Mary  Gentile:  "Trust  means  integrity  –  acting  in  accordance  with  our  words  and
commitments—and making  sure  those  words  and  commitments  are  worthy  of  this
consistency."
Charles H. Green: "Trust-based organizations encourage and enable the art of trusting
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and the virtues of trustworthiness in all the personal relationships they touch. In so doing,
they also increase the social and financial value of the organization."
Jim Kouzes: "Trust rules your brand image."
Linda Locke: "Trust, and reputation are about how you make people feel. We want to
conduct business, and have relationships with people and organizations we respect and
hold in  high esteem. Trust  is  a central  strategy for  business growth in  a reputation
economy."
Edward  Marshall:  "We yearn  for  relationships  and  organizations  that  operate  with
integrity,  honor,  transparency,  and  grace.  It  is  possible."
There is no sustainability without trust. There is no business success without trust. Often
imperceptibly, trust builds stronger organizations. This got me thinking about the role of
sustainability reporting in helping to build and enhance trust in a range of ways. Whose
Sustainability Report do you trust and why? And what affects the trust we place, or do not
place, in sustainability reporting. This is the topic of a future post (coming soon!).
In the meantime, each of the 100 Top Thought Leaders in Trust offers inspiration that we
can create a business environment that has trust at its core. Barbara Kimmel and Trust
Across America is committed to helping us do just that,  and the annual honoring of
thought leaders, the suite of books published in the Trust Inc. series, the frequent blogs
on trust  and related matters and the F.A.C.T.S. framework for trustworthy business
behavior are all  making their  impact felt.
Congratulations to all the 2015 honorees and especially the Lifetime Achievement Award
winners!

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).
Posted by elaine at 03:50PM (+02:00)
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Our second Sustainability Report - hot off the
press
Sunday, January 25, 2015

DRUMROLLLLLLLLL

Announcing the Beyond Business
2014 Sustainability Report

Click here to download the report
Yes, we finally made it to our second report. Just a little behind schedule. But there is
something entirely uplifting about completing a Sustainability Report so for us, it was
worth the effort. This report tells the story of our little company that has been making a
BIG impact over the past few years and the roller-coaster journey we have been on since
our last report covering 2010.
Of course, our report is in accordance with the GRI G4 Reporting Guidelines. Of course,
because  we  have  come  out  strongly  in  support  of  the  G4  framework  and  have
encouraged our clients to adopt G4 where possible. Therefore, believing it is right to
practice what we preach, we had no other reasonable choice. Having said this, the G4
framework worked well for us. It helped us define what's most important in a concise way,
leading us to focus on the top six impacts, after having started with a much longer list.
And this helped us keep our report short and focused.

We also pioneered the new GRI Content Index Service - a check by GRI that all the
disclosures and performance indicators that we included in our content index are actually
present and correctly located in the report. This was a useful exercise, and we did correct
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a few details in order to receive the coveted icon. We felt  it  was important for us to
experience this check so that we know how it works if/when we recommend it to clients.
Happily, for us as GRI Organizational Stakeholders, the check was free of charge.
It's clear that our small business is not especially complex - we don't have a supply chain
to speak of and governance isn't really in our lexicon. In terms of direct impacts, there is
not much to speak of either. Even our commitment to addressing climate change by
being carbon neutral since 2009 is unlikely to make a big dent in the global temperature
rise. Recycling all our electronics and printing both sides in our minute quantities is hardly
going to  save the world.  Where a  company like  ours  can shine,  however,  is  in  the
contribution we make to helping our clients advance along their sustainability journey and
in helping the conversation around sustainability evolve in general. That's something we
cannot measure in a direct way, but the confirmation we receive from our clients and the
position of respect we (modestly) hold in the sustainability community indicates that,
overall, our impact is positive.
Of course, as with our last report, we included a page of failures - yes, we had some of
those as well - recognizing that people only believe the good things if they also read the
bad things.
On a more philosophical level, our reporting demonstrates that SMEs can do it, that G4
can work for SMEs and that there is value in the process. We have long advocated that
SMEs should report - both for the benefits it brings to their business directly and for the
supply chains they are part of. I believe that SMEs have important stories to tell, and
reporting is within reach. And it  can be done on a modest budget.  We did not need
external assistance to prepare our report so that was not a budget line for us, but we did
save (again!) by not having our report professionally designed, preferring to make it look
as nice as we could using our own resources. Hopefully it's reasonably legible. As part of
our  commitment  to  supporting  SMEs  in  adopting  a  sustainable  approach  and
transparency, we are holding a free workshop for SMEs in early March in our home
market, to teach them the essentials and hopefully get them into the transparency habit
on a low budget in a way that adds value for them.
Finally, our report reflects our approach to reporting, which is that reporting is serious but
also fun. We hope you will think so too.
We'd love to hear your feedback!
Thank you.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise Guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm). Need help writing YOUR Sustainability Report in 2015? Contact elaine:
info@b-yond.biz
Posted by elaine at 09:00PM (+02:00)
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BP: Back in the Picture
Friday, January 23, 2015
In  the  world  of  sustainability,  there  are  some names that  evoke  a  range  of  strong
emotions  and  reactions  and  I  suspect  that  BP  is  one  of  them.  BP  has  had  some
extremely interesting sustainability successes, and also, at least one devastating low
point. You don't even have to mention the company name: just refer to Gulf of Mexico,
Macondo, Deepwater Horizon, I want my life back - there are a million ways to say BP
and most of them are not exactly positive. But if you stand back from the oil spill disaster
of 2010, and accept that we are still and will continue to be reliant upon fossil fuels as our
main source of energy for some time into the future, and take a look at what BP is doing
today with a pair of fresh eyes, you may be encouragingly impressed. As I was.
I was doing my homework in preparation for a conversation with Louise Tyson, Head of
Corporate Reporting at BP (that's both financial and sustainability reporting). Louise will
be sharing her insights on "Giving your report  complete clarity  & readability"  at  the
Smarter Sustainability Reporting Conference in London in February 2015 (still time to
register :)). As usual, as the conference chair, I like to chat with speakers in the run-up to
the conference. Ahead of our call, I navigated to BP's sustainability and reporting site
after what I  confess to several years of not paying close attention. I  was pleasantly
surprised.
BP is an employer of 83,000 people, a strong contributor to the global economy and a
long-standing sustainability reporter addressing serious issues in detail in its reporting
suite.  BP has various reports and formats to meet different stakeholder information
needs. This year's suite includes:

A Sustainability Review for 2013 in PDF format
Several country reports for 2013 including Angola, Azerbaijan and more
Site reports from different local operations
A report archive with reports in different languages and reports dating back to 1998
An economic impact report for BP's operations in the U.S.
A super-snazzy Health, Safety and Environment charting tool that enables you to play
around endlessly to review 25 years of data in different visual formats.

99



The CSR Reporting Blog Book 2014 and (most of ) 2015

And my chat with Louise Tyson:

How did you get into the reporting role at BP?
"Actually, my background is not in reporting. I was in magazine publishing for ten years
and then worked in online communications. I was a consultant to BP one year, putting
their sustainability report online. That was my introduction to sustainability, around seven
or eight years ago. BP later hired me as the Sustainability Reporting Manager. My first
report was published five days before the Gulf of Mexico incident."
How did you move from sustainability reporting to corporate reporting?  "I realized that
our financial and sustainability reporting often cover the same issues - such as climate
change and human rights – and that we should be talking about them in the same voice,
even if the reporting focus and purpose is different. So, when I was promoted to the head
of  corporate  reporting  role,  I  knew  there  was  an  opportunity  to  encourage  more
accessible language and consistency across all of our reporting It's turned out to be a
really interesting challenge. But if you had asked me if I had ever imagined that I would
be doing what I am doing today, I'd probably never have guessed."
How has BP's reporting changed over the years? "For many years, BP was recognized
as a leader in sustainability reporting. We would win reporting awards and we were
generally considered as innovative in our approach. After the Gulf of Mexico incident,
things changed, of course. It became even more important that we report transparently,
factually, credibly and in a balanced way – responding to the disappointment and anger
of many of our stakeholders. It was very tough. We needed to provide a balanced view,
clearly communicating what had happened and how we were responding. And, it was
essential that our communication didn’t show up as green-washing. Over time, things
have rebalanced somewhat and now most of our stakeholders are asking us much the
same questions that they would ask of any large oil and gas player."
Your reporting is so detailed and includes a wide range of local and site-specific reports.
How do you manage your reporting cycle?  "We launch our sustainability report in March,
and we immediately begin on the next year’s report by getting feedback from external
stakeholders on how they think we’ve covered the material issues. Over the summer, we
work with  representatives from our  policy,  risk,  government  and public  affairs,  and
environmental and social teams, to pull together and prioritize a list of the most important
topics. This is really powerful because it offers a broad perspective on the issues and
where we are and what we should be doing. From September to December, we work on
the report draft and present it to the board committee focused on sustainability issues.
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We then spend the first part of the year incorporating all feedback before publication."
What's the policy on country reports?  "Country reports are developed locally by the local
businesses. They decide whether they want to publish a local report.  For some, it's
extremely helpful as an engagement tool. We do not dictate a policy at corporate level,
though we do provide a framework for local reporting, for those countries that adopt this
practice. We provide positioning on group issues and other guidance. We also review the
reports  at  corporate  level  before  publication,  to  ensure  there  is  alignment  around
common issues  and approaches.  Site  reports  can  be  very  relevant  to  the  detailed
discussion at local level with local stakeholders. In general, countries and sites that report
do  so  as  a  response  to  local  demand  and  interest.  In  Azerbaijan  and  Angola,  for
example, we know this is helpful in maintaining positive relations with local institutions
and government offices."
I am looking forward to hearing Louise sharing more insights at the Smarter Sustainability
Reporting Conference next month.
P.S.
I couldn't resist taking a look at BP's first Environmental and Social Report for 1998, at a
time when there  was no GRI,  no  other  reporting  frameworks  and hardly  any  other
companies that even acknowledged the value of transparency, let alone actually put a
report together.

It's  fascinating to see how advanced this BP report  was for  its  time, and of  course,
compare it to the latest the 2013 review. They are both 52-53 pages in length, so that's
one thing that hasn't  changed. Surprisingly perhaps, given the dynamic evolution of
reporting and the advances in reporting practice over the years, the pioneering 1998
report has many elements that are still very relevant today.
The 1998 report contains:

• policies, approaches and commitments - good old DMAs in GRI lingo
• a range of environmental and social data dating back to 1990 in some cases , or

later years when data collection commenced - demonstrating continuity and
consistency

• a 20 year GHG emissions reduction target - 10% from 1990 to 2010
• several case studies covering different aspects of BP's operations in different parts

of the world, supplemented with external commentaries developed through a
process of interviews with local stakeholders by an independent consultancy - a
precursor to what would today be called "stakeholder engagement"

• an "attestation statement" - external verification and a precursor to what has become

101



The CSR Reporting Blog Book 2014 and (most of ) 2015

known as "assurance"
• a questionnaire with a pre-paid postage form requesting feedback on the report.

 Looking  at  the  BP  2013  Sustainability  Review,  you  can  see  evidence  of  the
transformation reporting has made over the years. The discussion is far more strategic
and much greater context and depth is provided. The upstream-downstream business
model demonstrates a higher level of value chain thinking, and the report is far more
quantitative, focused and formal. The GRI, IPIECA and UNGC frameworks and principles
help structure the disclosures and the metrics. New issues such as fracking and oil sands
are explained and BP's approach is described (these issues were not around in the 1998
report).
In the 1998 report, especially when compared to today's document, there is a sense of
almost naive authenticity in a sort of clumsy but trust-building way. 2013's report is far
more polished, and while it is direct and balanced, I wonder if recapturing something of
the early-day spirit  might  be an interesting thought  for  BP and other  companies to
enhance credibility. To give you a sense of this, here are a few "gems" from the 1998
report:
"Our success depends on our making, and being seen to make, a distinctive contribution
to every activity in which we are involved."
"Ours is an evolving, rather than predetermined or overly bureaucratic, approach. We
know that for high standards of ethical and social behaviour to thrive as part of our culture
they must be felt and understood by our people. It is more important for it to be in the
bloodstream than in a set of manuals."
"Diversity in internal teams (now the norm) is highly valued as it has been seen to result
in more creative solutions."
"We  wanted  this  year’s  report  to  include  more  than  just  the  ‘official’  views  of  the
company."
"Questions of business ethics are often not clear-cut and cannot be resolved by rules
alone. With this in mind, during 1998 we revised our Guidelines on Business Conduct,
which  provide  guidance on ethical  issues to  anyone who has  custodianship  of  the
company’s  assets  or  commercial  relationships."
"To mark the 50th anniversary of the Universal Declaration of Human Rights we launched
a human rights page on our internet site..."
"Our social  impacts can range from positive ones, such as the creation of  jobs and
prosperity, to less welcome ones, such as fuelling unrealistic employment expectations,
exacerbating existing or latent conflicts and disrupting settled ways of life."
Anyway, that nostalgic look at the early days of reporting has given me a new sense of
respect for BP and its consistent, ongoing investment in transparency. This doesn't make
BP perfect and it doesn't mean that BP should not continue to be held accountable for its
far-reaching impacts on society and the environment in all that it does. But, especially
after my conversation with Louise Tyson, I am more ready to believe that there is earnest
intention behind the written words.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Need help writing your next Sustainability Report  ? Contact Elaine:
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info@b-yond.biz
Posted by elaine at 01:05PM (+02:00)
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5 ways to make sustainability reporting more
sustainable
Monday, January 19, 2015
Is sustainability reporting sustainable? There are some that think it is. The practice is now
more widespread than ever before and and legislation in different parts of the world is
supporting increased non-financial disclosure. This would indicate that reporting is here
to  stay.  On the other  hand,  there are some that  think  it  isn't.  There are those who
subordinate sustainability reporting to the new financial reporting trend called Integrated
Reporting, while others advocate online interactive disclosures instead of reports. As we
move into 2015 and face another year of corporate efforts to improve impacts, manage
risk and engage with the new opportunities that sustainability brings, amid a flurry of
surveys and reports that support the case for or against sustainability reporting, what can
companies do to embed reporting practice in a sustainable manner? In addition to the
predictable list of things we already know - focus, clarity, materiality, relevance, balance,
frameworks etc - here are some more creative approaches that companies might like to
consider.
Excite your Board of Directors about reporting  Reporting has often been considered an
add-on,  a  project  for  the CSR Manager,  something that  exists  alongside the "real"
reporting processes. Sustainability reporting has not really hooked the attention of the
highest level of  leadership and in most cases, does not find its way onto the Board
agenda. In order to make reporting more sustainable, Directors must be excited about
sustainability reporting. They must see it as an advantage, a benefit, a value-adding
activity, and not something they tolerate. Let's be honest, how many company Directors
actually  read  the  sustainability  reports  of  the  companies  they  are  engaged  to  be
accountable for? How many Directors are actually consulted in the process of preparing
the  report?  As  key  stakeholders,  company  Directors  surely  deserve  some
acknowledgement, recognition and even voice in the annual Sustainability Report. In
order to excite your Board of Directors, engage them in the reporting process and have
them approve the output, here are some things you can do:

• Empower your board members. This can be done, for example, through Board
workshops to build awareness, knowledge and engagement around relevant issues
for each company. In 2014, the UN Global Compact launched an interesting Board
Program to help align the Board on sustainability matters and help Directors
demonstrate leadership on Board adoption of sustainability principles. As Board
members engage in deep consideration of sustainability issues, they become
empowered to embrace leadership and guide the company along the sustainability
journey. This program looks like a good start but it must result in something more
than discussion in order to truly deliver change. Therefore, after education, comes
action.

• Engage company Directors in the reporting process. Help your Board of Directors
own your Sustainability Report by asking them to contribute. Interview them
individually or as a group and include their pictures and their commentaries in the
Sustainability Report. Stakeholders will be gratified by evidence of greater Board
commitment, and Board members will be energized by their own involvement and
declaration of what is important to them. Involving them may also help reinforce their
accountability for the Sustainability Report and its contents. This kind of involvement
is positive but it is not enough. Involvement must be formalized.

• Establish and publish a formal Board policy for sustainability reporting. This should
describe Board accountability for sustainability reporting. The policy should define
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Board actions prior to report publication including a Board discussion and
concurrence of the report content and agreement to publish. Following the report
publication, the policy could require the Board to conduct a review of whether the
report has met its objectives and agree new objectives for the next reporting cycle.

Make your reporting process cool
I maintain that sustainability reporting as a process is incredibly cool. The right process
empowers people, challenges people, gets people listening to one another, sometimes
even talking to one another, occasionally even agreeing with one another. This applies to
both employees as well as external partners, organizations, suppliers, local authorities
and consumers. Rather than inviting people to a meeting about the Sustainability Report
(yaaaaaaawn!),  there are many ways you can involve people in  activities that  both
interest and engage them, while at the same time, getting the information you need for
your report. This includes competitions (send-us-a-video-of-how-your-job-contributes-to-
improving-the-environment)  or  prizes (weekend for  two for  the first  complete set  of
sustainability reporting information sent back to corporate) or Ice Cream Meetings (round
table discussions with internal and/or external stakeholders on sustainability issues,
where the meeting leader brings (lots of) ice cream for consumption during the meeting).
There are a million ways to make the reporting process fun, even if, at some point, there
is a certain amount of actual hard work to be done.

Engage your employees around the published report So many reports go unnoticed by
the very employees whose hard work made the report  possible.  That means all  the
employees in the company. The minute the report is published is the signal to start the
work of engaging employees around the report. Rather than just broadcasting an email
announcement - we published our report (yaaaaaaawn!), there are many ways to get
your employees to sit up and take notice. This may include quizzes with prizes (Who is
quoted on page 34 of our last report? By how much did our GHG emissions reduce last
year?), games (How far can you throw our Sustainability Report?) and feedback (Cross-
functional discussion groups - can be web-meetings - each focusing on a single section
of the report and analyzing the content together, with recommendations for the next
report). You might even involve your employees' children in preparing a poster about how
your company makes a positive contribution to the world - requiring employees to explain
the  essence  of  the  report  messages  to  their  kids.  Prizes  of  course  for  the  best
contributions.  Each company can find  its  own way to  be creative  in  developing an
engagement  process  which  both  informs and  interests  employees.  You  might  find
employees actually enjoy reading the report and discover things about the company - and
their colleagues - that they didn't know. More importantly, they will  be able to talk to
stakeholders about the issues that matter in an informed way.

Drive your reporting throughout the supply chain
How many companies ask their suppliers to contribute to their reporting and engage
suppliers once the report is published? More and more, the report of one company is
both the start-point and the endpoint of the reports of other companies. I am not aware of
anyone trying to track a product through all the sustainability reports of the companies
involved in producing it from raw materials to end-of-life - that could be an interesting
exercise. However, suppliers are big enablers of any business and their influence on the
direct impacts of an organization may be quite significant. Perhaps suppliers should have
a bigger place in sustainability reports - strategic suppliers can contribute data, case
studies  and  specialist  perspectives  -  and  may  be  grateful  for  the  recognition  their
customers' reporting offers them, thereby reinforcing the relationship with them. Once the
report  is  published,  reverting  to  suppliers,  emphasizing  the  key  messages,
acknowledging their role and encouraging them to adopt sustainable practices in their
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own businesses is a critical step in maintaining the reporting momentum.
Celebrate reporters It's so easy to criticize reports, it's so easy to say that reports are full
of irrelevant information, it's so easy to dismiss reporting as some sort of activity that
apparently everyone has been duped into doing for the wrong reasons and producing the
wrong results. It's much harder to stand up for reporting and talk about what it really is: a
business process that adds value, engages people and empowers employees. The folks
that lead reporting in organizations have to address not only the hard work of reporting -
and it is hard work - but also overcome these notions that are bandied around saying
reporting is worthless. Reporting leaders in organizations should be celebrated. They
have  one  of  the  hardest  jobs  around.  Reporters  play  a  critical  role  in  helping
organizations move forward sustainably and helping shape the future of business. I have
often said that reporting is a catalyst for performance, and great reporters know how to
use the  reporting  process to  drive  change.  Make sure  the  reporting  leader  in  your
organization gets the respect s/he deserves, has the resources s/he needs and gains the
attention of management as and when needed. Ringfence your reporter and ensure s/he
has enough ice cream to last through the entire reporting cycle.

Good luck to all companies starting reporting cycles about now. Let me know how you
got on with this list:)

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Need help writing YOUR Top Ten Report  in  2015? Contact  Elaine:
info@b-yond.biz
Posted by elaine at 10:03AM (+02:00)
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Sustainability Reporting: 25 words to watch in
2015
Thursday, January 08, 2015
Everybody is doing trends. There is something about the turn of  a year that  makes
people stop and gather up all the trends they can think of - maybe even anything they
can think of, and call it trends - and then write an article about them. The question is:
when does something start being a trend and stop being a wishlist? Some of the so-
called trends we read about are actually things that have been happening and are well
embedded in current practice, while some are so not trending that you begin to wonder
what a trend actually is. A trend is, I think, something that is gaining in popularity to the
point that we expect loads of people to subscribe. But the world of sustainability and
reporting is so fragmented that  it's  hard to discern a movement.  There are multiple
movements and multiple agendas. That's why I don't tend to trend. Take a look at the
following wishlist trends articles and see if you can spot any common ground.
Changes in effective sustainability reporting: 2015 and beyond by Michael Lavergne Why
2015 will be a crucial year for progress by Aron Cramer Predictions for five CSR trends in
2015 by Maeve Miccio Eight CSR Trends to watch out for in 2015 by Susan McPherson
Corporate  Social  Responsibility  Trends  for  2015  by  BITC  Ireland  6  Sustainability
Investing Trends for 2015 by Maureen Kline Five trends in sustainable business for 2015
by Hugh Jones Sustainability top trends on 2015 What's Hot survey by the National
Restaurant Association
Five megatrends for 2015 by April Streeter (subscription required)
13 sustainability trends for 2015 by Richard Maszzola
Predicting trends is a bit like publishing rankings. Just as rankings tend to serve the
rankers more than the ranked, so trend-articles tend to serve the writers rather than the
readers. However, the debate is always valuable... so well done to all the 2015 CSR and
sustainability trend-spotters - you have given us something to talk about for the next 12
months. Until it all starts again.
In the meantime, I decided to avoid trends and take a look at what to look at in 2015.
What's on the radar. Things that might flourish, metamorphose or die in 2015, things that
may change the game, the paradigm or the comfort zone, things that may improve the
quality of life of destroy it. Here are 25 words that sustainability stakeholders should have
on our radar in 2015. IMO. No science. No analysis. No prediction. Not in any special
order of importance. Many are not new. Some are. Just words. For your radar.

Post 2015 Agenda: 2015 is the year where we stop and think. A year of planning - let's
hope all the planning doesn't obscure all the action. And let's hope that what's being
planned is what's going to work. Google brings up 370,000,000 results in .0.39 seconds
for the search term "post-2015 agenda". That's a heckuvalot of planning.
Paris: No, not the Eiffel Tower or even the French Open. It's COP21,where the target is
to agree to limit planetary temperature increase to no more than 2 degrees above pre-
industrial levels. And if you are not sure how to get to Paris, the WBCSD has created a
roadmap specially for you.
Climate-smart: In a world where just about everything turned green over the past few
years, climate-smart is now PC for green. If  you are merely green, you are old and
boring. If you are climate-smart, you are new, fresh and exciting. And really really smart.
Human Rights: Human rights is hotting up to the point that it's now almost not ignorable.
Protecting, respecting and remedying is now so on the agenda, that no sustainability
report is complete without it. Material or not material. It's material.
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G4: The G4 uptake has developed rapidly with hundreds of reporters already making the
transition well before the deadline of end 2015. But the coming year will continue to be a
learning period for G4 reporters, many of whom have adopted the framework in name
only. Game-changing G4 reports are still few and far between, but, I suppose, you have
to get on the playing field before you can improve your game.
Stakeholder Engagement: An old fave. But one which cannot be done and dusted quite
just yet. Meaningful stakeholder engagement still eludes many companies and many
stakeholders  are  still  sitting  on  the  fence.  Some  may  not  even  know  they  are
stakeholders. Watchers of stakeholder engagement in the coming year might catch a
glimpse of the beginnings of a more mature approach to engagement, but only if they
don't blink.
Material Impacts: Buzz buzz buzz... materiality in 2015 will continue to hit the ceiling to
the point  that  it  becomes somewhat  diluted.  During 2015,  watch out  for  materiality
synonyms. But don't expect GRI, SASB, IIRC, CDP, UNGC and anyone else to actually
agree on what it means.
Externalities:  Our  savior.  True  cost  accounting  bares  all  and  EP&L's  are  the  new
sustainability  celebs.  Get  one  or  get  near  one.  Accountants  will  love  you.
Ebola: Can you afford to ignore the ebola effect? Even the ALS ice-bucket challenge did
not spread as quickly as the panic around ebola. Is Twitter to blame? Get ebola in your
next  Sustainability  Report.  It  may go viral  too.  (No pun intended.)  (Correction,  pun
intended.)
Water Scarcity: Another not-new term, but one that is top of mind and not only for sea-
turtles. Water scarcity is one of the planet's biggest threats, and while the scientists are
arguing about the temperature of the planet, MBA students are peeing in the shower to
save water. Water scarcity, coming to a city near you in 2015. Either companies will deal
with it, or they'll move to another city, if they can find one.
Sector: Business sustainability is sectorized and that's that. The future of comparative
performance in sustainability is by sector, not by country or by issue. Your company is a
member of a sector. You may even have your own association. Benchmark yourself
against your peers and get granular about what your sector is doing to make a difference.
Keep track of the sector radar.
Smart Cities: Safety, security, efficiency, creativity, control centers, congestion reduction,
disaster relief, off-grid... all this and more in your local smart city. Smart reporting in smart
cities. Smarten up your radar in preparation.
Resource Scarcity: Yes, we know, we know. Everything is getting used up. Resource
scarcity as a driver for sustainability is still a good hook. Deforestation and all that. As
part of a sustainability strategy, it does wonders for focusing the mind on alternative
sources, technologies and operational cost reductions. It also gives you a great reason
not to print your Sustainability Report.
Child Labor: Check out the ILO pages on child labor and see if they don't make you
squirm. Corporate supply chains must continue to adress this negative byproduct of our
consumer economy. The fact that, today, ONLY 168 million children are trapped in child
labor (down from 246 million) is no cause for joy but cause for deep reflection on what
makes our corporations successful. This must always stay on our radar.
Whatsapp: How do you communicate with your reporting team? Or with your report
readers? Not enough to create IOS or Android apps any more,  or  even tweets and
Facebook posts. The conversations are moving to instant, real-time, simple, personal,
direct and omnipresent. Whatsapping Sustainability Reports is now on the radar.
The Internet of Things: Everything is wifi'd and connected in our new brave world. Is your
Sustainability Report?
Radical  Transparency:  Since  when did  transparency  become radical?  The  idea  of
everyone knowing everything is perhaps a little too much for most of us. I much prefer
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Relevant Transparency. Either way, watch out for everyone knowing everything before
you do, and be careful of being overtaken by what it's possible to know. Most things that
are radical never lead to much good.
Rich Media: Bye Bye static advertising, hello rich media. See what Profoundry says about
rich media. Watch out for Rich Media Sustainability Report banners on a website near
you.
Disruptive Technology: Follow the "relentless parade" of new technologies and discover
the benefits and opportunities they can bring. Even better, invent one yourself.
Circular Economy: The circular economy is not just about waste and recycling. It's about
an entire new system design that utilizes resources in a way that prevents losses before
they circle back and shoot us in the foot. The European Commission gets it, the World
Economic Forum deplores the take-make-dispose business model and obsoletism is now
becoming rather tiresome. Watch out for Sustainability Reporting getting more circular.
Food Waste:  The fact  that  so much food goes to waste before,  during and after  its
journey along the food chain and into our stomachs or our garbage cans is one of the
great  crimes  of  our  times.  When food  goes  to  waste,  it's  not  only  food.  It's  all  the
resources that were used to create, transport,  distribute, prepare, market,  package,
merchandise and sell food. Plus all the extra ones required for its disposal as waste. The
Food  Waste  Reduction  Alliance,  the  FAO Save  Food  initiative,  and  the  numerous
organizations focused on reducing food waste are moving in the right direction, but things
are going slow. Maybe Seattle has got it right? No more food in trash. Maybe, in 2015,
measures to combat food waste will be so material that every company will need to be
part of the solution, not only those directly involved in the manufacture and supply of
food.
Framework: Reporting frameworks are breeding faster than rabbits. Keep your RSS
feeds up to date in case you miss a new framework in 2015. Instead of harmonization,
we have fragmentation.  Instead of  simplification,  we have complication.  Instead of
consensus, we have the Framework Wars. What will change in 2015? The radar will
reveal all.
Anti-corruption: Has anti-corruption lost its edge? It seems so banal these days. I mean,
we all know what it is and why it shouldn't be. But it is. And it is probably no less. That's
why it stays on the radar.
Women  on  Boards:  The  glass  ceiling  has  not  yet  cracked  and  women  are  still
disadvantaged and discriminated against throughout the entire corporate regime. Why is
it still so challenging to identify and advance capable women, not just on Boards but
throughout organizations? Maybe the radar in 2015 will offer some answers.
Selfie: What's sustainability reporting if  not a form of corporate selfie?Watch out for
Sustainability Reports becoming more selfiecized. If Ellen de Generes can do it, so can
you.
**********
 Actually, I had about another 325 words to complete this list. Including of course ICE
CREAM. But, in the interests of not boring - or frightening - everyone to death, I decided
to stop at 25. After all, FOCUS is also one of those words that didn't make the list above.
2015 here we come.....get your radar ready for a whole load of words....

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
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Reporting firm).  Need help writing YOUR Top Ten Report  in  2015? Contact  Elaine:
info@b-yond.biz
Posted by elaine at 12:57PM (+02:00)
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Our Year in 2014
Tuesday, December 30, 2014
2014 was a super-fun-busy year for my company, Beyond Business. We supported 9
clients in the development of GRI-based sustainability reports: 7 are G4-core reports, one
is G3 and one is not GRI based. In some cases, this included more extensive stakeholder
engagement and/or strategic development work with these great clients, the results of
which you can see in some of the reports.

We also continued to support the different and varied requirements of other new and
long-standing  clients  including  bench-marking  reports,  reports  analysis,  strategy
preparation  and  lectures  and  training  sessions  for  management  and  in-house
sustainability  teams.

In 2014, Elaine lectured or facilitated in sustainability events in 5 countries in addition to
our home base and also participated in an online debate about stakeholder engagement.
Elaine contributed chapters to two sustainability educational books published in 2014. We
continued  to  write  frank  sustainability  report  reviews  that  are  published  in  Ethical
Corporation  magazine  -  6  reviews  in  2014.

We have had an active year too on the CSR Reporting Blog with 66 posts excluding this
one (that's an average of 5.5 per month) covering hundreds of sustainability reports,
events, and general views on the transparency landscape. That brings the total CSR
Reporting Blog posts to 511. The most popular posts of all continue to be the annual Top
Ten Sustainability Report picks.

We have responded to numerous requests for advice and assistance from students of
sustainability or even fellow professionals or those aspiring to be. Through it all we have
tweeted far and wide, mostly about #sustainability, #CSR and #reports, bringing our total
tweets to 16,448 to 12,407 followers, at the time of writing.

Our community  involvement  primarily  took the form of  cash donations to  non-profit
organizations in the areas of women's empowerment and food-waste rescue, and our
team of four took a day in July to help pack food parcels that we purchased for needy
families.  We remain an environmentally  conscious company,  recycling pretty  much
everything and being carbon neutral since 2009, covering our modest GHG emissions
through purchasing offsets.
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 Alison, Gal and Iris of the Beyond Business team in 2014

Also in 2014, we created, with a little (lot of) help from design professionals, our first
sustainability video featuring Dr. Sustainability, and we launched our spanking brand new
website,  detailing the range of services we offer and the support  we can provide to
corporate clients, large and small. I'd love you to check it out! You never know, maybe
there is something we might be able to assist you with in 2015! If so, I'd love to hear from
you!

In the meantime, we are looking forward to 2015 and another fun-packed reporting year.
We hope you are too!

Happy New Year!

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Need help writing YOUR Top Ten Report  in  2015? Contact  Elaine:
info@b-yond.biz

Posted by elaine at 08:59PM (+02:00)
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Why the materiality matrix is useless
Sunday, December 28, 2014
2015 is a new year - Happy New Year to everyone! And as we close out 2014, I thought it
would be a good time to shake things up a little and get just a touch provocative. (Totally
out of character, haha). See, I have begun to be really irritated by useless materiality
matrices. I am looking forward to a year in 2015 where materiality drives strategy and
reporting in a profound way, and where we stop playing around with dots on a matrix just
because that's what seems to be the de rigeur of sustainability reporting.

One of the things that is going to have to get a whole lot better if companies are really
going to gain best value from a strategic sustainability approach is the way materiality is
considered, analyzed, developed and communicated, as well as, more importantly, used
as a basis to drive action. In many cases, it's near impossible to relate what are stated as
material issues to the way the company approaches its sustainability activities. The more
G4 reports  I  read,  the  more  materiality  matrices  I  look  at,  the  more  I  come to  the
conclusion  that,  by  and  large,  many  companies  are  just  missing  the  point.
This is probably not entirely intentional. Maybe many companies actually think they are
doing a good job of defining materiality. Spending time plotting little dots on a matrix and
moving them up or down a millimeter may actually be someone's idea of meaningful
strategic planning.  Maybe people think that's  how it's  supposed to be done. Maybe
companies look at their materiality matrices and give themselves a big slap on the back.
But actually, it's not being done well. It's not hitting the right spots. It's not generating the
leverage that is needed. Materiality, so far, as a concept, is not proving itself. It's a nice
buzz word, makes everyone feel good, sound intelligent and provides creative license to
draw pleasant graphs, charts and multicolor, even interactive, visuals, but it's not doing
what  it  intended  to  do.  This  is  clear  from  the  disconnect  we  are  still  finding  in
sustainability reports between what's supposedly material (because the matrix says so)
and what companies are actually doing (based on what's reported).
The basis for my comments is my personal review of many of the 500+ GRI G4-based
sustainability reports that have been published to date. I am referring to G4, because G4
places material impacts squarely at the center of the reporting approach. Not because it's
right for reporting. Because it's right for business. This is how GRI G4 defines materiality:

In G4 reporting, companies are required to list material aspects and provide disclosures
that show how an organization "identifies,  analyzes, and responds to its actual  and
potential material economic, environmental and social impacts". Performance indicators
supporting  material  aspects  are  designed  to  reflect  how  a  company  measures  its
performance in  relation to  those stated material  impacts.  While  I  know that  the G4
framework  is  not  always  100%  logical,  and  there  is,  in  many  cases,  a  rather
unfathomable connection between certain material Aspects in the framework and the
Performance Indicators that are designed to reflect those Aspects, the underlying issue is
whether companies are approaching materiality in a meaningful way. (Perhaps someone
might even be able to explain to me why G4 chose the very odd word Aspects and did
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not use the very clear word Impacts when making materiality the G4 engine driver). The
metrics, or indicators, can be adapted or developed to meet the need. The material
impacts should first drive what a company does or should do, and therefore measures,
and therefore reports. Creating a materiality matrix after you have done everything else is
not exactly going about things in the right way.

Let's think about what materiality really means in a sustainability context. It means the
material impacts IMPACTSIMPACTS on stakeholders.
These are things that material impacts are NOT (or not only):

• what's going to help us make more profit
• what our stakeholders mention in passing
• how we perform
• what we think is politically correct
• what everybody else is saying
• what's easiest to report
• what shows us up best
• what's in fashion
• what the lawyers tell us to say
• what we've always said
• what the assurers can count
• things we have data for
• an afterthought
• an easy option
• a buzz word
• a box to tick
• lip-service
• a way to appear as though we wrote a G4 Sustainability Report

Material impacts are:
• the way our business activities affect the lives of our stakeholders and our long-term

business viability
• the basis for creating a sustainable business strategy with relevant targets
• defined as the result of an analytical process that engages internal and external

stakeholders about what affects them and how
• the basis for creating sustainability communications including reporting
• specific to a business, a sector, a geography, an issue
• a catalyst for planning and action
• connected to a business's core social mission

 A few examples? Sure. Wizness recently published a free download benchmark of 50
materiality matrices across 5 industry sectors. Almost all of them have loads of little dots
carefully plotted on creatively designed squares, blocks and circles. Some of them have
so many dots you begin to wonder how on earth the company even recognizes the dots,
let alone creates a strategy to manage them. Whoever is selling dots is making a killing.
And the  relativity  between the  dots  is  often  just  incomprehensible.  Here  are  some
examples  from the  ones presented by  Wizness:
HK Exchanges and Clearing House 2013 Report
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You may be able to see, just about, that this company has loads and loads of dots, with
the top 16 prioritized as the most  material  issues/impacts,  supported by a detailed
stakeholder matrix of what affects whom. The top 9 issues all have the same degree of
importance to  stakeholders,  yet  they  are  all  at  different  coordinates  on  the  matrix.
Compliance with laws and regulations is only mediumly important to the business and to
stakeholders while compliance with laws concerning products and services hits the top
right box in the matrix. I wonder how these nine issues were plotted. What makes anti-
corruption so much more important than anti-competitive behavior? The report gives no
clue to how these issues were placed in the matrix. Their placement suggests that they
are not equally most material and that some are more most material than others. What
does this differentiation actually  mean? To me, it  suggests that  there is  a focus on
moving  dots  around  a  matrix  and  not  on  the  underlying  drivers  of  sustainability
performance. Notwithstanding the fact that the very act of defining a set of material
priorities is an important part of the process and should be encouraged.
Here is another example:

Pan American Silver Sustainability Report 2013

Wow. The entire 46 G4 material Aspects and Sector Disclosure Aspects all carefully
ticked or unticked and slotted into place on a matrix that it took me half an hour to work
out what's where. I wonder how long the plotting exercise took and how the little letters
on the matrix were locked into position. The color coding of the different categories
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makes it almost impossible to tell without detailed study what is actually most material for
this company. It looks to me like the top three - turquoise "a" is "local communities" as the
top issue, purple "c" is "occupational health and safety" one of the two runners-up and
blue "d" looks like child labor as the second runner up. Why are these issues more
important,  than, say, anti-corruption, which appears much lower on the list,  or labor
relations which is not material  at all?

In Pan Silver's report, there is a large section devoted to the most material Aspect, local
communities. It's about how Pan Silver, while doing its core business, is engaged with
local community projects to support economic and social development. A really fine array
of projects that I am sure are highly commendable and make a genuine difference to
local quality of life. But why is engaging with local community development projects the
most material impact of this company? What about the impacts generated through the
company's core business? What about materials use and ecological limits? Pan Silver
produced 26 million ounces of silver and 150 thousand ounces of gold in 2013. What
about water use in the mining sector? Total water withdrawn for Pan Silver in 2013 was
more than 42 million cubic meters, that's about 15,000 Olympic swimming pools. Not to
mention water discharge with potential toxic chemicals. Pan Silver has addressed these
issues in the report, but what makes them less important local community projects? Does
the materiality matrix indicate priority in allocation of the company's resources required to
address material impacts, suggesting that a higher priority received more attention, more
resources, more commitment? What I would really like to know from Pan Silver is its most
significant impacts on stakeholders. The top 5 or 10. I don't really care where they are on
a matrix. I don't really care about the tenth of a millimeter of space between the little
letters. Does anyone? I don't even believe it is possible to differentiate between the most
important material impacts at this level of detail. I am sure the process of thinking about
what is most important should have been beneficial. I suspect that the part where the
dots on the matrix slotted into place is simply a total waste of time.
And here is another example from The Hershey Company 2013 CSR Report.

Hershey's has defined the priority issues and they are all dealt with well in the company's
CSR report. It's great that out of a total of 25 issues, Hershey has selected ten that
represent the most important impacts. However, what makes food safety so much less
important than ethical sourcing? Why is child labor so much more important than GHG
emissions? Why is ethics more important than governance? And if philanthropy is so low
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on the matrix, both for stakeholders and for the company, then what's it even doing on
the matrix? Isn't that just a waste of energy, deciding where to put the philanthropy dot?
And if the currency is dots, is philanthropy the only dot that is loooooooow priority? I
could think of a whole load of additional issues that might have come up in a materiality
discussion that are not on this matrix. The point is, selection of the top ten prioirities is
great. Using these materiality priorities to define strategy is fantastic, and structuring your
reporting around these material priorities is brilliant. Hershey does this fairly well.

But taking that to the point of plotting dots on a useless matrix is what I don't understand.
Especially if no-one explains why these dots are where they are.
The GRI G4 guidelines does not require the presentation of material Aspects in a matrix.
The reporting disclosure is:

 The  G4  guidance  for  determining  what  is  material  makes  reference  to  defining
thresholds for materiality and defining and documenting how the thresholds have been
defined. The guidance also offers a matrix for presentation of material issues. But this is
guidance... it's not a G4 requirement. In general, the companies that present materiality
matrices define why issues are material but they do not make reference to the relative
material priority of each dot on the matrix. So why bother with a matrix. Why not simply
do what is asked: give a list.

Materiality  and its  importance were  recently  addressed by  think-tank  advisory  firm
SustainAbility.
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SustainAbility published an excellent paper on transparency and its use as a driver for
improved performance. SustainAbility says: "Most companies are not gaining the value
commensurate with the resources spent on reporting." This is a proposition that I wholly
agree with, for many reasons. (Haha - you can see that from my red text). SustainAbility's
response to this is to use materiality to drive the rest.

The SustainAbility  paper provides two examples of  materiality  presented in reports:
PG&E and Fibria.
The PG&E Sustainability Report for 2013 presents a materiality matrix in a pretty familiar
way - using dots. (SustainAbility helped PG&E create this matrix.) It has an element not
usually found in materiality matrices: the addition of arrows showing the interrelation of
issues. The online presentation of the matrix is interactive - when you click on an issue, it
turns blue and a number of little orange dots show up connecting things to the blue dot,
as in the version shown below. No connection between Public Safety and Employee
Engagement, for example. Seems rather odd to me. However, SustainAbility writes in
their report that highlighting interconnectivity between issues "provided insight into how
PG&E might approach issues in a more integrated way." Intuitively, that sounds sensible
to me. Although, if I were to be truly provocative, I would say that pretty much everything
is connected to pretty much everything.
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In the PG&E matrix, however, we again we have a nicely arranged set of dots. It is not
clear, based on the description of the process, what criteria were used to actually decide
where each dot should be carefully placed. On what basis do you assess the scale of
business  impact?  Is  this  an  opinion  based  assessment  or  a  fact-based  analysis?
Interestingly, PG&E states that: "PG&E’s materiality assessment identified 18 issues.
Every issue is material to PG&E’s long-term sustainability, regardless of its placement on
the matrix." Sounds to me that there is no need for a matrix. The real value of the process
was the engagement benefit. See this quote from the Corporate Sustainability Director.

The Fibria 2013 Sustainability Report, on the other hand, uses the list method. Isn't this
super-clear?  Ten key  issues,  all  equally  important,  all  top  priority.  Businesses  are
complex  things.  It's  OK to  have more  than one top  priority.
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For those of you who like a little more detail and to know where things fit, Fibria provides
an infographic:

However, the plain, no-dots list of material issues, and its use in defining strategy and
reporting is.... for me.. the way to go. I like the list. I don't like the meaningless matrix.

In addition to the list of top priorities, for completeness, companies may also select to
indicate other topics that are on the radar, but not considered to be most material. This
could be another (not too long) list. All attempts at creating flurries of dots is simply a
waste of energy.

So here's to a great 2015 and clear, focused, material reporting.
Down with the matrix.
Up with the list.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
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business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Need help writing YOUR Top Ten Report  in  2015? Contact  Elaine:
info@b-yond.biz
Posted by elaine at 10:38PM (+02:00)

Comments
1. Re: Why the materiality matrix is useless

- JordiMorrsRibera December 30, 2014

From years ago I have been an enthusiastic and big fan of the use of materiality matrix,
and I also consider that is a top-priority to review the misusing of such tool. I express my
thankfulness for your post.

2. Re: Why the materiality matrix is useless

- AntonioJIbezGarca January 03, 2015

I like your post because I do not really understand the meaning of a matrix and I think
that your way is has to be the way to do sustainability reports.
But a little correction, there is a connection between Public Safety and Employee
Engagement in the PG&E matrix. But only if you click on Employee Engagement.
Anyway, your post was great.

3. Re: Why the materiality matrix is useless

- Anonymous January 06, 2015

I agree with Marjella on the following points:
• Many companies are missing the point. Why? Because GRI assumed fundamental
knowledge of sustainability among reporters and did not provide that needed training or
even a reference in the guidelines. GRI’s Guidelines assume people understand
sustainability and how sustainability reporting will lead them to it. This is a major
oversight. Also, corporations have their own value systems and those systems have
(usually) never recognized the diverse values inherent in the concept of sustainability.
(That’s a major reason why we got into our current dire situation… right?)
• Impacts should be more central to an organization’s analysis of materiality. It is easier
to think first of impacts and then categorize them into aspect (topic) groups.

Answer to Aspect question:
• Impacts are not always easy to identify or relate to organizational operations. They
often have multiple causes. Using standardized aspects makes the analysis of
materiality systematic and requires reporters to methodically (we hope) evaluate all
aspects and then study the impacts related to their most material aspects.
• In developing the GRI Guidelines, ISO 14000 was consulted and the aspect/impact
combination is standard for environmental management systems (EMS).
• Aspects are better for data comparisons (between organizations) as well as for
classifying impacts
• Not all sustainability topics are part of the guidelines, aspects are defined as part of the
guidelines (vs. topics)

Other Comments:
• The materiality matrix is not useless; users just need to learn why it is important and
how to use it to determine materiality.
• Your call to use a simple list instead of the graph reminds me of the debate over
Application Levels. I don’t think the tool is at fault; it is the guidance on use of the tool
that needs the work.
• Per G4, materiality is defined by objective (& subjective) analysis of two main variables:
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“stakeholder influence” and “impact significance”. Both are important, not just
stakeholder’s views. Stakeholders often know nothing about sustainability. If you
marginalize impact significance, you have taken the sustainability out of sustainability
reporting!
• Your list "Material impacts are:" is stakeholder-centric!……You need to add the x-axis
of the prioritization graph… (Sustainability) Impact Significance!

4. Re: Why the materiality matrix is useless

- elaine January 06, 2015

Thank you Jordi, Antonio and Anonymous! for reading and for your comments.

Antionio - thanks for the insight,  I will look again!

Anonymous - great insights on the G4 guidelines and defining aspects. Thank you! Re
the matrix - I don't suggest we marginalize impact significance - I just do not find
evidence in most of the materiality matrices that I view of a clear process for defining
what's most significant (relativity of material significance)and what that actually means
for the company. Small differences in positioning on the matrix do not appear to me to
add value. In another discussion, I made the comparison  - you can be pregnant with
quadruplets or quintets... they are all equally important. There is a point at which
something has a MOST MATERIAL IMPACT. Once that's defined, for the top 5 - 10 or
so issues, I see no value in trying to prioritize among them. Companies need to deal with
all with equal attention. The Application Level debate was another issue altogether.
Ultimately, what's an impact? It's an impact on stakeholders. Therefore, the two axes are
not necessary - impact and stakeholder influence to me sooner or later boil down to the
same thing. How can they not ?

5. Re: Why the materiality matrix is useless

- Anonymous January 06, 2015

Sustainability impact significance (x-axis of G4 prioritization graph) and stakeholder
influence (y-axis) do not boil down to the same thing because they aren't the same thing.
A sustainability impact is not only an impact on "stakeholders" (aka "people"), it often is
an impact on the biophysical environment (i.e. ecosystems) and the other species living
on planet Earth. Every "stakeholder" list you look at is comprised of subgroups of one
species...human beings. Sustainability is not anthropocentric. It is an effort to overcome
anthropocentrism. Sustainability for businesses and other human organizations is not
only about the sustainability of the organization. Maybe you are assuming that there are
human stakeholders adequately representing the interests of the biosphere, including
other species? If that were the case, how did we get into our current predicament? After
spending decades trying to protect the natural environment, I can assure you that
assumption is not valid. Keep the prioritization graph & teach your clients how to use it...
or risk taking the sustainability out of sustainability reporting.

6. Re: Why the materiality matrix is useless

- elaine January 07, 2015

Hi anonymous... thanks for the discussion and for challenging my thinking. My point is
about how things are prioritized. The x axis is about sustainability impacts (economic,
social or environmental) "that influence an organization's ability to deliver on its vision
and strategy"(GRI) i.e. this is not sustainability in a vacuum. It is about sustainability
issues that prevent the business succeeding long term. The y axis is about what
influences the way stakeholders react to the business and the decisions they make. I
guess I do make an assumption that stakeholders include those who speak for the
environment. My point about the matrix is that it sort of drives us to an either/or kind of
thought process...it makes us choose one thing over another. If A is most important
overall, then B is not most important. My point is that in many cases, A, B, C, D and E
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may all be most important. A,B,C,D and E may be highest on either axis or on both.
What I don't get today is how companies are making this prioritization. How do you
define the extent of an impact in such great detail relative to another, and how do you
prioritize the reasonable expectations and interests of stakeholders of one group over
another group, or one issue relative to another. Is the x axis equal to the y axis in terms
of importance? I see little evidence of structured methodologies employed here. Rather
than encourage reporters to get into a philosophical debate about where the dots should
be on the matrix, I find that it is equally as effective to create a shortlist of the most
important issues developed through engagement and analysis, where impact on the
business and impact on stakeholders are identified as most critical on one or both axes.
However, I respect that your different opinion!

7. Re: Why the materiality matrix is useless

- crminusedit January 27, 2015

Dear Elaine,

reading your post with great interest, I developed a hypothesis on why detailed
materiality matrices are so often (mis-)used. It's not only the whish to impress with a
seemingly scientific evaluation, but also the attempt to play off most relevant topics
against each other. In consequence the reporting corporation can explain, why 'most'
most material issues justify for more action and expenses than other. This means it is
easier to explain, why many issues cannot be addressed adequately. I believe that this
motivation is driven by a limited perception of sustainable economic behaviour and fails
to meet the idea of a sustainable business case, that inplies an integrated management
of many different aspects. I hope that this hypothesis, even if not verifyable, my drive
your line of thoughts a little further.

Björg
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The TOP TEN Sustainability Reports of 2014
Friday, December 26, 2014
Another  year-end,  another  excruciating task picking out  my Top Ten Sustainability
Reports  for  2014.  It's  excruciating  because narrowing my selection  down to  ten  is
probably the hardest thing I  do on the CSR Reporting Blog each year.  I  am always
tempted to go to 15, or 20, or 25... but then I think that tradition has its advantages and I
have been picking Top Tens now for several years... 2010, 2011, 2012 and 2013. These
are always the most popular posts of the year and get thousands and thousands of
views. So why change a winning formula? Nevertheless, this year was particularly tough.
There really are some great reports out there.
My selection is always based on reports that cross my radar throughout the year, not a
scientific or strict methodical evaluation of the report quality. Some of them have already
featured in different blog posts. I try to select a cross-section of companies, sectors and
countries, rather than selecting the big names in reporting that generally pick up reporting
awards around the world. However, as I have done for the past few years, I use the
AIMMODEL as I consider the reports that I find worthy of mention. Each report adds
value in its own way, and each report is evidence of progress. Therefore, in mentioning a
mere ten reports of the thousands that were published in 2014, I continue to do reporting
somewhat of an injustice. On the other hand, highlighting these ten reports and their
unique elements may provide insights and inspiration for new reporters, or potentially
better reporters. In any event, this is always a post I find both challenging and fun all at
the same time.
Here is a quick reminder of my AIM MODEL:

Authenticity:  I  look for  whether  the company has reported in  an honest  way,  using
stakeholder  voices  to  supplement  performance  data.  Authenticity  for  me  includes
balance, accuracy and completeness. I  look for targets and progress against stated
targets. Materiality: I look for whether the company has clearly defined the most important
issues for the company and its stakeholders and described the way in which those issues
have been identified and prioritized. Reporting materiality should also include a certain
amount of contextual information which can assist us in understanding the issues and
why they are material. Impacts: I look for whether the company identified impacts rather
than just presenting a shopping list of activities. This means discussing the outcomes of
what was achieved. The outcomes are the achievements (impacts), not the activities.
This is by far the most difficult thing for companies to address and very few do it well.
And, in alpha order by company name, my Top Ten pick for 2014 includes larger and
smaller companies, companies reporting for the first time, companies using the GRI
framework at G3 or G4, and companies not using any framework, from all corners of the
world and from a range of business sectors.

1. ArcelorMittal Corporate Responsibility Report 2013
2. DS Smith Sustainability Report 2014
3. Globant Sustainability Report 2013
4. Impahla Integrated Annual Report 2014
5. Kathmandu Sustainability Report 2014
6. Olam Corporate Responsibility and Sustainability Report 2014
7. Simple Green Sustainability Report 2014
8. Telekom Austria Sustainability Report 2013/2014
9. Tiffany & Co. Corporate Responsibility Report 2013

10. Wipro Sustainability Report 2013-2013
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And now for the detail:
ArcelorMittal Corporate Responsibility Report 2013 GRI G3.1, Application Level B+, 7th
report

There's something about the consistency and intelligence of ArcelorMittal's reporting that
makes it a reporting winner for me this year. ArcelorMittal's global sustainability report is
no design extravaganza and you won't find any spectacular graphic elements or sweet
photos of kids holding up the world on steel girders. But you will find a carefully crafted,
well-written and balanced account of  the company's impacts across its value chain,
supported by clearly  presented performance against  targets  and future  plans,  with
considered material focus. A selection of short case studies supplement the narrative.

One of the things that has always impressed me about this company is its commitment,
not  only  to  global  reporting,  but  also to  local  engagement.  This  year,  the company
published 15 local reports in different markets, each a report in its own right and not a
copy-paste translation of the global report (although there is a shared overall strategy
framework).
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In fact, ArcelorMittal is deepening its local stakeholder engagement efforts, with a plan for
engagement at "each and every" ArcelorMittal  site.  There is a compact stakeholder
overview in the global report.

The global  report  follows a familiar  structure framed around ArcelorMittal's  strategy
covering: investing in people, making steel more sustainable, enriching communities and
transparent  governance.  In each section,  progress is  noted and relevant  context  is
provided in each area.  This aligns with the material  focus of  ArcelorMittal.

The  material  issues  were  developed  in  a  process  involving  internal  and  external
stakeholders.  The top six issues are all  direct  impacts of  ArcelorMittal's  operations.
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I wonder if the broader issues relating to the contribution of steel to society and the way
steel consumption over time is changing may be equally important. This is addressed by
ArcelorMittal in its reporting - I wonder if the materiality process employed was broad
enough to include the full value chain impacts of steel-making as well as a focus on the
operational impacts of the company. Something for ArcelorMittal to consider in future.
However, this does not detract from the fact that this report is well done and fits the
aspirational AIM model very well.
For web-users, ArcelorMittal offers an online interactive infographic this year which is fun
to explore.

.
DS Smith Sustainability Report 2014 Not GRI, 44 pages, 1st report

This is DS Smith's first report and it is swimming against the tide a little (in a way that I
find encouraging!).  The company says:  "We have previously  included a section on
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corporate responsibility  within our Annual Report,  which was aimed primarily at  the
financial community, but as our company continues to grow, we now want to broaden our
reporting and reach a wider audience." Well, now, it's broadened. I have never noticed
any of DS Smith's annual reports but I have noticed this Sustainability Report, and now,
you have too!

DS Smith employs more than 21,500 people worldwide, in over 250 facilities across four
continents,  supplying  four  main  products  and  services:  packaging  solutions,
containerboard papers for the packaging industry, recycling operations and supply of
flexible packaging and dispensing products.

There are several things I like about DH Smith's first report:

First,  although  it  is  not  a  GRI-base  report,  DH  Smith  has  followed  a  materiality
assessment process, defined material issues and clearly linked the report content to
what's material.

 The company explains its targets in different sustainability performance areas and links
them to corporate values in an innovative presentation.

128



The CSR Reporting Blog Book 2014 and (most of ) 2015

DS Smith's report includes case studies demonstrating performance and a statement of
outcome. This is unlike many case studies in most of the reports that I read that simply
describe a nice activity without telling us what kind of a difference it made.

DH Smith's report also includes external stakeholder voices and insights throughout the
report,  demonstrating  a  level  of  engagement  in  practice  and  an  outward  focus  on
stakeholders.

All in all, a very readable, interesting and AIM-worthy first report.

Globant Sustainability Report 2013 GRI G4 core, 49 pages, 3rd report

Reports from Latin America are generally quite colorful and this one from Globant in
Argentina  is  characterized  by  bright  design  that  makes  reading  this  report  fun.
Sustainability is serious but it's also optimistic, energizing, aspirational and more. So
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many Sustainability Reports are soooooooooooooo serious, sooooooooooooooo tedious
and sooooooooooooooooooooo straight-laced that it's no surprise that people moan and
groan about how boring they are. Fun reports reflect a fun state-of-mind and it's catching.
Globant's report combines this with good transparency and narrative in this G4 core
report.

Globant's  business  is  about  developing  innovative  software  solutions  for  global
audiences, headquartered in Argentina with offices around the world, employing more
than 3,200 peopple. WPP, the large communication service group, acquired 20% of
Globant at the end of 2012.
Globant's material issues, although appearing right at the end of the report, are clearly
(and colorfully) stated. Globant reports on 16 material  Aspects and 21 performance
indicators, demonstrating considered selection and focus of disclosure.

Each report section follows a similar structure : approach, management and performance
narrative, supported by performance indicators and case studies as relevant. Globant
provides data for three years, which is good practice.
Although this report  does not  contain any external  stakeholder voices,  much of  the
narrative is outward looking, referring to impacts on stakeholders and impacts in markets
and communities, with stakeholder engagement key players and headlines of their input.
In future, it might be nice to see some (colorful) commentary from Globant's stakeholders.
In the meantime, a respectable, credible and fun AIM-type report from Buenos Aires.

Impahla Integrated Annual Report 2014 GRI G4 referenced, 68 pages, 7th report
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By now, if you are a regular CSR Reporting Blog follower, you are probably thinking that I
take a commission or something from Impahla, as the Impahla report has featured in my
top ten in all but one year, and that was probably only because in 2011, I decided not to
pick the same companies as 2010. However,  Impahla's reporting is  so consistently
outstanding that it's not right to discount them because they already reached the top. No,
I don't get a commission, kickback or reward of any sort from Impahla. I just think the
company is great, with inspiring leadership and totally triple-ice-cream-worthy reporting.
Even before we look at the content of this report of this SME company with around 400
employees, just look at the way employees are honored in this report (there are three
pages, I show just one of them below):

Of course, not every global company with hundreds of thousands of employees can
included a thumbnail of every single employee .... but more than the pictures themselves,
this tribute to employees is a rare demonstration of the true appreciation this privately-
owned, forward-thinking award-winning sports apparel company has for every individual.
Including all employees in Impahla's annual report has become something of a signature
style for this company. That's part of the reason that Impahla is special. The other part is
the  founder-leader,  William  Hughes,  a  modest  Kenyan-born  businessman  whose
visionary insight and trust-based actions have shaped Impahla into a successful and
sustainable business. William writes in his introduction to this 2014 report that it is written
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as much "for ourselves" as for external stakeholders, which I believe would be a good
approach for many companies to adopt.
The report is neatly put together, smacks of professionalism and attention to detail, and is
a true celebration of employees throughout the narrative. Material issues are described
over a couple of pages, and page references guide you to the detailed disclosures.

Results are shared with no holes barred - both the good and the challenging.

 A case study here or there adds a little color.

If there is one suggestion I might make to Impahla for future reporting, it would be to give
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some external stakeholders a voice. Impahla is a business rooted in the local community,
a dedicated supplier to the great PUMA, a significant local employer .... while Impahla
tells its story extremely well, the affirmation of external voices would help amplify and
reinforce the credibility of Impahla's reporting. However, in my view, Impahla's reporting
has been consistently AIMful over several years and I believe, will continue to be so.

Kathmandu Sustainability Report 2014 GRI G4 core, 63 pages, 3rd report

They say you should never judge a book by its cover. I say you should never judge a
Sustainability Report by its photos. But some reports have photos that are just too great
to pass over without comment. So it is with Kathmandu. Kathmandu is a leading retailer
of outdoor clothing and equipment with 146 stores in Australia and New Zealand and 4 in
the UK. The company employs just over 2,000 people. This is Kathmandu's third report.
Here are some of the photos.
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Although I would have like to have seen a slightly more direct link between material
issues and performance indicators reported, Kathmandu works well with the GRI G4
framework in a focused 32 page report, covering its stated material issues.

An overarching issue for any apparel manufacturer is always supply chain management.
Kathmandu deals with this well,  with full  description of the company's approach and
strong relationship with a key supplier,  while admitting that,  at  the other end of  the
spectrum,"we acknowledge that we have suppliers who are not achieving high standards
and we are striving to  increase awareness and assist  them to  build  capacity."  The
challenges are by no means simple and Kathmandu transparently related an incidence of
child labor in a new proposed factory as a young girl aged 15 had falsified her age and an
older relative had provided verification. Kathmandu details its approach to instances of
this  nature  -  things,  I  suspect,  that  plague  every  manufacture  using  outsourced
operations.  Kathmandu's  report  also  provides  short  case studies  and outcomes of
environmental  activities  in  a  way that  is  easy  for  us  to  understand.
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 As short, focused, materially relevant reports go, Kathmandu is definitely on the AIM
scale.

Olam Corporate Responsibility and Sustainability Report 2014 GRI G3.1, Application
Level C, 58 pages, 7th report

Olam International is a leading agri-business operating from seed to shelf in 65 countries,
supplying food and industrial raw materials to over 13,800 customers worldwide with a
team of 23,000 employees. Key raw materials supplied include cocoa, coffee, cashew,
rice and cotton. Olam apparently means "transcending boundaries" - though I am not
sure in which language - and this theme comes through in Olam's reporting. Taking a
landscape view of the overall value chain is a good place to start.

Olam's 2014 report is a simple GRI G3 Application Level C affair. Or so it seems. In
reality, it's an exceptionally cleverly written and designed, compact account of how Olam
is making a difference in 7 key sustainability focus areas, presented as case studies in
the report and exemplifying Olam's holistic sustainability approach.

135



The CSR Reporting Blog Book 2014 and (most of ) 2015

 In each section, we are provoded with relevant context, Olam's actions, connections to
other parts of the value chain and outcomes.

The narrative is short but the message gets through. Definitely Olam has AIMed for an
impressive report, demonstrating equally impressive performance.

Simple Green Sustainability Report 2014 GRI G4 core, 55 pages, 1st report

Simple Green is  the brand of  Sunshine Makers,  a  privately-owned family  company
founded over 39 ago by the father of Bruce FaBrizio who runs the company today. The
company developed a biodegradable, not-toxic, non-flammable, non-abrasive cleaning
formula  and  now  sells  environmentally  friendly  cleaning  products  in  41  countries,
manufactured in 11 facilities worldwide. Sunshine Makers employs 59 people directly and
works with a network of partners for distribution. Sunshine Makers also founded EGBAR
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(“Everything’s Gonna Be All Right”), a non-profit foundation for environmental education
and community improvement projects. I reviewed Simple Green's inaugural 2014 report
on my recent post about U.S. first-time G4 reporters.
Simple Green does a nice job of reporting for the first time and using the G4 framework,
two achievements rolled into one. As the name of the brand, so the report. It's simple,
and it's green. The report takes a value chain approach and uses material issues to drive
the reporting content.

The company covers its key sustainability risks in a transparent way over several pages
of the report.

External stakeholder voices are represented also throughout the report.

A very greenly AIMified report.

Telekom Austria Sustainability Report 2013/2014 GRI G4 comprehensive, 92 pages, 12th
report
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 Telekom Austria is the largest telecommunications company in Austria serving many
countries in central  and eastern Europe with products and services including voice
telephony, broadband internet, multimedia services, data and IT solutions. The total
group has more than 16,000 employees serving around 23 million customers. I reviewed
Telekom Austria's Sustainability Report earlier this year in a post on the CSR Reporting
Blog.  As  I  mentioned  in  that  post,  Telekom  Austria  has  a  history  of  consistently
fascinating and creative reports that reflect an authentic consideration of sustainability
issues  that  are  embedded  in  the  way  the  company  does  business.  As  a  G4
comprehensive report, this 2013 edition covers a lot of ground in its 92 pages. Materiality
drives this report:

An interesting thing about Telekom Austrian's report, as I wrote earlier this year, is the
use of external insights to raise critical reporting questions and perspectives. This is a
report that you read to help you think about issues, not just learn about the performance
of a specific company.
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 Telekom Austria also presents performance in a clear way, showing both continuity and
intent.

Overall, AIMworthy performance and reporting from Telekom Austria.
Tiffany & Co. Corporate Responsibility Report 2013 GRI G4 core, 55 pages, 4th report

I blogged about Tiffany and Co's 2012 Report during 2014, and this one is even more
sparkling than the last. Not only because of all the spectacular diamonds.
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Tiffany's report is as elegant in narrative style as it is in design. The story of diamonds is
well told, with responsible mining, as you might have guessed, being the number one
issue that is addressed comprehensively in this report. Tiffany has adopted a leadership
approach in its own operations and in the sector over many years.

What I like about Tiffany's reporting is the detail provided regarding sourcing of different
raw materials, many of which have been controversial at some point and/or remain so
today. Tiffany explains its sourcing, auditing and traceability processes, and its corporate
position for each.

A full set of focus areas is included in the report - following a materiality assessment -
although it is not clear to what extent specific engagement with stakeholders shaped this
approach, or whether it was the result of internal analysis of trends, issues and analysis.
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Tiffany's 2013 report is, I believe, an AIM-driven report.

Wipro Sustainability Report 2013-2013 Not GRI (GRI referenced), 6th report, online with
106 page download

Wipro Limited is a global leader in providing IT Services, Outsourced R&D, Infrastructure
Services, Business Process Services and Business Consulting. Wipro has a workforce of
over 140,000 employees and serves over 950 clients across 57 countries.

Wipro's 2012-2013 Sustainability Report is not just a report, it's an entire education.
Telling the story  of  the migration patterns of  butterflies on journeys which includes
Wipro's biodiversity-friendly designed campus in Bangalore, Wipro likens the path of
sustainability to their butterfllies' journey - transformation, tenacity and endurance. "The
sustainability journey is similar and progress happens in small and often invisible steps.
We think that every such step, every movement forward is important . Eventually the
actions and thoughts of the many will add up to a critical gestalt, a point of significant
inflection.  The  butterfly’s  journey  symbolizes  a  spirit  of  commitment  to  its  future
generations in the face of severe odds. It is to this spirit that our sustainability report this
year is dedicated." That's probably the most inspiring sustainability report opener that I
have seen this year, or even ever. It's a fabulous story, not plucked only out of Wipro's
imagination, but an example of a sort of miraclulous and uplifting event that touched the
hearts of the Wipro folks. It's really nice. You should read the butterflies' story.
But that's not all. Wipro's sustainability report is also a reading list. It seeks not only to
inform but to educate, commemorate and inspire.
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With excerpts from classics that represent the landmarks of the sustainability movement,
beautifully  designed, this report  is  an entire Environmental  Sustainability  Education
Program.

But don't  get distracted by Wipro's creativity and respect for the great sustainability
thinkers of our time. Wipro apparently has some sustainability thinkers of its own. The
report is well constructed, referencing, not conforming, to GRI, but nonetheless, applying
a material core. Not one, but two. Wipro splits its materiality analysis into two - actually,
this  is  an  interesting  approach  -  and  present  smaterial  issues  for  both  econo-
environmental  and  social  aspects.

142



The CSR Reporting Blog Book 2014 and (most of ) 2015

 Wipro's report contains an overview of business and sustainability megaforces that
provides important context and perspective. This is under the theme of the Sustainability
Mobius.

I am not sure if I should be embarrassed to admit that I had no idea what a mobius is.
How many people know that? Anyway, now I know that it's something that usually looks
like this:

And I also know why it's relevant: "..... complex, interrelated issues and our fragmented
and siloed societal structures have largely been incapable of responding to these with a
greater sense of urgency. The lines are blurring between all  the stakeholders,  their
interests and business – with no clear start and end points much like the mobius strip."
Wipro presents achievements in the reporting year and objectives for the future - mainly
qualitative but some quantitative targets. It's all very clear and very orderly and very
meticulously done. If there were to be one suggestion I would make to Wipro for future
reporting, it would be to raise the bar a little beyond operational activities in favor of
greater emphasis on external impacts and contribution through core business accounting
for the transformational change the company drives in society at different levels. Even so,
this report has AIMed for much more than a report,  and it's an absolutely deserving
member of the 2014 Top Ten club.
***************
 I hope you enjoyed this overview and that you have met some reports that you hadn't
seen before.  I  hope these reports  bring inspiration for  other  reporters.  Using these
reporting ideas is never quite as simple as copy-pasting, because every company has a
unique message, style and tone. However, some of the Top Ten reports may help you
look at things in a different way as you undertake your first, or next, reporting cycle in
2015. Good luck!
NB:As usual, to be fair, I did not include reports that I have worked on or from other
clients or affiliate or parent companies. If I were to do that, I wouldn't have room for any
other  reports  ha-ha.  But  it  also  shows you how magnanimous we are  on  the  CSR
Reporting Blog :)) Gotta give 'n take a little in life, right? For reports I have worked on in
2014, see the Beyond Business (new improved) website.

Happy Reporting in 2015, everyone!
Here's to the next Top Ten.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
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Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Need help writing YOUR Top Ten Report  in  2015? Contact  Elaine:
info@b-yond.biz
Posted by elaine at 07:13AM (+02:00)
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Delivering sustainability to 29 million addresses
Tuesday, December 23, 2014
Henry VIII ordered the creation of the first national postal service in the UK, which began
in  1516 and was called 'The King’s  Posts'.  A  few things have changed since then,
including the name of the UK postal service as well as the number of people using it.
Today, Royal Mail is the UK’s designated Universal Postal Service Provider and the only
company that has the capability to deliver a ‘one-price-goes-anywhere’, six-days-a-week
service for a range of letters and parcels to more than 29 million addresses across the
UK. General Logistics Systems (GLS) is the Royal Mail's European parcels business with
one of the largest parcel delivery networks in Europe handling more than 404 million
parcels in 2013-2014. In October 2013, Royal Mail successfully floated on the London
Stock Exchange and was subsequently admitted into the FTSE 100. More than 700,000
members of  the public bought shares in Royal  Mail.  Royal  Mail  employs more than
160,000 people across the group, making it one of Britain's largest employers. One in
every 200 people working in the UK is employed by Royal Mail.

Royal Mail's (GRI B+) twelfth annual Corporate Responsibility Report for 2013-2014 is 94
pages short, and follows a stakeholder-centric format demonstrating responsibility to
different stakeholder groups in turn. At the heart of this is a materiality assessment that
was concluded with a range of stakeholders in a process that is nicely detailed in the
report.
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The report includes a clearly presented summary of key achievements in the reporting
year, "areas to strengthen", and objectives for the coming year. Achievements include
improvement in customer satisfaction, stronger employee safety performance, employing
people with disabilities, raising £2 million for Prostate Cancer UK charity and reducing
GHG emissions, water consumption and waste to landfill. A small but significant example
of environmental culture change for resource conservation is the fact that Royal Mail
uses 15% fewer rubber bands than in 2010-2011. Sounds like a small detail, but it's all
about the daily practice of thousands of people every day.

At the fourth annual Smarter Sustainability Reporting Conference in London on 24th
February 2015, we will be hearing from the Group Director of Safety, Health, Wellbeing &
Sustainability at Royal Mail Group, Shaun Davis. Shaun joined Royal Mail in 2012, and
prior to that, he worked in the construction and waste management sectors. I took the
opportunity to have a little chat with Shaun ahead of the conference.

ME: How did you get started at the Royal Mail?
SHAUN: Originally, I went to university in order to become a teacher. Later, I realized
didn't  want  to  teach,  it  didn't  really  feel  like  my  vocation.  I  was  happy  to  have  an
opportunity to use my teaching qualifications in a safety and health consultancy and it
was there that I got involved in the environmental and sustainability world. As part of my
ongoing learning in this field, I enrolled for the WWF ‘One Planet' sustainability-focused
Master Degree in Business Administration (MBA). I felt this would give me a stronger
basis to have conversations with business leaders in a way they would understand. It
was really, really useful. I have been with Royal Mail for 2.5 years now and it's a truly
exciting place to be.

ME: What have you achieved in 2.5 years?
SHAUN: The Royal Mail is a really large organization, it takes several months just to find
your way around and get to know what the key issues are. But I think the main thing I can
be proud of  so far  is  making the safety  team a multi-disciplined team.  We have to
understand that each business has many different elements, and there's a lot of mileage
in integration. Upskilling my team in the area of health and environment and interacting
with all parts of the business has been significant progress. We have a service-oriented
approach. Our roles only exists as long as there is a business to support, and the service
we provide must support the business and not hinder it.
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ME: Got an example?
SHAUN: One of the biggest areas of impact, risk and opportunity is energy efficiency. We
operate many processing plants for letters and parcels, and we are delivering mail to 29
million addresses six days a week. We have a massive transportation infrastructure and
one of  the biggest fleet  operations in the UK. We have focused on energy and fuel
efficiency  as  a  key  priority.  Our  vehicles  have  in-cab  enhancements  using  new
technologies to ensure efficient fuel consumption and we have provided drivers with fuel-
efficiency driving training. Because, in such a large organization, things take time, you
have to realize you can't do everything at once. You have to focus on the things that
make a difference in different areas of work. We do not design broad scale programs for
the entire organization. We prefer to work on an issue by issue basis, addressing the
needs as and where they are identified. It means we have to be very clear about both the
business and the sustainability connection in order to make the right selection of priorities
and allocate resources appropriately.

ME: What are your views on sustainability reporting?
SHAUN: Our CSR team pulls the report together. I provide relevant input from my area. I
think reporting should be forward looking as well as providing historical information. A
report should be easy to read and you should be able to get an overview of what the
organization does as a whole – a sort of a dashboard view of a company. An interesting
point, for example, if you look at Royal Mail and its business value proposition, is that we
have a challenging few years ahead. The letter market is declining. Online interactions
have taken over the traditional letter market. We need to be considering how our value
proposition is changing and how our business will look in the next ten years. We employ
around 150,000 people in the UK so we need to have answers to these questions. It's a
big responsibility.

ME: Are consumers interested?
SHAUN: We have some brilliant customers, including large scale corporate customers.
Some members of the public take an interest, but mainly, it is our shareholders who need
our report  to review our performance and inform their  stakeholders about their  own
performance and make business decisions. We are a recognizable, respected brand in
the community, people look to us to give them a sense of security. They want us to be
looking after their interests. In general, they are not looking for our sustainability report,
but for the way we deal with them on a daily basis. We are seen as an iconic brand that
has a big impact in the community. For some elderly people, the postman might be only
the personal interaction they have on a daily basis. For others, a postman in the area
might have a broader safety and security benefits, for example, when there are floods or
snow, or other reasons that people are housebound in rural areas, the postman may be
the one who comes around every day and keeps an eye on things, making sure that
people are ok. This may not be in their job description, but there is a natural relationship
that builds up in different local communities that prevents people from becoming totally
isolated. This is part of the social value we bring, in addition to the major economic
contribution we make to  the UK economy,  and it's  what  our  consumers notice and
appreciate.

****
I hope you'll consider joining us in London in February, to engage with, in addition to
Shaun, a fabulous line-up, including:

• Mardi McBrien, Climate Disclosure Standards Board (CDSB)
• Crystal Crawford, Liberty Global
• Paul Toyne, Balfour Beatty (see my chat with Paul here)
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• Simon Howard, UK Sustainable Investment & Finance Association (UKSIF)
• Nelmara Arbex, Global Reporting Initiative (GRI)
• Katie Buchanan, Virgin Media
• Irene Jakobi, Sustainability Manager, Telekom Austria
• Neil Barrett, Sodexo (see my chat with Neil here)
• Louise Tyson, BP
• Sarah Grey, International Integrated Reporting Council (IIRC)
• Megan Mitrevski Dale, Coca-Cola Enterprises

 See you there?

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 07:59AM (+02:00)
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Holiday Wishes
Monday, December 22, 2014
As usual, around this time of year, the #CSR Reporting Blog wishes all  its followers
"Happy Holidays". I think I said it best last year which I quoted from the year before. We
love to recycle on the CSR Reporting Blog. Here goes. Again.
This is a time to reflect on the joys of life and the joys of publishing Sustainability Reports.
A time to be merry and indicator-driven. This is a time to eat well and edit well, engage
with friends and dialogue with all stakeholders, think about what's important to you and
call it  material, recommit to your higher purpose, approve your reporting budget and
select your reporting consultant.
Usually the #CSR Reporting Blog finds an innovative and humorous way to spread
holiday cheer. But there is a limit to the number of alternative ways we can find to say
Merry Christmas, Seasons Greetings, Have A Cool Yule, Ho! Ho! Ho! and such other
appropriate expressions. So this year we are going to go with the very inclusive: Holiday
Wishes.
To  all  the  #CSR  Reporting  Blog  readers  and  everyone  working  in  the  #CSR  and
#Sustainability  field  to  help  make  our  world  a  better  place,  we  wish  you:
HOLIDAY WISHES!
And to our culinary readers: Holiday Dishes!
And to our aquamarine readers: Holiday Fishes!
And to our dancing readers: Holiday Swishes!
And for our cybercrime readers: Holiday Phishes!
And to our chef readers: Holiday Quiches!
And to our dog-loving readers: Holiday Leashes!
And to our shopaholic readers: Trolleyday Wishes!
And to our young daughter readers: Dollyday Wishes!
And to our parrot-loving readers: Pollyday Wishes!
And to our tennis-playing readers: Volleyday Wishes!
And to all our readers in rainy Manchester: Brollyday Wishes!
And to all our readers who are suckers: Ice-Lollyday Wishes!
And to our slightly dumb readers: Wallyday Wishes!
And to our dog-loving readers: Collieday Wishes!
And to our mistake-making readers: Follyday Wishes!
And to our playful readers: Holiplay Wishes!
And to our LGBT readers: Holigay Wishes!
And to our pessimistic readers: Holigrey Wishes!
And to our not leaving readers: Holistay Wishes!
And to our horse-loving readers: Holihay Wishes!
And to our readers who buy beefburgers at Tesco: Holineigh Wishes!
And to our French milk-drinking readers: Holilait Wishes!
And to our religious readers: Holipray Wishes!
And to our dyslexic readers: Wolliday Hishes!

And finally, to all the CSR Reporting Blog readers who prefer to rest instead of publishing
Sustainability Reports:

Holidays Forever!
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elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).
Posted by elaine at 11:18AM (+02:00)
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Santa's 1,750th Sustainability Report
Thursday, December 18, 2014
This is the time of the year when we preview Santa's Sustainability Report. Once again,
this report is a G4 report, in accordance with G4 comprehensive level. Reporting is a long
Santa tradition. Check out Santa's prior reports:
Santa's First G4 Comprehensive Sustainability Report 2013
Santa's First Integrated Financial and CSR Report 2012
Santa's 1,747th 2011 Annual CSR Report
Santa's 1,746th 2010 Annual CSR Report
Santa's 1,745th 2009 Annual CSR Report

Santa Claus Inc. 2014 Sustainability Report: Leadership Message

Dear Stakeholders,

I am delighted to present our Sustainability Report for 2014 covering the way we have
advanced our economic, social and environmental performance during the last year.
While we are proud of what we achieved, there is much more to be done. Although we
were faced with another challenging year, we were able to deliver record profits and
increase our presence in more than 180 countries. At the same time, we remain true to
our values and have continued to invest in our sustainability programs.
This is just one example of our commitment to recycling. The first paragraph of this
opening letter was copied from most other sustainability reports. Why create your own
opening letter when recycling others will do?
However, I do feel the need to be a little more specific about Santa Claus Inc.'s progress
in  2014 because it  was certainly  an eventful  year.  2014 was the year  in  which  we
continued to do everything we always have done. Although, to be honest, I came very
close to handing in my resignation in 2014. I was in the middle of costing my externalities
and suddenly I realized that I hadn't accounted for absolutely all of my natural capital. I
had lost thousands of CO2e emissions. "Where could they have gone?", I asked myself.
And then the penny dropped. After I had picked it up, I answered. We had thrown a party
for  long-serving elves in  the early  part  of  the year,  and had promised to  offset  the
emissions caused by fuel-assisted sleigh travel to the venue. According to the figures I
received  from our  Elf  Transportation  Manager,  we  offset  4,309.5  tons  of  CO2e by
planting trees in the Sulawesi rainforest. Unfortunately, the amount of CO2e emissions
we generated in getting to Sulawesi and back with all our shovels was greater than the
emissions we offset. Hence our externalities are now greater than we accounted for and
this created a big gap in our environmental profit and loss account. In order to close the
gap, I created a special insetting program based on use of reindeer manure as fertilizer
for growing muscovado sugar used to make Christmas Pudding. Unfortunately, in order
to create more manure, we had to feed the reindeer triple quantities of food and this
further exacerbated our externality accounting gap. In the end, I decided that I would not
longer account for externalities and revised our accounts to include only internalities. All
our reindeer are now on diets and our environmental profit and loss account is in the
black.  In  addition,  we  are  promoting  sugarless  Christmas  Pudding  as  a  healthy
alternative  to  counter  growing levels  of  obesity  which is  a  pressing world  problem.
Business developments
During 2014, Santa Claus Inc. made record profits due to the culmination of several
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trends we have been seeing during the past few years, and our ability to capitalize on
these trends:

More toys: More parents are giving more toys to compensate for bad parenting habits.
Not only this, but the toys that parents are purchasing are higher in value. Whereas
battery-operated Daleks and a Barbie Dolls were the most popular toys some years ago,
today, Sony Playstations, iPads, tablets and lifetime supplies of retalin are today's most
popular gifts.
More Chinese:  As purchasing parity  in  Asian markets is  increasing and disposable
income in China is  approaching that  of  Western standards,  we are seeing a rise in
Christmas gifts which are now given in addition to Chinese New Year gifts. In order to
cope with this demand, we have set up a special Santa station in Shanghai, with a locally
relevant Santa image holding chopsticks. To get into the spirit  of  things, we started
importing chow mein in to Lapland. We don't serve it for breakfast but you should see our
chopstick technique.
More eco: As the IPCC continues to predict  our planetary predicament with greater
science-based certainty, we understand the importance of going green. This year, we
distributed only green toys. Barbie now has a green face but there is a limit to how many
toys we could convert to green. We therefore substituted many toys with artificial lawns.
The kids love it. Instead of playing in the home, they can now play outside on a lawn and
enjoy breathing polluted air.
All  of  this  has had a positive impact  on our  business results  and we had our  most
profitable year in 2014. We are looking to creating shared value, aligning with future
trends and adopting the new post-2015 agenda global sustainability goals. We are sure
that, as the only truly globally positive corporation, we can make a difference where it
counts. And make even more profit.
Stakeholder Engagement
This is the year that we decided to really push the boat out on stakeholder engagement
after listening to the webinar organized by the 2degreesnetwork that included prominent
practitioners and thought-leaders. We really wanted to engage with our stakeholders and
hear what they are saying about the way we do business and how it affects them. Of
course, we used the most popular stakeholder engagement tool, SurveyMonkey. We
emailed our questionnaire to all our stakeholders around the world. Basically this is the
entire  population.  We  received  34  responses  of  which  14  were  incomplete  so  we
discounted them. Of the 20 complete responses that we received (19 were filled in by me
and one by my mother), all confirmed that the most important contribution we can make
was to improve Santa well-being and long-term prosperity. We therefore updated our
materiality matrix to include this one issue, and have developed a strategy to improve our
performance in this area with a target to ensure Santa lives in luxury for the rest of his
natural life. You can help make this happen. Send your (large) cash donations to the
Santa Claus Materiality Fund via the CSR-Reporting Blog. Do it NOW!
Elf Healf and Safety
This year, in our Elf Healf and Safety Program, we had all our elves vaccinated against
the Elfbola virus at great expense to the Santa Claus Inc. Healf and Safety Fund, despite
the fact that we paid only half-price for the vaccine which is still in experimental stages.
9,000 elves were vaccinated and 3,411 developed full-blown Elfbola symptoms as a
result of the vaccination. As the symptoms are extremely similar to those associated with
imbibing excessive quantities of alcohol, which is considered fairly normal for many of our
elves, we didn't actually realize that the vaccines were causing the problem until the
affected  elves  didn't  show  up  for  work.  Once  we  realized  this,  we  continued  the
vaccination program because, actually, having the elves off sick is a good way to cut our
labor costs which have been rising over the past few years due to aggressive demands
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from the elf union - the National Elf Representation Directorate (NERD). We therefore
continued to vaccinate a further 15,000 elves and 5,000 more got sick. This is such a
positive  program that  we  are  considering  sabotaging  further  research  into  Elfbola
prevention and cure, so that we can reduce our labor costs every year without NERD
complaints.
Elf Future Leaders Program
As a leader in global elf employment, and an organization that takes investment in elf
talent  extremely  seriously,  we  continue  to  find  new  ways  to  raise  the  awareness,
motivation, commitment and capabilities of our elves in all matters regarding good elf
citizenship and saving the planet. This year, we created an innovative program for high-
potential elf talent - the Sustainability Elf Well-being Empowerment Retreat (SEWER).
The program teaches elves all about sustainability principles during a five-day program in
which they are fully immersed in the SEWER. After they complete the program, they
become SEWER champions and are accountable for advancing sustainability in our
organization. Unfortunately, not all  elves made it out of the SEWER with acceptable
results and were required to take the retreat once again. Regrettably, we realized that, for
some elves, being in the SEWER was actually preferable to coming to work (due to the
free unlimited supply of ice cream), and they deliberately failed the SEWER test in order
to go back again. Therefore, we took a decision to cease sending elves to the SEWER
for a second time and now, if  they fail  the SEWER test,  we send them to the Don't
Underestimate Materiality Program (DUMP).

Gender Optimization
We were planning a program for all Santa Claus Inc. female elf employees to be able to
freeze eggs and give birth when they are at pensionable age. But we were influenced by
the article by Crane and Matten about the problematic ways in which this plays out for
women who work at Apple and Facebook. So we decided to take a different route. At
Santa Claus Industries Inc., we offer to freeze any body part and even full DNA so that
female employees can clone themselves as soon as they start to feel that a new body
would be in order, without even missing a single day of work. We have created a special
deep-freeze store room for frozen parts and pieces, and hundreds of female elves have
already started to create their own stocks of self-parts for future use. Furthermore, we
have established a mix'n'match option, so that female elves can swap body cells and
parts among themselves, in order to create new bodies that are made up of only the best
bits. In fact, this has been so popular that many of our female elves have already started
putting this into practice. 43% of our female elves are now not recognizable as their
former selves and 24% of them resemble Britney Spears.
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 Photo credit: people.com

Reindeer Rights
Unfortunately, our reindeer workforce halted work for three weeks in strike action before
the Christmas rush this  year  as traces of  reindeer  meat  was found in  frozen 100%
beefburgers marketed by a leading retail chain, mentioning no names but every little
helps. Our reindeer were so outraged that their meat was being passed off as cheapo
beefburgers that they created a global protest campaign on social media. The Reindeer
Protection  Committee  set  up  a  Meat  And  Nutrition  Undermining  Reindeer  Ethics
(MANURE) campaign where reindeer were asked to post a video of themselves pouring
a bucket of frozen beefburgers over their heads and challenging three other reindeer to
do  the  same  thing.  This  quickly  went  viral.  Thousands  of  reindeer  participated.
Unfortunately, given that packets of frozen beefburgers are actually quite heavy, most of
the  participating  reindeer  ended  up  in  hospital  with  concussion  and  beefburger
lacerations. This disrupted workflows completely and by the time we were ready to do the
Christmas Eve rounds, half  the reindeer workforce was incapacitated. However, the
campaign  was  a  resounding  success  and  now,  only  horsemeat  finds  its  way  into
beefburgers.

Partnering for Quality of Life
In 2014, we engaged in our first Public Private Partnership to advance world prosperity.
We joined forces with the Bill and Melissa Gates Foundation, the Clinton Foundation,
Oxfam, the United Nations Development Program, the World Bank and government
agencies of  several  emerging market  countries to  help  enrich the quality  of  life  for
disadvantaged children. The program provides a personally-inscribed Christmas Book
from Santa on Christmas Eve for every single child between the ages of four and four
and a half. As partners in this program, we created a special Christmas Book, signed by
Santa, which describes the way Santa Claus has contributed to the spread of goodwill
and cheer during the festive season in different ways around the world over thousands of
years. The book is inspirational and includes quizzes and fun activities for the children. I
wrote it  myself in Laplandish and used Bing to translate it  into English and all  other
languages. Regrettably, Bing translation is not so accurate and most of the books were
returned due to  profanities  in  local  languages,  and  other  odd  turns  of  phrase.  For
example, "Santa brings love and affection into people's homes" was translated as "Santa
opened a new home-based brothel initiative", and "Santa gave up everything to devote
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his life to making children happy" was translated as "Santa went bankrupt after being
accused of child molestation." After recalling all the books, all our partners in the program
decided to  back  out  and we were  left  with  several  million  copies  crowding out  our
warehouses in Lapland. To avoid sending the books to landfill, we held a big open bonfire
over several days to keep people warm in the freezing Lapland winter. This melted all the
local  ice and caused a tidal  wave which precipitated floods in the Baltic  Sea which
drowned out most of Sweden and the Baltic Countries and all their inhabitants. Although,
socially, this was a big disaster, we can take credit for immediately reducing the world's
population by 15 million people and easing the environmental resource burden on the
planet. In this way, even without the Santa book, we contributed to enriching the quality
of life for everyone else.
Crowdsourcing through Kickstarter  This  year,  instead of  sourcing our  toys  through
conventional channels, we decided to exploit the opportunities of the digital world and set
up a Toy Sourcing Project through Kickstarter which is a vibrant community of people
working together to bring new things to life. We asked citizens of the world to pledge
money  to  support  the  cost  of  this  year's  global  Christmas  Gift  burden.  We  were
overwhelmed at the response. In addition to money, people sent used sleighs, second-
hand elf socks and thermal vests, used cellphones, first aid kits for frostbite and chimney
burns and a range of used board games. To deal with all of this, we set up a complex
sorting program using volunteer elves from the Northern Lapland region. While this was
highly  productive  and enabled us  to  start  a  new for-profit  business  for  sorting  and
upcycling trash, providing valuable employment for local elves, a new climate-smart
project for our insetting initiative and profit for the Santa Claus Well-being Retirement
Fund, it did not really help us meet our global toy demand for 2014. Next year we will
create a more specific Kickstarter project asking for funds to support local volunteer-
based toy assembly workshops in 143 countries. We figure that if we can get the children
involved as volunteers in making the toys that they will eventually receive on Christmas
Eve, we will save sourcing and logistics costs while providing meaningful volunteer work
for million of under-age vandals, thereby solving some of the world's most pressing
problems in one fell  swoop.
Anti-Bribery and Anti-Corruption
In 2014, we updated our Santa Claus Inc. Code of Conduct. We have included a clause
that prohibits elves from taking or receiving gifts. Unfortunately, as most of the work of the
elves involves distributing gifts, we had to discipline all our elf population for breach of our
Code of Conduct. Disciplinary action included unpaid overtime, special Santa duty rostas
(making coffee for Santa, combing Santa's beard and giving Santa neck massages) and
donating half their elf monthly salary to the Santa Claus Well-being Retirement Fund. As
a result,  the update to  our  Code of  Conduct  was highly  profitable  and we are now
considering adding another  clause that  prohibits  breathing at  work.
Fighting Counterfeit Santas We have been particularly disturbed this year by the growing
instances of counterfeit Santa Claus dolls available on the market. We have an army of
elves gainfully employed in the manufacture of life-size Santa Claus lookalike dolls here
in Lapland and they are all modeled on me. Every doll is unique and captures my exact
facial expressions and body position at the time of manufacture. I have to pose for days
on  end  in  order  to  allow the  elves  to  capture  the  exact  position  of  my  arms,  legs,
eyebrows, and eyeballs. Fortunately, the dolls do not emit sound as on Thursdays, I pose
for doll-modelling after our regular Thursday very large lunch of baked beans, a rare
delicacy in Lapland. When this happens, all the elves wear earplugs and nose-grips so
that their creative talents are not interrupted by unwelcome sounds and smells over
which I have no control. The elves suggested we produce a Santa Claus Total Reality
Doll version, as a special edition, and we had just begun to work on this when, to our
surprise, we noticed the Talking Naughty Farting Santa Doll available on Amazon.com for
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$12.95. We believe this is in direct violation of our Santa Products registration rights and
have taken out an injunction to prevent further sales. In the meantime, if you really want
to  hear  Santa  fart,  you  are  invited  to  Lapland  after  lunch  any  Thursday.  After  this
experience,  Santa  will  have  a  whole  new meaning  for  you  and  your  family.

Disowning Santa Impersonations
Another worrying trend continues this year with people getting dressed up as Santa
Claus in order to stage protests of one form or another. This year it was a crowd of Santa
impersonators  protesting  at  trade  deals  between  Europe  and  the  U.S.  The  TIPP
(Transatlantic Trade and Investment Partnership) negotiations are getting people worried
and it seems that dressing up as Santa Claus helps get the message through. While
some might  find this  mildly  flattering,  I  wish to assure Santa lovers and supporters
everywhere  that  Santa  does  not  take  part  in  protests,  lobbying,  activism,  public
campaigns for political change or mass demonstrations of any sort. Protesting trade
agreements in the name of Santa is not-acceptable. But, if you can't beat 'em, join 'em.
We are now planning to stage an even bigger protest campaign of our own by delivering
a six-pack of Coca Cola to all world leaders with the message: Santa: the Real Thing.
The six-packs  are  set  to  self-destruct  causing  a  fair  amount  of  damage if  a  Santa
impersonation  is  detected  within  the  vicinity.

In addition, we have also witnessed a rise in the unauthorized use of the Santa name in
campaigns such as #TextSantaKodakMoment where celebs take a picture that  has
something to do with Santa and Christmas and post it on the internet in order to drive
charitable donations. We have no wish to spoil everyone's fun, and if the donations were
routed to the Santa Claus Well-being Retirement Fund we would have no objection. As it
stands, however, Santa Claus has not agreed to be part of these celeb moments and we
are considering recourse to illegal action if such campaigns continue.

Awards Received Every year, we are delighted to be acknowledged by our stakeholders
for the (very) positive contribution we make to the world and we love accepting the many
awards that  are bestowed upon our  organization and its  people.  In  2014,  we were
honored to  receive many awards:
First Prize for the Best Workplace in Lapland: Our elves feel extremely privileged to work
for Santa Claus Inc.  Not only have we had no unfair  dismissal  complaints for  three
consecutive years, nor have (almost) any elves committed suicide, the results of our
employee  survey  shows  that  elves  are  46%  engaged,  51%  committed  and  57%
supportive of our mission, vision and values. 99% of elves believe we make a positive
contribution to world peace, but only after we agreed to supplement survey month pay-
packets with double wages for positive responses to this question. Still, I am sure they
believe it.
Lapland's Chamber of Business Most Profitable Company Award for 2013: We don't
make a lot of profit, but we do make more than any other business in Lapland, being by
far  the  largest  corporation  and  employer  in  the  region.  The  Chamber  of  Business
recognized this, as our membership is dependent upon our donating a portion of our
profits to the Chamber, This year, our donation funded new thermally lined ear-muffs for
all Chamber officials as well as a year's supply of Santa Claus Inclusive Woolly Socks for
One-Legged People.
The 2013 Universal Award for the Most Eco-efficient Christmas Gift Distribution System:
This award was particularly important to us, given our efforts to move to hybrid sleigh
distribution with part-animal, part-electric reindeer, and our new solar powered robot
elves. We have moved to green energy for all of our toy assembly operations and we
have found a way to turn the Lapland snow into biogas to fuel our office generator. It
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doesn't generate much heat but it gets the elves shoveling snow away from our sleigh
runways.
The Global Award for the Best G4 Sustainability Report of 2013. We were honored to
receive this award for the best G4 sustainability report, reflecting our material issues with
focus, clarity and relevant transparency. It is no surprise that we won this award. Dr.
Sustainability gave us some great tips!

Feedback on this report
We will be happy to receive your feedback on this report, as long as it's positive.

In the meantime....

We Wish You and Everyone in the World a Happy Holiday Season and a Happy New
Year.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 08:41AM (+02:00)
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USA:9 first-time G4 reports
Monday, December 15, 2014
And here we are, in the U.S. Following my post on 16 first-time G4 reporters in Belgium,
that may have been a surprise to some of you, here is a more modest collection of first-
time G4 reporters coming out of the U.S. Here follows a selection of 9 U.S reports - all
first time reports and all in accordance with G4 (core or comprehensive). This is out of a
total of more than 50 G4 reports published in the U.S. in 2014, according to the GRI
Sustainability Disclosure database.

AMN Healthcare: AMN Healthcare is a leader in healthcare workforce solutions, and the
largest healthcare staffing company in the U.S., employing almost 2,000 people. 17
material issues are defined and the company reports against 18 performance indicators.
Materiality, for the purposes of this inaugural report, AMN says, is limited to areas directly
under operational control. This means, I guess, that AMN is looking at its people and
services and how they are managed, as a first stage, rather than the outcomes of the
contribution that AMN makes in healthcare quality across the U.S. The report opens with
a good overview of the trends in the industry - identifying both the risks and opportunities.
Material issues are explained and the company's approach is described. However, there
is a little disconnect between what's material and the performance measures that support
the management approach - for example - business loyalty is a material issue and relates
to customer retention. However, AMN does not offer a metric specifically related to this.
Similarly, there is a shortage of relevant context in some areas, for example, AMN claims
ongoing improvement in health claims as proof that the company's approach to health
and wellness is working. This is really great. Some sense of context - how this level of
claims stacks  up against  the  sector  or  other  companies  would  help  us  understand
whether this is good performance relative to industry practice and norms. Overall, though,
this is a credible first-report from AMN that demonstrates positive practice and intention.
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Axalta Coating Systems: Axalta provides paints and coatings to a range of industrial
customers. The company's liquid and powder coating brands are sold in more than 130
countries, produced in 35 manufacturing centers on six continents and supported by
seven research and development centers. Axalta employs more than 12,000 people. The
report is a 74 pager, with slight marketing overtones, and a separate GRI Content Index
downloadable from Axalta's sustainability website. Interestingly, the list of Axalta's 11
most material issues appears right at the end of the report, on page 70, although the
company maintains that these issues "informed the structure and content" of the report.
By and large, this seems to have worked, although there are issues for which Axalta has
not yet formulated a position or organized itself to collect data. Axalta reports against 31
performance indicators although the link between performance indicators and material
impacts is not entirely clear at all times. Axalta admits what is a frequent dilema for G4
reporting companies: material aspects that do not have "pre-defined GRI indicators". In
these  cases,  Axalta  has  described  its  approach.  In  future,  Axalta  could  develop  a
company  metric  to  support  managing  and  reporting  performance  on  these  issues.
Overall,  another  credible  report.

Cigna: Cigna is a global health service company with products and services provided
through a range of subsidiary companies. Cigna's products include healthcare services
and insurance. Cigna operates in 30 countries with 80 million customer relationships
throughout the world and 35,000 employees worldwide. Cigna's first report is an 88 pager
(including 13 pages of GRI Content Index). Cigna has selected 17 Material Aspects from
the GRI table of Aspects, and reports against 24 performance indicators. However, in the
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process describing stakeholder engagement and materiality assessment, the four issues
that appear to be most significant to internal and external stakeholders are four sub-areas
relating to  healthcare.  These issues appear  as the focus of  Cigna's  charitable  and
foundation-supported activities but do not seem to link directly to the core business
approach of Cigna. One of these, for example, is health equity. This is well discussed in
the Cigna report - good contextual information and a detailed description of how Cigna is
adressing this issue through its core business. Health equity,  however, is not really
counted as a material impact or as a performance indicator. I think this is one of the
inherent problems as companies try to fit their reporting into the G4 framework - there are
some issues that just don't fit and companies need to find their own way of reflecting
these issues effectively. In this case, it seems that Cigna has a great understanding of
what's important, good focus and a strategic approach. The G4 framework could be used
more effectively to help reflect this.

Indianapolis Airport Authority (IAA): This is a solid first report from the Indianapolis Airport
Authority which is a municipal corporation established in 1962. The IAA operates in
central Indiana with main offices in Indianapolis. Including the Indianapolis International
Airport, the IAA currently owns, develops, and operates six airports in the Indianapolis
area, employing approximately 450 people. For the second consecutive year and third
time overall,  the Indianapolis International Airport (IND) was recognized as the best
airport in North America by Airports Council International. IND was also named best
airport in North America for 2012 and 2010 and has been ranked in the top three airports
in North America in every year since. Hopefully, the focus on sustainability has supported
IND's positioning here :). The report is a simple word-format compilation of 70 pages.
Material  issues are not  specifically  listed,  but  the GRI Content  Index references 24
material Aspects are 41 performance indicators. The material Aspects are picked from
the GRI predefined table of Aspects and the report narrative does not prioritize these
issues. The content for the report was selected using an internal survey of employees.
For the future, IAA offers to include broader stakeholder input based on responses to a
SurveyMonkey survey which is available online. However, the survey is elementary,
listing the full G4 Aspect list, with no real background or explanation. I doubt responses to
this survey will be of any real value to IAA. On the other hand, I do feel that the IAA
deserves recognition for making efforts toward greater transparency and engagement.
This is a genuine and credible, if a little clumsy, attempt at reporting that does not really
exploit the opportunity of G4. However, I am sure that, with the right leadership and
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processes,  IAA  will  mature  into  a  better  reporter,  based  on  deeper  embedding  of
sustainability  practices  and  realization  of  the  value  this  brings.

Murphy Warehouse Company: Murphy is a full-service supply chain logistics business
based in Minnesota and employing around 180 people. It's a family-owned business that
was founded in 1904 with "a horse and a wagon" and is currently managed by President
and CEO, Richard T. Murphy Jr who is a fourth generation Murphy family member. The
company, and its report, oozes genuine family values and spirit and the accomplishments
of this small-sized enterprise in the area of sustainability are impressive, in a way which
appears to truly reflect a business approach and not just a nice-to-have. In fact, Murphy
is one of the few first-time G4 reports that I have come across so far that actually defines
a focused set of materially important issues and a set of targets.

 On the other hand, Murphy's use of the G4 framework is rather ingenuous and, although
the report itself is a great 20 page review of performance and activities, largely focusing
on the identified material impacts of this business, there are inconsistencies in the use of
G4.  For  example,  the  separate  12-page GRI  Content  Index  lists  every  single  core
disclosure, DMA and performance indicator, but in several cases, inadequate responses
are provided. Murphy maintains that the report was externally assured but no assurance
statement is available and it is not clear exactly what was assured and how. The GRI
Content Index omits the obligatory "assurance" column so this is rather obtuse. The link
between material impacts and G4 disclosures is not always quite clear, for example,
"Materials and Resources" is noted as a material impact. A Disclosure on Management
Approach  statement  appears  in  the  report.  But  responses  to  the  two  possible
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performance indicators relating to this material impact - G4-EN1 and EN2- are "Murphy
does not report on this indicator. Murphy is a service company that does not manufacture
a product."  Go figure.  Overall,  however,  I  like  the  Murphy  report  and I  believe  the
company's sustainable approach. The use of G4 has not really added value, possibly
because the framework was not fully understood. An SME reporter such as this could
deliver a fine report without complicating life by attempting to be "in accordance" and no
one would object. On the other hand, using the G4 framework does imply familiarity with
it and adherence in a more consistent way.

Newfield  Exploration  Company:  Newfield  Exploration  Company  (NYSE:NFX)  is  an
independent  energy company headquartered in  Texas.  Newfield  is  engaged in  the
exploration, development and production of crude oil, natural gas and natural gas liquids.
The company is 25 years old and employs around 1,500 people. Newfield's inaugural
report is both a positive example of the use of G4 and an example of the limitations of the
framework. This is one of the first G4 first-time reports I have seen that actually presents
a list of material impacts that was not created by box-ticking the G4 predefined list. It
includes material Aspects such as: Community Safety, Well Integrity, Induced Seismicity,
Hydraulic Fracturing and Community Relations, that are not G4 standardized Aspects.

Newfield notes: "Our materiality assessment identified significant topics that do not fully
align with a GRI Aspect. ... We fully report on these topics; however, GRI indicators are
unavailable and omissions are not applicable." This is a good approach by Newfield and
shows serious consideration of the G4 framework. On the other hand, however, the
company has not provided performance indicators for these material Aspects, as even if

162



The CSR Reporting Blog Book 2014 and (most of ) 2015

they are not predefined G4 Aspects, stating them as material requires a performance
indicator that tracks what the company is doing to manage the issue.

In other respects, this is a methodically written and clear report that applied the G4
framework  well.  18  material  impacts  are  defined,  and  Newfield  reports  against  22
performance indicators (some partially, includes indicators from the Oil and Gas Sector
Disclosures), as well as additional indicators that confirm to the Oil and Gas Industry
Guidance on Voluntary Sustainability Reporting developed by IPIECA (the global oil and
gas industry association for environmental and social issues), API (American Petroleum
Institute) and IOGP (International Association of Oil & Gas Producers, formerly known as
OGP).  Newfield  also  maintains  an  external  advisory  group  made  up  of  7  expert
stakeholders.  This  advisory  group  wrote  a  commentary  for  the  report,  including
recommendations, something I  find to be good practice. Newfield's report is a good
example of the use of G4 for a first-timer, and appears to be in line with the spirit of G4
and not just the letter.

Simple Green (Sunshine Makers, Inc.): Simple Green is the brand of Sunshine Makers, a
privately-owned family company founded over 39 ago by the father of Bruce FaBrizio who
runs the company today.  The company developed a biodegradable,  not-toxic,  non-
flammable,  non-abrasive  cleaning  formula  and  now  sells  environmentally  friendly
cleaning products in 41 countries, manufactured in 11 facilities worldwide. Sunshine
Makers employs 59 people directly and works with a network of partners for distribution.
Sunshine Makers also founded EGBAR (“Everything’s Gonna Be All Right”), a non-profit
foundation for environmental education and community improvement projects.

 Simple Green's Value Chain Simple Green's report is impressive. It's nicely designed,
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well-structured and reflects a strong sense of sustainability culture and practice, not
specifically created in order to write a report, but something that has flown out of the spirit
of the founding family and extends throughout the entire value chain. It does not shy
away from admitting areas of activity that the company has not yet managed to address,
and transparently  reports  outcomes of  a  more  structured stakeholder  engagement
process  conducted for  the  first  time in  2013.

Simple Green identifies 14 material topics and reports against 34 performance indicators.
The company makes it clear how it selected the material content for this inaugural report
in a way which I find to be transparent and credible: "The content of this report was
defined by multiple elements. They included (1) availability of data for the reporting
period,  (2)  our  current  understanding  of  our  value  chain,  (3)  discussion  with  our
stakeholders, (4) surveys of our stakeholders, (5) an aspect-impact analysis and (6) a
materiality assessment."

The report contains targets for environmental impacts and is assured for all general and
some performance indicators. All in all, a very professional, interesting and mature first
report. As you can probably see from the number of photos I clipped from the report, I
liked this one best of all the U.S. first timers.
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Whitewave Foods: The WhiteWave Foods Company "is working to change the way the
world  eats  for  the  better."  Prior  to  2013,  WhiteWave  Foods  was  a  wholly-owned
subsidiary  of  Dean  Foods  but  from  July  2013  the  company  became  completely
independent.  White Wave brands in the U.S.  includes Silk® plant-based foods and
beverages, International Delight® and LAND O’LAKES® coffee creamers and beverages,
and Horizon Organic® premium dairy products. In Europe, Alpro® and Provamel®, offer
plant-based nutrition food and beverage products. The company employs almost 2,000
people.
This 58 page report  defines 17 material  topics and reports against  24 performance
indicators from G4 and from the Food and Beverage Sector Disclosures. One of the nice
things  about  this  report  is  the  clear  connection  between  material  topics  and  the
performance indicators that support them. It's absolutely clear that what's material is
measured. This is the spirit of G4 and hardly any of the first-time G4 reporters I have
seen have done this explicitly. It makes like much easier and clearer for report users.

Aside from this, the report provides a good overview of how WhiteWave is operating
responsibly and advancing organic and plant-based food products to support healthy
lifestyles. What I am missing, though, in this report, is a sense of whether this is actually
changing markets and consumer perceptions and behaviors. Despite a nice value chain
graphic.....

... this report stays largely at the front end ... when it gets to consumer use and impacts
on consumers, I find the WhiteWave report less informative. WhiteWave writes: "Today,
nutritious dairy alternatives made from soy, almonds, coconut, rice and hazelnuts are a
huge and growing category, embraced by millions for their  health and sustainability
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benefits."  I'd have welcomed a little more context  here ..  How rapidly is  the market
growing?  What  are  the  challenges  of  providing  such  alternatives  to  mainstream
consumers? Is this a niche market and if so, why? What are the scientific health benefits
of WhiteWave's alternative food products and what impact could this have on health and
wellbeing in society? etc. This is the real sustainability story of WhiteWave and I am
wondering why changing consumer perceptions and practices in relation to healthy eating
and the value of alternative food products is not material for WhiteWave. As it stands,
however, the company tells a great story in a well-put-together first-time G4 report.

 UniGroup, Inc.: UniGroup is a $1.6 billion transportation company headquartered in
Missouri.  UniGroup  and  its  subsidiaries  provide  services  under  a  range  of  brands
including United Van Lines, Mayflower Transit, United Containers, Mayflower Containers,
UniGroup Logistics, UniGroup Relocation and more. The group has 903 employees in the
U.S.
UniGroup's  report  is  a  simple  no-frills  word-format  35  pager  with  a  really  REALLY
detailed materiality matrix that was developed internally by company staff. It contains
more issues that I was able to count without getting lost, with 19 issues in the top-right
(most important to everyone) quadrant. I always wonder how companies manage to plot
issues on such a matrix with such detail and whether the relative positioning of issues in
such a granular way is actually helpful to anyone.
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 In any case, the top three issues stand out as being emissions, customer privacy and
customer health and safety. In the case of customer health and privacy, the report barely
refers to this - the disclosure is all about driver safety. In the case of customer privacy,
there is a short paragraph but no reponse to the performance indicator as required. In the
case of emissions, the DMA is "UniGroup recognizes that the environmental impact of the
emissions from those vehicles operating under our authority is material" but no data is
reported against Scope 1 or Scope 2 emissions, though Scope 3 emissions are recorded,
though I suspect that might actually be Scope 1 emissions (fuel).
Here we have an example of a really good effort on materiality mapping, but a disconnect
in the way the report is constructed and a gap in adherence to the G4 framework. Rather
than jump to G4 core, this company might have been better starting with a simpler report
that  reflects  what  it  is  doing,  rather  than trying  to  accommodate  a  more advanced
approach that is driven by materiality developed through due process. The report is a
good first dive into transparency and it is clear that much work and thought has gone into
its production, and indeed, it projects a positive disposition towards sustainability and
certain  achievements  in  performance.  I  think,  however,  that  UniGroup  might  have
benefited  from a  little  guidance  in  the  preparation  of  this  report.

**************
So there we have it.... 9 first-time G4 reports, all rather different and all rather unique. All
challenges and all achievements. My overall impression, though, is that the use of G4 is
still evolving. Rather than helping guide the way companies report, there is still a lot of
"report first and then force-fit G4". I am optimistic that this will change.... second round
reports, I am sure, will be a different ball-game.
In the meantime, though, we continue on our journey. Next up....

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 10:46PM (+02:00)
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Belgium: 16 first-time G4 reports
Thursday, December 11, 2014
How easy is it to start your reporting journey with a G4 report? If you have never reported
ever ever in the past, going straight to G4 could be a good approach, enabling you to cut
to the chase and avoid the trial and error of ten to twenty years of reporting experience of
thousands of companies. Going straight to G4 could enable first-time reporters to deliver
focused reports, unburdened by prior reporting history. On the other hand, maybe G4 is
more challenging than just another join-the-dots exercise and first-timers might not really
get the value out of what it all really means. I decided to try and find out.

The GRI Sustainability Disclosure Database at around mid-December shows 92 first-time
reporters who used G4 for their first report - 11 published in 2013 and 81 published in
2014. These first-time reporters came from 30 countries with Belgium in winning position
way out in front with 16 first-time reports in accordance with G4. The U.S. delivered 8
first-time  G4  reports,  Columbia  and  Germany  produced  6,  and  Spain,  5.  All  other
countries  produced  4  or  fewer  first-time  reporters  using  G4.

In  terms  of  sectors,  there  is  a  broad  range  and  surprisingly,  the  non-profit  sector
delivered the highest number of first-time G4 reports with 8, but the construction sector
delivered 7 reports while the construction materials sector delivered 5,  so that's  12
reports with something to do with construction. The energy and real estate sectors each
delivered 6 reports, and all the rest, 4 or fewer.
Naturally, I wondered how they all are doing it. Join me for the tour.

I thought we would start with Belgium, seeing that G4 for first-time reports appears at first
glance to have become popular to the level of cult. 16 out of the 23 G4 reports published
in Belgium in 2014 were first-timers. But only because someone had a big vision with
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cash support behind it. The visionary, as far as I can tell, was the European Social Fund
(ESF) with an aim to drive the creation of sector "CSR passports" that would define the
specific CSR challenges and issues facing companies in Belgium in each sector, and
select 15 - 20 performance indicators especially relevant to each sector. Grants were
awarded to consulting firms to work with sector organizations and individual companies to
develop this set of issues and refine the CSR Passportד. The work involved companies in
the relevant sectors publishing first  Sustainability Reports using G4 guidelines. The
horticulture and construction sectors came first, and several others are planned to follow.
There are also some non-profit organizations that were funded as well. Sort of a Belgian
SASB -style initiative, and a really great one at that.  It's a very practical approach -
develop a deeper understanding of what's important while actually delivering report
outputs. Maybe that's a better way than just defining standards - maybe the standards
should be defined through the reporting process and not separate from it.  But that's
another discussion. What I have stumbled on, quite by chance, in Belgium, is a really
fabulous initiative that has brought many small companies onto the sustainability and
reporting map. Of the 16 first time G4 reporters in Belgium, 15 appear to have been
funded through European Social Fund (ESF). I have split them in to three sections for the
purpose of this review.

First off, we have 7 out of the 16 first-timer Belgian reports that are simple, no-frills self-
declared  G4 core  reports.  You can find  them on the  GRI  Sustainability  Disclosure
Database. All reports were supported by a Belgian consultancy called Kreski in a fully-
funded project of EDUplus, the Belgian agency of European Social Fund (ESF) within the
context of the CSR Passport project. All reports are prepared in word format, and follow
the  G4  guidelines  in  the  most  basic  way,  providing  responses  to  the  disclosure
requirements and providing the data as required. Material Aspects, for example, are not
separately listed - the way to know what's material is to check what's reported in the GRI
Content Index. While all these reports are rather elementary, and possibly-don't-or-just-
about meet the requirements for G4 reports, the idea is great and it's inspiring to see the
willingness of these small companies to participate in this project. Some reports are more
detailed than others, but all follow a simple flow and deliver a minimal but credible and
admirable level of transparency for a group of mainly small companies, most of which are
still owned by their founders or families of the founders. Of course, as it was fully-funded,
it didn't cost them money... but it did require time, effort, thought and a willingness to
disclose.  I  hope  this  process  was  energizing  for  the  companies  involved  and  that
reporting won't be just a flash in the pan. Now the basis is created, perhaps the second
report may be easier to develop.

The  7  reports  in  this  bunch  are  from  companies  in  the  agriculture,  textiles  and
construction  sectors:

Alsico Group: Alsico is a third-generation run workwear clothing company founded in
1934. Currently it employees around 4,000 people and has a turnover of around Euro
170 million. This is a 37 page report covering 14 performance indicators.

Berry Alloc: Berry Alloc is a floor and wall covering company making laminates, parquets,
vinyl planks and wall panels. The company is part of the Beaulieu International Group

169



The CSR Reporting Blog Book 2014 and (most of ) 2015

and has around 134 employees with plants in 3 countries.  This is a 46 page report
covering 18 performance indicators.

Fruitbedrijf Cocquyt: This is a fourth-generation run family-owned fruit producng firm
founded in the 1920s, specializing in apples, pears and cherries. Thee are 10 permanent
employees, supplemented by up to 70 seasonal workers. This is a 6 page report covering
17 performance indicators.

Decospan: Decospan a wood veneer processing company with 122 employees, family
owned, founded in 1978. The company is headquartered in Belgium and has subsidiaries
in 8 countries in Europe. This is a 51 page report covering 23 performance indicators and
a little more substantial in terms of scope and narrative that the others in this bunch.

Elanco: Elanco is a family firm of around 70 employees founded in 1948. The company
makes work clothing, specializing in uniform shirts and blouses. This is a 6 page report
covering 16 performance indicators.

TomatoMasters: This is a tomato grower, the third largest in Flanders, privately owned,
founded in 2012 based on a tradition of tomato growing since 1981. Tomato Masters has
30 employees, supplemented by seasonal workers. This is a 23 page report covering 21
performance indicators.

Van Heurck NV: A private company, manufacturer of protective workwear, founded in
1920, witha 2013 turnover of Ruro 4 million, and 307 employees (of which 91% are
women). This is a 14 page report covering 25 performance indicators.

While these reports are all  commendable,  and possibly a good way to jump-start  a
reporting  process,  the  proof  of  their  value  will  be  in  the  second  reports  of  these
companies, and potentially a visible shift in approach and integration of sustainability
themes  into  these  businesses.  At  this  point,  it  looks  like  we  have  reports,  but  not
transformation.  However,  so  far,  an  impressive  initiative.

Next, in addition to the two construction sector reports already mentioned above, we
have 5 reports from the construction sector that bring us to a total of 12 of the 16 first-
time  G4  reports  from  Belgium.  These  reports  are  generally  offer  more  depth  and
evidence of a deeper connection to sustainability practice. These reports were supported
by the Belgian Federation of the Concrete Industry as a key sector influencer and player,
and all reports describe stakeholder consultation with other association players in the
concrete industry that has led to a definition of material issues for each. While each
report is different, they all tend to follow the G4 guidelines in an orderly way, focusing
primarily  on direct  economic,  social  and environmental  impacts.  This is  good basic
reporting and it is inspiring to see such a range of fairly small companies get engaged
with sustainability reporting, each in its own way within a specific sector and project
context. These five construction sector CSR Passport participants are:
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Dak Plus: This is a family run firm with six employees, engaged in providing roofing
solutions. This is a 62 page report, but the reason it is so long is the inclusion of around
30 pages of detailed finances including budget lines for three years. Total - radical -
transparency, but maybe just a little too total. This report was was partially assured (three
indicators).  12 performance indicators support  the stated material  issues which are
defined in a materiality  matrix  after  discussion with external  stakeholders.

This looks like a nice report - my Dutch is not so great so I didn't make the effort to read it
all  -  but it  looks as though it  would be quite interesting to read as it  seems that this
company gets what sustainability is all about. It's an impressive report for such a small
outfit. It's also pleasantly designed. The plan is to report every 2 years. Let's hope Dak
Plus manages to achieve this.

Kerkstoel Group: This is a family-owned concern in the construction industry which brings
together a number of companies under one holding, with a total of 131 employees. The
report is 36 pages and states 15 material issues and reports against 25 performance
indicators.

O Beton: O Beton is a privately owned company founded in 2012 and run by its two
partners. O Beton employs 16 people. This is a short G4 report of 29 well-spaced pages,
defining 13 material Aspects and reporting against 19 performance indicators.

Stradus Infra: This is a manufacturer of precast concrete and customized products for
public  places.  The  company  employs  271  people  and  is  part  of  the  international
diversified  building  materials  group,  CRH.  A  sustainability  approach  seems  to  be
reasonably  well-embedded  at  Stradus  Infra.  For  example,  by  the  end  of  2014  the
company plans to manufacture all its products using self-generated renewable wind and
solar  energy.  This  is  a  solid  report  of  55  pages,  defining  14  material  Aspects  and
reporting  against  26  performance indicators.
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By the way, I love the title of this report - even if my Dutch is not that great, it has a
certain ring to it.

Wycor nv: Wycor is a maker of joinery and building finishing materials for renovation, and
internal and exterior finishing. The company is a limited company owned by private
investors, and employs 220 people. This is a word-format report of 64 pages, defining 16
material Aspects (of which 6 are most material) and reporting against 16 performance
indicators of which two are from the Construction Sector Supplement. Three performance
indicator disclosures were externally assured. A materiality matrix is presented:

I didn't take the time here to see if I could guess from these reports what might be the
content of the Belgian Construction Sector CSR Passport, but with such a great collection
of disclosures and dialogue within the sector, I am sure this will make for a great addition
to the body of sustainability knowledge and practice.

172



The CSR Reporting Blog Book 2014 and (most of ) 2015

Three more ESF-supported first-time G4 reporters from Belgium in 2014 are from the
non-profit sector. These are:

Amival: Amival (Labor for the disabled) was founded in 1964 as a non-profit organization
with  an  aim to  help  create  meaningful  and  rewarding  employment  for  people  with
disabilities.  The  organization  maintains  several  workshops  where  employees  with
disabilities can work and deliver a useful output for society while gaining skills and self-
respect. The work centers around packaging, assembly and dis-assembly of electronic
products, preparing promotional items and much more. The company - a "protected
workplace" - has 70 employees that support the provision of work for 400 employees with
disabilities. This is an 82 page report,  identifying 14 material  Aspects and reporting
against 16 G4 performance indicators and one other called "extra" as a self-defined
performance metric. A fabulous organization and a nicely laid out report.

 Bewel:  Bewel  is  another  non-profit  organization  that  supports  the  creation  of  job
opportunities for people with disabilities. The work here includes silkscreen printing,
textile conditioning, packaging work, cleanroom work for medical supplies and gardening
and landscape maintenance work. Bewel has 10 centers in the Limburg area of Belgium,
with  an employee headcount  of  more than 1,900,  making Bewel  one of  the largest
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employees in the Limburg area. This is a 51 page report, identifying 20 material Aspects
and reporting against 29 G4 performance indicators and two others called "extra" as self-
defined performance metrics. This looks like a well written report with some super photos
of Bewel employees.

 DeWinning: De Winning is the umbrella organization for 4 non-profit organizations that
share a mission to support the professional integration of individuals who encounter
difficulties  in  entering  the  labor  market.  The  group  provides  employment  projects
including vocational  training,  social  enterprise experience and career guidance and
support. Different practical activities and training programs are held at each of the four
centers in this association. The report covers all four operations and is 55 pages long,
identifying 16 material Aspects and reporting against 23 G4 performance indicators and
two others called "extra" as self-defined performance metrics.

Finally,  number 16 in our first-time G4 reporters from Belgium is from an academic
institution.

Ghent University: This is a first-time G4 report of 74 pages and it seems to be well done.
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It starts off with an assertion that I am not sure I entirely agree with but that's probably a
good subject for debate.

No doubt that educational institutions have an important role to play and its good to see
UGent taking a lead role. With 41,000 students in 2013, and around 9,000 employees,
this institution has a broad reach. UGent reports against 48 performance indicators. The
list of material issues and the materiality process is described in an external document
which I did not attempt to read (language challenges again), but there does seem to have
been evidence of process in determining what to report.

Whew! After all that, my knowledge of the Dutch language has certainly improved, and I
have also had lots of fun checking out how so many Belgian companies can be energized
into taking part in what I can only assume was a very rewarding process. Well done to
Belgium and its first-time G4 reporting leadership.

Now we are off to another country... guess where ....

Check it out in an upcoming post :)
elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 09:57PM (+02:00)

Comments
1. Re: Belgium: 16 first-time G4 reports

- Anonymous February 13, 2015

Thanks Elaine, good stuff. Alex

2. Re: Belgium: 16 first-time G4 reports

- Miriam May 04, 2015
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Helpful insight! I'm curious to know though how you filter out just the first time reports
from the database - I'm writing my Master thesis on a topic in this field and would love
that piece of advice. Thanks! Miriam
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Stakeholder engagement is here to stay
Thursday, December 04, 2014
Stakeholder 1: I love being a stakeholder. It's so engaging.
Stakeholder 2: Yes, I agree. I love to engage.
Stakeholder 1: So, who are you engaging with these days then?
Stakeholder 2: Well, anyone who asks, really. I'm not that fussy.
Stakeholder 1: Yes, me too. I am a pro-engagement stakeholder.
Stakeholder 3: Hi guys. How's the stakeholder engagement thing going these days? I am
making a killing.
Stakeholder 1: What do you mean?
Stakeholder  3:  Well,  I  am getting  invited  to  offer  my  expert  opinion  for  a  range  of
companies and they pay me loads of money just to tell them what I think. That's what
they call engagement these days. It doesn't matter if I use their products or services.
They just want me to reply to their questions.
Stakeholder 2: But how do you give an opinion if you don't use their products?
Stakeholder 3: That's easy. I just tell them what they want to hear.
Stakeholder 1: How do you know that?
Stakeholder 3: It's what everyone says, you know, climate change is important, treating
employees well is important, ethics and integrity is important, human rights are super-
important. It's not rocket science, you know. I say the same things to every company.
Stakeholder 2: But why do they ask you? I have been around far longer than you and
hardly anyone asks me.
Stakeholder 3: Well, maybe you told them the truth.
Stakeholder 1: You also have to remember that all stakeholders were not created equal.
Stakeholder 3 is a real thought-leader. He has written a book. He speaks at conferences.
People think he knows about companies even if he doesn't. They think it's good to have
his name in the Sustainability Report.
Stakeholder 3: (blushing) Yes, not all stakeholders are equal. I admit that I enjoy all the
fuss and attention.  My kids  stopped listening to  me a long time ago.  Now at  least,
someone is  asking what  I  think.
Stakeholder 2: Well, I don't agree with this. I think companies shouldn't pick and choose
their stakeholders. They should engage with ALL stakeholders and not discriminate.
Stakeholder  1:  And how exactly  do you propose that  a  company does that?  Some
companies have millions of  stakeholders.
Stakeholder 2: SurveyMonkey.
Stakeholder 3: Oh dear. If everyone starts using SurveyMonkey, I'll need to go back to
teaching at the university in order to make a living.
Stakeholder 1: Oh, I am sure it's not that bad. There will always companies be that prefer
to have big names in lights.
Stakeholder 3:(blushing again) Maybe you are right. I love the lights.
Stakeholder 2: I  am thinking of sectorizing myself.  You know, adding Sector Expect
Stakeholder to my resume. So that companies that want a sector expert will know to
come to me.
Stakeholder 1: Which sector?
Stakeholder 2: All sectors. It doesn't really matter.
Stakeholder 3: That's a great plan.
Stakeholder 1: But what if there are companies that really want to know the truth? You
know, really want an honest informed opinion about their material issues to inform their
sustainability strategy?
Stakeholder 3: Hahahahahahhahaha now you really made me laugh.
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Stakeholder 2: Hahahahahahahahaha, me too. Not in our lifetime, buddy.
Stakeholder 1: OK, OK, I was just kidding. Stakeholder engagement is here to stay. Just
like we love it.

How real is stakeholder engagement? Who is actually a stakeholder? How do companies
engage with stakeholders? Whats on the cards for stakeholder engagement? Is it here to
stay? And if so, what does it look like?

More on this in what promises to be a kick-ass discussion live online, hosted by 2degrees
on Tuesday December 9th (next week) at 15:00 GMT. Tune in to hear and engage.. yes,
engage.... with Rowland Hill  (Marks and Spencer Sustainability Reporting Manager),
Rachel  Depree,  (Sky,  Senior  Engagement Manager),  Peter  Collins (RSA Insurance
Group, Group Head of Corporate Responsibility) and Oliver Hurrey of 2degrees, and
myself.Check it out here and register. No powerpoints. No scripts. No pressure. Just a
genuine  discussion  and  sharing  of  insights  and  opinions  on  what  stakeholder
engagement has become, what it  should be and where it's  going.  Approximately.  It
should be fun.  Especially  if  we all  disagree :-)

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 09:00AM (+02:00)

Comments
1. Re: Stakeholder engagement is here to stay

- JordiMorrsRibera December 04, 2014

Very good promotion and please Elaine you must never lose your refined irony.

2. Re: Stakeholder engagement is here to stay

- elaine December 04, 2014

Thank you Jordi. Appreciate your support.
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When your hobby is your full-time job
Wednesday, December 03, 2014
Fortunately for Dr Paul Toyne, his hobby is his full-time job. He joined Balfour Beatty's UK
Construction executive leadership team as Sustainability Director in October 2013 as the
Sustainability  Director  at  Balfour  Beatty  Construction  Services.  More  recently  in
November 2014, he was appointed to Group Head of Sustainability for Balfour Beatty plc.

Paul  has  a  diverse  background  having  worked  as  an  environmental  scientist,
conservationist and ecologist. Outside of his role at Balfour Beatty, Paul is a London
Sustainable Development Commissioner for the Mayor of London, chairing its Quality of
Life work. He is also a Policy Commissioner for Birmingham University's Urban Futures
Commission.

Balfour Beatty is an international infrastructure group that delivers services essential to
the  development,  creation  and  care  of  infrastructure  assets  from  finance  and
development,  through  project  management  to  construction  and  maintenance  in
infrastructure aspects such as transportation, power and energy and water.  Balfour
Beatty employs 40,000 people worldwide.

Balfour Beatty’s UK and Ireland construction business describes itself  as a leading
integrator of complex, sophisticated and innovative projects that improve the UK’s and
Ireland’s  national  infrastructure  and  an  experienced  provider  of  local  and  regional
projects  that  help  build  lasting  communities.  Balfour  Beatty  offers  capabilities  in
construction,  civil  engineering  and mechanical  and electrical  engineering  services.
Balfour  Beatty’s  UK and Ireland construction  business  employs  9,000 people.

Balfour Beatty has a Sustainability Blueprint that defines the company's approach to
sustainable development in relation to its wider company strategies and explains in detail
the different  areas of  focus,  measures and metrics.  The model  has three pillars,  6
business goals  and 23 measures.
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The company's online Sustainability Dashboard reports progress against the Blueprint.

Back  to  Paul.  In  the  run-up  to  the  fourth  annual  Smarter  Sustainability  Reporting
Conference, that will take place in London on 24th February 2015, which I chair, I chatted
with Paul Toyne.

ME:What's so great about Balfour Beatty?
PAUL: I love working at Balfour Beatty. There are many opportunities and we have seen
sustainable development become embedded in the evolution of the businesses. We can
look at our internal operations and drive performance improvements, especially in the
area of improving the working environment for our staff and also the natural environment
though reducing resource consumption etc. But what is most fascinating about Balfour
Beatty  is  the  extent  to  which  the  goods  and  services  we  provide  support  future
sustainability  outcomes  in  the  countries  and  markets  where  we  operate.  This  is  a
fascinating place to be as the decisions we make now will affect future sustainability
outcomes for us and for future generations – as assets we build last 40 to 70 years or
more.

ME:Say more about the role of infrastructure in post 2015 world
PAUL: We must organize and adjust to a world with nine billion people, considering their
quality  of  life,  recognizing  resource  constraints  and  changing  climate  conditions.
Infrastructure companies have a really important role to play. When I look at what's
material in terms of the impacts of a company such as Balfour Beatty, it has to be the
delivery of goods and services and design components to deliver outcomes for today and
for the future. It is a big challenge for our customers – both the clients that commission
our services and their understanding of the complexities of sustainable development and
also in terms of the expectations of end-users, the people who live and work in the cities
and towns where our infrastructure services are provided. Whether it's the provision of
affordable commercial property or housing market or networks of power that we supply to
citizens, transportation in electric islands or safer travel, reduced congestion and delay
etc,  we are working together to drive out the negative consequences of our current
lifestyles and help build improved quality of  life for the future.
ME:How is Balfour Beatty gearing up for this?
PAUL: A refreshing aspect to what Balfour Beatty had put in place before I joined was the
sustainability  framework  strategy:  The Sustainability  Blueprint,  placing  sustainable
development at the heart of the business. When I saw the blueprint, it seemed to me to
be a pretty comprehensive approach. However, the proof of the pudding is in the eating,
as they say. It might be a great strategy, but if doesn't have traction within the business or
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deliver tangible outcomes, then it makes no sense. I have always been of the view that
driving outcomes has to be done through collaboration – sharing success with many
people, including working within the extended supply chain. Solving key issues around
sustainable development needs collaboration.
ME:How have you been supporting this?
PAUL:  I  observed  that,  despite  the  great  framework  and  strategy,  embedding  and
integrating parts of the strategy hadn't worked with all parts of the company. Through the
tough challenges of  different,  sometimes recessionary,  economic  cycles,  business
priorities can sometimes shift. However, even in these times, some of the main tenets of
sustainable development, such as resource efficiency, are key to what a business should
do  to  stay  ahead.  What  I  found  in  Balfour  Beatty  are  some fantastic  examples  of
integrating sustainability by default, but other parts of the business being unable to make
the transformation. In our last staff survey, 90 percent of the employees surveyed came
back and said we believe we work for a company that is responsible. Equal numbers said
we are aware of the vision and what we are trying to achieve in sustainable development.
This is a testament to the leadership and the deep-seated commitment and awareness in
the company. My focus has been supporting different parts of the company translate this
commitment and awareness into deliverable outcomes, where this was not happening
consistently.
ME:And what about smarter sustainability reporting?
PAUL: We have been starting to integrate our sustainable development reporting in to
our annual accounts since 2013, although we have not yet quite reached the optimal
target state. Integrated reporting is more than just inserting a section in the annual report.
It should really articulate the way we have demonstrated our thought processes and
considered the social and environmental impacts of our core business activities. It should
show how this will  affect our ability to be successful in the future. 75 percent of the
renewable  energy  that  Scotland  now  provides  has  been  connected  through  the
engineering capabilities of Balfour Beatty. This is a significant impact for sustainable
development. Our integrated approach should capture the value of this for our business
and  also  for  society.  We  have  done  some  initial  socio-economic  analysis  of  our
operations as a start. This is internal, so far, to help our own understanding. Ultimately,
we want to be able to answer questions like: What do you get when you buy Balfour
Beatty? What is the real value add? Where is the evidence? My role is to drive this
evidence-based approach while improving the positives and reducing the negatives. I
think it's going to stay fascinating at Balfour Beatty.

**********
Thanks to Paul Toyne for these insights. He will be speaking at the Smarter Sustainability
Reporting Conference (24 Feb 2015) in the subject of How to decide what is material for
your business? I think you need to be there. Click here for details and registration. Email
me for a discount code!

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
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reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 11:12AM (+02:00)
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4 reporting tips from Dr. Sustainability
Tuesday, December 02, 2014
Dr. Sustainability has made a short (3 minute) video all about sustainability reporting.

Dr. Sustainability, as you may know, is a regular guest expert on the CSR Reporting
Blog. This time, she agreed to share some reporting tips and help a reporting geek (me)
and  Beyond  Business  (my  company)  spread  our  message  about  creating  great
Sustainability Reports. This is part of our preparation for our brand new Beyond Business
website which is in the final stages of preparation. For the time being, I am happy to
share our short, fun, reportingy geeky vid.
The video was created by Alexandre (Alex) Magnin and narrated by Juno Rinaldi. Alex is
a skilled illustrator with a passion for sustainability. You can see more of his work and a
range of fun-educational sustainability videos on the Sustainability Illustrated site.
Check out our new vid:

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 09:38AM (+02:00)
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419,317 reasons to report on sustainability
Monday, December 01, 2014
At Sodexo, every employee counts, and the company aims to engage every employee in
the organization's corporate responsibility efforts. Sodexo is a great example of where the
reporting process has become an empowering element of corporate practice, rather than
just a document to show to external stakeholders at the end of the annual cycle.
Sodexo is one of the largest companies in the world by employee headcount (the 18th
largest  private  employer),  with  419,317 people  on board  at  the  end of  fiscal  2014,
working across more than 33,200 sites. More than 95% of Sodexo employees are in daily
contact with clients and serve 75 million consumers each day in 80 countries. Sodexo
provides  "Quality  of  Life  services"  which  includes  diversified  outsourcing  services,
benefits and reward services, and personal and home services, adding value to the work
and well-being of people in a wide variety of organizations from offices to hospitals to
universities and more. In this size and scale of  organization, implementing a global
strategy is complex and not without a range of unique challenges, especially when most
of the sites your employees operate from belong to clients.

Sodexo's  reporting  reflects  this  size  and  scale.  Headquartered  in  France,  Sodexo
publishes an annual integrated report  (Registration Document) that conforms to the
French Grenelle II  disclosure requirements, and also includes just about everything
everyone might want to know, and yet, remains accessible and interesting to read (all
372 pages... well,  almost all).  Aside from financials and Grenelle II,  the Registration
Document  references  GRI  G4 guidelines,  ISO 26000 standard  and  the  UN Global
Compact  principles,  bringing  everything  together  in  a  single  content  index.

What makes this report fascinating, however, is the way sustainability is embedded as
part of the core approach as well as a business discipline that is managed and led right
from the tone at the top. With a business mission that is a social mission as well - to
improve the Quality of Life of our employees and all those we serve - applicable both
internally and externally, Sodexo's sustainable development journey is aligned in all
respects.  The opening statement from the company's founder and chairman, Pierre
Bellon, is well  worth a read - describing a life-philosophy as well  as an approach to
sustainable business growth that many would do well to learn from. His personal and
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business insights are quite inspiring - including ten important trends that are shaping the
way business develops, and five important priorities for Sodexo.

Within the report, there are many (many!) short case studies and insights about how
Sodexo's  work  is  making  a  difference  ...  from  supporting  the  IBM  LEED  certified
Technology Center in Chile, to winning a workplace foodservices award in Scotland to
providing Quality of Life services including health and safety programs for offshore drilling
fleets to foodservices for the mining industry in Mozambique to supporting prisoner
rehabilitation in UK prisons to supporting environmentally childcare facilities in France.
The diversity of clients and nature of services provided is quite incredible. And while
these are all  core business services for  Sodexo,  they all  fall  under  the umbrella  of
improving Quality  of  Life.  That  also makes them sustainability  services.

Sodexo's CSR approach is brought together under its corporate responsibility roadmap:
the Better  Tomorrow Plan,  which has its  own dedicated section in  the Registration
Document a robust section on Sodexo's website. With many stories of how the Better
Tomorrow Plan is put into practice around the world, the Registration Document details
Sodexo's actions within its priorities to employees, promote nutrition, health and wellness,
support local communities and protect the environment. The company also maintains and
hosts a separate,  independent  website  that  presents thought  leadership relating to
Quality  of  Life.

A chat with Sodexo
In the run-up to the fourth annual Smarter Sustainability Conference in London on 24th
February 2015, which I chair, I took the opportunity to talk to Neil Barrett, Sodexo's Group
Vice President Sustainable Development.
ME:How do you get such a massive, sprawling and complex organization like Sodexo
aligned behind a cohesive sustainability approach?
NEIL: "One of the key developments of the group has been the greater alignment on
sustainable development actions. Some years ago, we created the Better Tomorrow
Plan. It was eighteen months in the making. We undertook a huge engagement and
dialogue program with stakeholder groups to make sure we understood the issues that
were important to them. When we launched this roadmap in 2009, one of the things we
did right,  in  retrospect,  was to devote the first  year  to getting our  people on board.
Because of scale of breadth of our organization, we took a solid twelve months to engage
people internally on why this was important, what our priorities are and the commitments
we undertook. That was time well invested. It also allowed us to establish a baseline on
our various commitments across 33,000 different sites where our people work. Because
we are represented on client sites, the reporting challenge for us is heightened versus
organizations that have operations within facilities they directly control or operate. As we
provide our services on client sites, it took some time to understand what we should
report  on,  what  we  can  control  and  influence  and  how  we  should  measure  our
performance  for  our  own  benefit  and  for  the  benefit  of  our  clients."
ME: How do you manage to maintain consistency and discipline around reporting and
performance management?

NEIL: "We have two kinds of indicators: Progress indicators and impact indicators. In the
area of progress indicators, we have created a level of awareness around expected
behaviors - what actions our employees can take on site to help improve our clients'
sustainability performance. We have equipped our site managers with all they need to
support sustainability processes at clients' sites and manage how we engage with the
client. On the impact indicators side, we look to see how we measure the impact of our
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actions for our clients or consumers. Additionally, we established an effective governance
structure right from the beginning. It has stood us fairly well over the past five years and
we are able to report our progress in a consistent way. Every year we survey all our sites
for  information  about  their  sustainable  development  activities  and  this  is  then
consolidated at a regional and group level. We get a range of information about the
environmental aspects of our activities and impacts on our clients. We put this system in
place back in 2009. Actually it has stood us in very good stead for the introduction of the
French Commercial Code Grenelle II Act in France in 2012. We already had everything in
place to be able to report."

ME: Is all the effort collecting data worth it?
NEIL: "Each year we review our progress and what we have achieved, but it is not just
about  reporting.  It's  about  engagement.  Our  reporting  processes  help  our  people
understand the reasons they are taking action, what areas they should be focusing on
and where they need to go if they need guidance. The data we collect helps us create
site-based reports. Each site manager gets a report that is designed for sharing with the
client, showing comparative performance and benchmarks with other sites. It shows how
the site is performing or even under-performing. The site managers are able to provide
clients with details that help engage the client in discussion with our site teams. This
becomes  an  ongoing  dialogue  which  ensures  we  all  focus  on  achieving  the  right
outcomes for all parties. This goes right back to the launch of the Better Tomorrow Plan
and  its  governance.  We  have  more  than  100  Better  Tomorrow  Champions  in  the
business who help facilitate these processes. You can imagine that they are very active
at reporting time! For us, this is all  about engagement, reporting, serving our clients
better, empowering our people and making a positive contribution. Ultimately it supports
improving Quality of Life. So, yes, it's worth it."
ME: What else has worked well?

NEIL:"One of the very pleasing outcomes this year has been that Sodexo was awarded
Sector Leadership in the Dow Jones Sustainability Index for the 10th consecutive year.
As standards and expectations have evolved we have been able to maintain our industry
leadership position. Such external recognition validates our approach and efforts and
also reinforces the fact that we are moving in the right direction. We were also awarded
this year the sector leader and most-improved company in the CDP Forests Report. And
many other recognitions. I have to say that this is also increasingly being viewed by
clients as important. It's a ticket to play. Clients want to deal with companies that can
demonstrate a commitment to sustainability and corporate responsibility and can assist
them in their sustainability journey."

ME: How do you manage to report everything in one integrated document? You have so
much going on….

NEIL: "It's been a challenge to pull everything together in the one document, but we have
invested the time to  consolidate  everything into  one report.  We used to  produce a
number of different annual reports. Consolidating everything is much clearer both for us
and for our audiences. The drive for simplification has helped. With a myriad of metrics, it
helps give us a better sense of what we are doing and achieving. We have also tried to
make it accessible – communicating in a way that people can understand. We are now in
the process of doing a materiality refresh… some themes have moved around but, by
and large, the issues and priorities mainly are just as valid today as they were some
years ago. Some of our targets will  be completed by 2015, and we are now looking
towards setting new ones for the coming years to continue our progress."
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**********
I am looking forward to meeting Neil at the 4th annual Smarter Sustainability Reporting
Conference.

He'll  be  speaking  on  "Leading  ways  to  measure  corporate  responsibility  impacts".
Judging  by  our  conversation,  he'll  have  a  whole  lot  more  to  share.  Don't  miss  it!

PS: I want to thank John Friedman, Sodexo's Corporate Responsibility Communications
Director, who is also long-time social media buddy and prominent writer, blogger and
commentator, for connecting me with Neil. Check out John's writings at the Huffington
Post.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 08:51AM (+02:00)
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How's your hurdling?
Friday, November 28, 2014
In early November, I was treated to a tour of Sky Studios by Rachel Depree and Briana
Inlow  who  lead  stakeholder  engagement  and  reporting  for  Sky’s  approach  to
sustainability, Seeing the Bigger Picture. It was all very exciting. I went backstage and
met the presenters (Di Dougherty and Darren Campbell)  of  the Sky Game Changer
Series. They were preparing for the new edition with Olympic hurdler Perri  Shakes-
Drayton who was to share hurdling tips with the Game Changers young school-kid
audience. While I didn't learn to hurdle (I am somewhat hurdlingly challenged) I was able
to watch the program that aired on Sky Sports TV the following day. Sorry to say, I still
can't hurdle... but lots of kids now can.

Click here to view The fabulous thing about the Game Changer series is that it's not only
changing games,  it's  changing the lives of  thousands of  young children.  Now in its
second year, the program invites schoolchildren from all over the UK to take part in a live
show that airs every Saturday morning, targeted at kids between ages 8 and 12. Each
show has a different sports-related theme and hosts sporting superstars or well-known
sports personalities to inspire and help the kids discover or deepen their love of sports.
Anyone can apply for a free ticket and take part in the fun. But it's more than fun. In our
current sedentary, electronic-game, TV-screen, computerized, interactive, tablet-phablet-
laptop-desktop digital world, the dangers of kids being glued to big screens and small
screens for most of their spare time is quite a real one. Game Changers is helping to
draw kids into the world of sports and off their armchairs - even watching the show on TV
encourages active participation, alongside the hundred or so kids that attend the live
show each week. This is a CSR initiative that brings value to the community in an area of
genuine social need, while also providing Sky Sports with an attractive high-rating TV
show as part of their programming. Sounds like a win for business and a win for society.
For me, seeing the set and meeting the people in person also helped me get a sense of
the passion and purpose behind the camera lens.
While at Sky, I also had the opportunity to visit and talk with students who come to learn
at Sky Academy Skills Studios. Sky Academy is a set of initiatives which use the power of
television, creativity and sport to inspire young people and help them build skills and
confidence. Sky Academy Skills Studios provide an interactive learning experience that
takes schools behind the scenes at Sky. Students build life skills by using state-of-the-art
technology to make a TV news report on subjects they’re studying at school. Over 30,000
young people aged 8 to 18 have visited Sky's Skills Studio in West London since it
opened in 2012 - current rates of visits are around 1,000 per month. This is a fantastic
way  of  using  core  business  skills  that  are  part  of  what  Sky  does  every  day  as  an
opportunity  for  young  people  to  develop  skills  like  teamwork,  communication  and
creativity, handle technology, and perhaps even find their vocation. The Studios are quite
spectacular and offer an amazing experience for young people in a very real simulation
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setting. Talking in front of a camera is no easy feat... as I well know when I personally
tried (and failed) to record a series of videos on sustainability. Building both the skill and
the self-confidence to get your message through is a gift for life that the Skills Studios
offer to thousands of young people.

Game Changers and Sky Academy Skills Studios are just a small part of Sky's overall
approach, which they call Seeing the Bigger Picture. Take a look at Sky's most recent
Seeing  the  Big  Picture  Summary  Report  for  2014.  Sky's  website  provides  a  more
comprehensive overview of  their  initiatives and performance data,  as well  as news
articles and blogs posted throughout  the year.

Seeing the Bigger Picture is integrated as part of Sky's business model and is based on
three pillars: making a contribution, responsible business practices, and inspiring action
in the community to improve quality of life.

As part of its reporting, Sky calculates is economic contribution to the UK economy and
quotes a significant £6bn added to the economy and creation of 117,000 direct jobs. In
addition, Sky is the biggest commercial supporter of the creative and sports industries in
the  UK,  working  with  more  than  150  production  companies  in  the  last  12  months,
providing a platform for their creativity and helping them grow their own businesses with a
£2.6 billion content and programming investment.
In addition to economic impact, however, it is always interesting for me to consider the
more core-business social impact of the programming and broadcasting choices that
media companies make. I have tracked the work of the Media CSR Forum, of which Sky
is a member, for some time now, and find the Mirrors or Movers publications - is the
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media a reflection or a transformer of society? - to be insightful and thought-provoking.
Here  are  some of  the  things  that  Rachel  Depree,  who  heads  up  engagement  and
reporting initiatives at Sky, told me during my visit and our chat about Sky and its Bigger
Picture journey:

"For Sky, we know reducing our environmental impacts and making sure families can
stay safe online are what our customers expect of us day to day. They’re simply doing
the right thing as a business. The real opportunity for Sky is the ability we have to inspire
people to take action through our presence in over 40% of UK and Irish homes. We’re
really proud of Sky Academy, which builds on our strengths in TV, sport and the arts to
help young people unlock their potential. The stories of those who’ve taken part are
inspiring. Our challenge is to keep making sure we capture the value this is creating for
Sky and for wider society. We’d love for people to take a look at our reporting and tell us
what they think. Alternatively, they could tune in to Game Changers on Sky 1, Saturday
mornings, and practice their hurdling!"

Thanks to Rachel and Briana for hosting me for an enlightening and energizing visit. Just
one more thing to love about working in sustainability. Now, remind me where I put those
hurdling fences......

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 02:45PM (+02:00)
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GSK Romania: Helping people live longer
Tuesday, November 25, 2014
GSK Romania is an extremely focused organization. Here's the reason.
"Romanians continue to have one of the lowest life expectancy rates in the European
Union, with 77.3 years on average for women, the lowest in the EU, and 69.8 for men,
second lowest after the Baltic countries, according to OECD Health at a Glance 2012
data.Heart, circulatory and respiratory diseases and cancer are the main causes of death
in Romania. The infant mortality rate in Romania (deaths of infants under one year old
per 1,000 live births) is double the average European rate."

 Isn't  that a compelling motivator for a healthcare company? It's at the core of GSK
Romania's business and corporate responsibility activities. You can read more in GSK
Romania's 3rd annual Corporate Responsibility Report (and second report in accordance
with GRI G4 core guidelines) that was published just this week. Once again, I supported
GSK Romania in developing and preparing this report. It's always inspiring to work with a
company so committed to making a positive impact.

Life expectancy
Romania is a country in Southeast Central Europe with a population of almost 20 million
in an area of around 238,000 square kilometers. The world life expectancy map, which is
based on World Health Organization statistics from 2011, shows that Romania is ranked
the 78th country in the world for life expectancy - up to four years lower than most other
countries in the European Union. Only Latvia and Lithuania have a slightly lower rate. It's
not just about length of life - a few more years here or there. It's also about the quality of
life... healthy life expectancy. GSK Romania has a mission to advance health and well-
being  in  Romania  by  supporting  healthcare  infrastructure  and  patients  through
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awareness, education, supply of innovative medicines and healthcare products.
Locally relevant
A significant part of the problem in Romania is the lack of consistent government priority
for healthcare funding and reform of the healthcare infrastructure. Many governmental
changes have led  to  discontinuity  in  policy  reforms and lack  of  progress  in  critical
healthcare development over several years, such as a revision of the reimbursement list
of medicines to enable access to life-saving new drugs for patients in Romania. This is
the context  in  which a  local  company,  part  of  a  leading global  healthcare concern,
operates. This is why it is important for the local subsidiary to know the unique local
conditions,  needs,  challenges  and  expectations,  and  ensure  that  its  business  and
corporate responsibility  strategy is  aligned with the local,  not  only  global,  needs of
society. Drawing on a wealth of resource, innovation, capability and policy direction at
global level, GSK locally has the opportunity to make a big difference to the lives of
Romanians... not only the length of their lives but also the quality of life and the way
people are able to enjoy healthy lifestyles. This is the real value of local reporting. It's a
reflection  of  the  engagement,  planning  and  delivery  of  local  positive  impact.  GSK
Romania has been committed to doing this since its start in Romania since 1989, and
has been publicly reporting on progress for the past three years.
Supporting healthcare imperatives
An example of a defining local issue, very relevant to the state of healthcare in Romania,
is the doctor exodus. In a country with a low rate of medical doctors in proportion to the
population needs (Romania has 2.4 doctors per 1,000 citizens, one of the lowest rates in
Europe and well below the average of 3.6 doctors), Romania has been suffering from an
exodus of doctors which has reached a level of more than 14,000 doctors in the past few
years, who seek to make a better living in other countries where they can be paid more,
gain access to professional learning and development and feel respected and valued in
their profession. In many cases, due to the challenges they face in Romania, they have
been packing up and leaving. This is undermining the quality of healthcare services and
accessibility  to  treatments  for  patients.  GSK Romania  has  supported  an  initiative
designed to reverse this trend - a campaign called “My profession: doctor in Romania”,
driven by the Foreign Investors Council, through the Council's Healthcare Task-force
which is led by GSK Romania. The campaign aims to build widespread recognition for
the role of doctors in Romania and provide practical support,  including through new
legislation,  to encourage doctors to stay in the country for  the benefit  of  Romanian
patients. The campaign projects positive examples of doctors who decided to stay in
Romania and has received widespread attention through active media communications
and even won a European marketing award. This specific issue in Romania is just one of
the areas GSK Romania is connecting with local healthcare imperatives and using its
resources, leverage and commitment to improve the situation.

Apel pentru companii - Pascal Prigent from De Profesie Medic on Vimeo.

Check out the video above (it's in English) with former GSK Romania General Manager
Pascal Prigent at the launch of the "My profession: doctor in Romania" campaign, in
which he explains that healthcare is a critical  part  of  the economy. GSK Romania's
continuing role in supporting the campaign is now led by GSK Romania's current General
Manager, Barbara Cygler.
The GSK Romania CR Report for 2013 is aligned with the global reporting style, tone,
look and feel of the GSK parent company while specifically showcasing locally relevant
performance and  impacts  relating  to  the  many  ways  GSK Romania  supports  local
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healthcare for the benefit of local patients and the way GSK Romania does business.
Rather than me running through all the highlights in a loooong narrative in this post, take
a look at the following infographic:

Stakeholder commentaries
GSK  Romania's  2013  report  also  includes  insights  from  several  external  expert
stakeholders who were interviewed individually and provided personal views to help GSK
Romania review and refresh its material focus and reconfirm its strategic direction. All
these stakeholder insights are recorded in full in the report appendix (Pages 62-64) but
here are some highlights:
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GSK Romania remains one of the few local companies in Romania - and I believe still the
only one in the Romanian pharma sector -  to publicly disclose its  performance and
practices.

Take a look. Give feedback.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 08:55AM (+02:00)
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30 Sustainability Reporting Thanksgiving
messages
Monday, November 24, 2014
Last Thanksgiving, I posted about how Thanksgiving shows up in Sustainability Reports.
This year, renowned commentator and sustainability writer, Marc Gunther, inspired me to
write another Thanksgiving post. Marc expressed his thanks to sustainability leaders who
are doing great work. Thank you, Marc. I echo that and join in the applause. However, no
less worthy of mention are the folks that battle away, year after year, to fill our inboxes
and download queues with annual Sustainability Reports. I love opening new reports. It's
like getting a gift. I approach a newly published Sustainability Report with a sense of
anticipation and eagerness. I love the first flick through to see what it's all about, and
then, I enjoy a more deliberate read and analysis. Yes, it's true. I'm a reporting geek. So
thank you to everyone in the sustainability reporting world for helping me to stay so
geeky.
Thank you.. to everyone who says "no-one reads Sustainability Reports". The more you
say it, the more people write reports.
Thank you.. to all the CSR and Sustainability Managers at my client companies around
the world who give me the opportunity to serve them by doing what I love doing.
Thank you.. to all the companies that published Sustainability Reports at any time in the
past  15  years.  You  have  enriched  my  life.  My  life  is  now completely  materialized,
measured  and  metricated.  That's  good,  right?
Thank you.. to the designers who create fabulous report designs. Sustainability Reporting
as an art-form has emerged.
Thank you.. to my loyal CSR Reporting Blog readers and following. It gives me a totally
warm and fuzzy feeling to know that there may just be one or two more reporting geeks
out there.
Thank you.. to the cleaning staff in all the offices that go around cleaning up after all the
people involved in Sustainability Reporting. Aside from the hundreds of discarded drafts,
the volume of ice cream cartons that people throw out after consuming the contents at
reporting time must be phenomenal.
Thank you.. to the students of sustainability from all around the world who often approach
me with questions about reporting. I love helping students. Sometimes the questions are
really focused... like: What does that word on page 321 mean? and sometimes they are
more general, like: Do you think this is REALLY what they meant?
Thank you.. to the companies that include me on their stakeholder lists and want me to
give them free advice. If they decided to include me in their budget as well, I would thank
them more sincerely.
Thank you.. to all the babies in the world. Everyone is writing Sustainability Reports JUST
FOR YOU!
Thank you.. to the companies that publish their Sustainability Reports as ebooks or flip
books. You save me a lot of time not reading your reports.
Thank you.. to my staff team at Beyond Business who put up with having a geek for a
boss, and an awkward one at that.
Thank you.. to thanksgiving, for giving me the opportunity to thank the sustainability
community for its existence.
Thank you.. to Simon Cowell. I love the X Factor. I would love to write the X Factor's
Sustainability Report.
Thank you.. to the GRI for the Sustainability Disclosure Database. It's a great resource
for finding current reports. Real geek-food.
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Thank you.. to all the millions (millions?) (is exaggeration hereditary?) of people who
bought and read my book, Understanding G4: The concise guide to next generation
reporting, published by DoSustainability. I receive a lot of feedback from many different
people who have read/used the book and found it to be very helpful. Watch out for the
sequel ;). But while we are on the subject, thank you also to Alan AtKisson, President and
CEO of AtKisson Group, a pioneer of sustainability initiatives and renowned throught-
leader,  who  wrote  the  best  review  of  any  book  I  ever  read  and  it  was  about
Understanding  G4.
Thank  you..  to  numerous  friends,  colleagues,  associates,  followers,  Twitter  pals,
Facebook friends, Linkedin members, social media connections who inspire, inform,
amuse, encourage, support, engage, retweet, like, comment, forward, share, give Klout
and generally feel like a fantastic community of professionals that I am proud to be a part
of. Whenever I meet any of you at conferences and meetings, it seems that we grew up
together. And at this point I will single out the formidable Leon Kaye who never fails, each
EcoMonday and each FollowFriday to publish a CSR Tweep list which I am honored to
be included in. He is a generous supporter of people in our community and that deserves
more than one thank you. But I have to be careful not to overdose on thankyou's here so
I will leave it at one.
Thank you.. to all the Sustainability Report translators who translate reports into English.
You usually make me smile. Especially if your name is Google Translate. If your name is
Bing Translate then I actually roll about on the floor laughing my head off.
Thank you.. to all the people who work in companies who publish Sustainability Reports. I
am sure you know who you are. Ahem. If you are not sure, thank you anyway. Maybe
you contributed even though you don't know it.
Thank you.. to my friends in the Sustainability Reporting news communities at Triple
Pundit, 2Degrees, 3BL Media and others who reprint my CSR Reporting Blog posts to
help spread the Sustainability Reporting gospel to their audiences. I am humbled that you
find my content worthy of redistribution. And you don't even edit out the bad bits. Often.
Thank you.. to Faversham House and edie.net for organizing the Smarter Sustainability
Reporting  Conference,  which  I  chair,  every  year  in  London.  A  whole  day  all  about
Sustainability Reporting. It's so much fun. Next one is 24th February2015 and we have a
great line-up. Many geeks and several geeks-in-the-making. Will you be there?
Thank  you..  to  all  the  people  who  use  Sustainability  Reports  to  help  them  make
decisions. Like which recycling bin to put them in. Or whether to use them to eat your fish
and chips out of. I understand in Japan that Sustainability Report Origami has become
quite popular. Just think, lots of little origami cranes complete with materiality matrices.
Sustainability Reporting makes anything possible.
Thank you.. to Siri. When ever I feel like a bit of fun, Siri never lets me down. I think we
should let Siri write some Sustainability Reports.
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Thank  you..  to  Ethical  Corporation  for  publishing  my  reviews  of  newly-published
Sustainability Report. It's always nice to have another place to practice being geeky.
Thank you.. to my family who reads every single Sustainability Report that I work on for
clients. OK. Exaggerating again. But putting up with a geek like me deserves more than
thanks. It deserves an ocean of ice cream.
Thank  you..  to  SustainabilityIllustrated  for  producing  fabulous  entertaining  and
informative sustainability videos. Soon to include one on Sustainability Reporting. Watch
this space. Haha. Another scoop from the CSR Reporting Blog.
Thank you.. to Greenleaf Publishing, who published my first book on CSR for HR, and
has agreed to publish my next full-length book in 2016 on the subject of ... guess what..
Sustainability Reporting. But, Sustainability Reporting from a perspective that I don't think
any one else has written about before. Something that I hope will change our perspective
about reporting. I am currently selecting relevant companies to be part of my research
and have their reporting activities showcased in my book. Coming soon to a company
near you..... Thank you.. to the creators of Sustainability Reporting apps. I admit that I
rarely (never) read reports via an app, but it's nice to know Sustainability Reports are
appable just like everything else. Maybe someone should invent an app that shows our
reactions when we read a Sustainability Report on an app. Thank you.. to the inventor of
PDFs.  My  life  would  be  just  terrible  without  you.  Sustainability  Reporting  to  me is
synonymous with PDFs. If I don't get my PDF fix every single day, my knees start to
shake and my teeth start to clatter. Someone told me that might be due to the fact that
my  air-conditioning  is  set  to  12  deg  celsius.  But  I  know  the  truth.  Thank  you..  to
Blogger.com and Feedburner. Without you, I would never have been able to reach so
many fabulous people who read and subscribe to the CSR Reporting Blog. In our inter-
connected digital world, you help me get my message through. What's the message?
Sustainability Reporting is cool. It's worth blogging about.
Thank you.. to readers and users of Sustainability Reports everywhere, and especially
those who give feedback. A Sustainability Report without feedback is like ice without
cream. Feedback is what makes Sustainability Reports worthwhile. Whenever you check
out a report, take some time to give feedback to the reporting company. It's good karma.
You will be rewarded. With another Sustainability Report.
So there we have it, 30 Sustainability Reporting Thanksgiving messages. If I left anyone
out, don't be offended, it's on purpose. I am saving you for next Thanksgiving. In the
meantime,
HAPPY THANKSGIVING EVERYONE!
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 And here's a little treat:

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 09:49AM (+02:00)

198



The CSR Reporting Blog Book 2014 and (most of ) 2015

GRI joins the Standards Club
Monday, November 17, 2014
You may have noticed the announcement earlier this month by the GRI that governance
changes are afoot. Well, they are more than afoot. They are now signed, sealed and in
the bag. Maybe, like me, you didn't really understand what the fuss was all about. GRI
wants to be a standard setter. OK. But GRI is a standard setter. But some might say: not
really, really - other standard setters have more strictly defined governance structures
with separation of  responsibilities relating to standard setting.  But GRI has a multi-
stakeholder  process,  isn't  that  a  valid  governance  structure?  Not  valid  enough,
apparently.
It seems that, if you want to be in the standard-setting Club, you have to have four things:

• Separation of authority: GRI's CEO will no longer have a role in standards
development and a separate Board will oversee this activity.

• Due process: a stronger Due Process Protocol and a new Due Process Oversight
Committee are now being set up.

• A new acronym or two: GSSB, DPOC, IAC are now part of the GRI lexicon.
• More money: separate fundraising for standards development and the people who

will do it.
 The benefits to being in the Club are significant. You can wear the badge. You can get
included in things designed for standard setters only. You become part of the process as
governments and stock exchanges consider new regulation on sustainability disclosure.
Think of the rapid development of Sustainable Stock Exchanges around the world and
the new EU Directive on non-financial reporting. When you are an official standard setter,
these organizations include you and refer to your standards.
Why is this so important? Because it brings an additional level of credibility and influence
which are beneficial to the development and recognition of GRI standards. It enables
dedicated  resource  to  focus  on  standards  development,  independent  of  other
organizational priorities. It enables the pace of standards development to move more
quickly, as issues are defined, rather than wait for items to reach the top of the GRI very-
long to-do list.  These are all  benefits which should be noticeable in time to the GRI
framework-using public and in the advancement of corporate sustainability disclosure.

To be clear, the changes at GRI involve the following six steps effective from January 31,
2015:

• An organizational firewall between standard-setting activities and all other
organizational activities will be created

• A separate governance structure for standard-setting will be implemented, including
the creation of a new Global Sustainability Standards Board (GSSB ), a Due Process
Oversight Committee (DPOC) and an Independent Appointments Committee (IAC)

• The global multi-stakeholder principle will be safe guarded
• The Due Process Protocol for the Sustainability Reporting Standards development

will be strengthened
• An independent public funding base for standards activities will be established,

separate to that of other organizational activities
• Transparency of all standards development processes (meeting agendas, papers

and minutes related to the standards development processes will be made available
on GRI’s website).

 Just  to  reassure  you,  this  new standard  setting  stuff  does  not  mean that  the  GRI
framework  will  become  a  certifiable  standard  such  as  an  ISO GRI  G40000000  or
something like that. At present, the new GSSB has no mandate to go off and move the
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goalposts. The current plan is that G4 will continue to be a framework that is assurable in
the same way that it always has been. No need to go rushing off thinking you've been
backed into a standards corner.
I had a chat with Bastian Buck, the Director of the Reporting Standard Department. He
was the guy that led the development process of the G4 guidelines and in my experience,
the go-to guru with great knowledge of reporting standards and their development.
ME: Bastian, isn't all this just a big political game with little substance. GRI wants more
recognition, more attention and more clout. Is that what it's all about?
BASTIAN: It's not just a name-change to be a standard setter. It's not just a cosmetic
change. GRI is perceived as a de facto standard setter already by many. However, this
change does enable GRI to have more audiences.  International  developments with
governments, legislation and stock exchanges are increasingly relevant for GRI, and this
kind of governance structure speaks to these groups more directly. It  gives the GRI
framework a different type of recognition, based on a transparent process where all those
involved are following due process with relevant checks and balances. This has always
been the way GRI worked, but the new structure formalizes this and ensures that all our
audiences know that we are working in a way that is widely recognized as imperative for
standard setters. Not only this, the separation of the standard setting and advocacy work
of GRI will be helpful as it will enable us to spend money on improving the standard and
applying updates on a timescale which is much closer to the identification of the need. So
far, changes in the standard have always been vetted against another organizational
priority, and there was not always enough funding to do everything. The new structure
will allow for much greater focus and resources for standard setting and is therefore a
good thing.
ME: What does this mean for reporters? Will reporting companies have to change the
way they report?
BASTIAN: No, reporters won't  notice any direct  changes and the G4 guidelines will
remain as they are. Going forward, what reporters might notice is that the guidelines may
be updated more frequently, taking into account new realities and new considerations.
There may be some formatting changes to align the way G4 is produced and updated to
the standard setting approach (such as modular elements of the guidelines that can be
changed  without  replacing  the  entire  framework,  to  allow  for  easier  application  of
updates) but this is unlikely to make a big difference to what companies are asked to
report in G4.
ME: Will GRI need to hire more people under this new structure?
BASTIAN: Yes, indeed. The commitment to greater transparency, the more frequent
updates of the standards, the maintenance and strengthening of the multi-stakeholder
framework and consultations will all require more people. We currently have 8 people in
the reporting standards team. I envisage this will expend quite a lot in coming years. The
upside is that our G4 framework will be more robust, more up-to-date and our processes
more transparent.
ME: If the GSSB and other new bodies are now independent and reporting to the GRI
Board of Directors, does this make the CEO role redundant? What will the CEO do? He
will have LOADS of spare time, no?
BASTIAN: I doubt the CEO will have too much spare time. GRI has an extensive and
ambitious advocacy program and there is still much work to do to spread the word and
represent stakeholders in a range of committees and regulatory bodies. GRI is reaching
out to other organizations in the sustainability disclosure space to drive greater alignment
between standards and greater clarity. The dual focus of GRI going forward which will be
on  standard-setting  and  enhancing  the  value  of  reporting.  The  latter  will  require
innovation in the way we think about reporting and collaboration with groups we haven’t
previously  connected with.  We have many initiatives in  place and planned that  will
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enhance the quality of service and support we provide for reporters around the world.
The new structure will enable this part of the work to proceed with focus, just as it will
help  the  standard  setting  part  of  the  work  proceed  independently  and  in  line  with
disclosure  needs.
ME: Who is going to pay for all of this?
BASTIAN: Fundraising for the new GSSB is starting to happen now that the new structure
has been announced. There are a number of ongoing conversations. This is a good
opportunity for those who have an interest in supporting this specific work to channel their
funding  towards  standards  development.  We  expect  that  this  will  be  attractive  to
organizations  or  individuals  that  may  not  have  offered  funding  to  GRI  in  the  past.

**********
As GRI moves forward, it will be interesting to watch how this new structure falls into
place and what it actually helps create. Will we see G5, G6 and G7 in quick succession?
Or a number of standards positioned under the umbrella of Sustainability Reporting
Standards? Or  will  we see a  War  of  the Standards unfold  with  every  sustainability
disclosure organization trying to be not only a standard setter but THE standard setter?
We have heard a lot about collaboration but we are yet to see any terribly obvious fruits
of  such collaboration.  Several  months back,  the IIRC announced the launch of  the
Corporate  Reporting  Dialogue  to  "promote  greater  coherence,  consistency  and
comparability between corporate reporting frameworks", with all  the known standard
setters taking part. We haven't heard much since then. Maybe having everyone now in
the same Club might help move things along.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 11:16AM (+02:00)

Comments
1. Re: GRI joins the Standards Club

- FrankAbernathy March 09, 2015

So does this mean that GRI is getting stricter and more difficult for company reporters or
less so?  After G3.1 changed to G4 they dropped the letter grading system (A, A+, B,
B+) etc to just saying "core" compliance. according to:

http://sycamoresustainability.com/blog/2015/2/15/global-reporting-initiative

and that change seems like a more lax move on their part.  It seems to me that GRI
wants more clout in for-profit businesses by giving them less responsibility.
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The CSR Reporting Blog Rap
Sunday, November 16, 2014
By now you will  all  have seen the Samsung report  rap,  as well  as all  the criticisms
(facepalm). I guess we should give Samsung top marks for creativity and originality (any
other report raps out there?) but pretty close to zero when it comes to intelligence and
genius  marketing.  It  defies  understanding  how the  Samsung  lyrics  (Samsung,  we
280,000 humans 40 percent 112,000 women You don’t have to worry after giving birth Sit
back, relax, no need to work) got approved at any level of the organization.
However,  don't  throw the baby out  with the bathwater,  as they say.  Maybe rapping
reports is a good thing. With a little help from Wiki How to write a rap song, I thought it
might be a good idea to offer some ideas to other companies that might want to move to
the next stage in advanced and innovative reporting communications techniques.
So here you have it: The CSR Blog Report Rap: CSR is cool

When I think of a business it makes me depressed
I don't know why they do things it's all just messed
Up when they go for the money instead of respect and
They ruin the planet everything's just wrecked we can't
Live like this we need some air it's the corporate machine rollin over us there
We gotta fight back make more CSR so the people can live and reach for a star
End poverty end war end corporate fraud make it fair make it share don't ever get bored

CHORUS:
CSR is cool if you don't lose your cool
When you go with the flow the flow makes you go
If you wanna groove CSR is the move
Save the world save the planet we all approve

CSR makes things right it's for positive stuff
When it's CSR you can never do enough
It's long-term thinking that will win the day but we know
That investors will have their say and ask for money sooner not later
But we can't live our lives in the shadow of a dictator
We need to stand tall and show them all how
CSR can work in the here and the now and make our lives better in any weather

CHORUS:
CSR is cool if you don't lose your cool
When you go with the flow the flow makes you go
If you wanna groove CSR is the move
Save the world save the planet we all approve

Employees and staff should ensure that their leaders are
Right for the job and not chicken-breeders and know how to
Plan a CSR path with eco and green and employee motivation
To make a contribution and lift us out of desperation
CSR is the way to a better world ahead with 9 billion citizens needing to be fed
Globalization urbanization the digital divide it's all too much don't go along for the ride
Equality, humanity, end of poverty and hunger when we all pull together we can even get
younger

202



The CSR Reporting Blog Book 2014 and (most of ) 2015

CHORUS:
CSR is cool if you don't lose your cool
When you go with the flow the flow makes you go
If you wanna groove CSR is the move
Save the world save the planet we all approve

Feel free to use this rap in your report communications. No copyright :-)

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 09:23AM (+02:00)
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The VITA Model for future Sustainability Leaders
Friday, November 14, 2014
And now for my third and final post about my adventures in Atlanta at the World Business
Council for Sustainable Development (WBCSD) Council Meetings last week. I has to
share this piece, as it's where everything comes together, and also, one of the most fun-
important parts of the WBCSD activities. It's about the Future Leaders of our businesses
and our sustainability efforts.

WBCSD has a fabulous program to educate future business leaders of the WBCSD
member companies. It's a year-long program that provides tomorrow’s business leaders
with "the skills and competencies to cope with an increasingly complex world as well as
the social and environmental challenges across a changing competitive landscape." Each
year is  themed, and the 2015 program is all  about  "scaling up business actions on
climate change & improving the business case" with modules in the U.S., Hong Kong and
Paris. Wow. Wish I were 10, 20, ok 30 years younger.

The 2014 Future Leaders Program (FLP) was populated with young up-and-coming
mainly finance professionals from member companies and its theme was "Bridging the
Capitals: Accounting for Natural & Social Capital in Business Decision Making". 25 young
business people worked on this for a year, and delivered impressive outputs at the close
of  the program. In five teams,  they worked on different  aspects of  the Bridging the
Capitals theme and created reports that contain genuinely original and useful insights
about reporting, measurement, materiality and more.

I highly recommend you take a look at some or all of these publications. I have read them
all end-to-end and it was worth it.

Integrated Reporting in South Africa - From Concept to Practice: insights from interviews
with South African reporting companies and investors.

Unraveling  the  Business  Value  Landscape:  defining  what  value  really  means  and
recommendations  on  how to  describe  business  value.

Integrated  Performance  Management:  a  quality  approach  to  following  through  on
sustainability  commitments.

Sustainability - A new competence for financial leaders: a guide to help finance folks
understand, navigate and even influence the sustainability agenda.

Journey to materiality- A guide to achieve corporate goals by applying materiality to
environmental, social and governance issues: views and recommendations around the
challenges of defining materiality.
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One of the highlights of my week in Atlanta was being asked to present my perspectives
and insights as an "expert" to this group. It's always nice to talk to young leaders and help
shape their journey. Thinking about this, I wasn't quite sure what I could usefully add,
given they were at the end of a year-long learning process. What could I tell them that
they hadn't already heard? What could I add that could shape their journey further as
they prepare for  re-entry into the workplace with new sustainable-business shaded
lenses? So, I used my trusty fall-back. When all else fails, build a model. In this case, I
created a simple model designed to help these impressive young leaders remember to
apply their learning as they grow and develop in their own professions. I called it the VITA
model.  Vita,  according to the dictionary,  is  a biography or  a resume. Quite fitting,  I
thought, because what I wanted to leave with the FLP participants was a thought about
what they would want to see on their resume in 20 or 30 years time. What is the legacy of
business activity they want to be proud of? How will their sustainability orientation show
up in that 2030 resume? The VITA model has four main tenets:

VALUE – IMPACTS – TRANSPARENCY – ACCOUNTABILITY
VALUE: It may still be of value even if it you can't put a money number on it. IMPACTS:
We must talk impacts not actions and get better at defining them. TRANSPARENCY:
Transparency is not the goal, relevant transparency is the goal. ACCOUNTABILITY: The
finance function must be accountable to all its stakeholders.
In talking to these points, I shared some true (and in some cases, quite incredible) stories
from my own experience as a business person over thirty years, and from my work with
clients (no names named!). I won't fill up this post with stories ... but I will comment briefly
on each part of the model.
VALUE:It may still be of value even if it you can't put a money number on it. Essentially,
here, despite a week about capitals, costing externalities, measurement and metrics, I
couldn't help but make the point that not everything can be quantified scientifically. For
example, the impact of corporate culture. Sure, we can measure employee engagement,
retention, attrition, satisfaction, development and even conflict in an organization, and we
can measure the cost of non-compliance or non-ethical conduct to some degree, but can
we truly measure a the money value of a culture that is ethical, open and empowering? In
corporate cultures where there are aspects of complicity, lack of freedom to express new
ideas or lack of respect for human worth, the ripple effects are far-reaching but we don't
know exactly how to count them. As young leaders, especially ones with a head for
finance, it is crucially important to remember that, at the end of the day, business is just
people trying to survive and thrive. Valuing them and valuing values is just as important
as valuing value. Even if you can't count it.
IMPACTS: We must talk impacts not actions and get better at defining them. I have said
this many times, and often refer to "shopping-list" reports where I get what companies did
but I didn't get what difference it made. Companies, and finance experts in companies,
are soooooo good at calculating the last cent of the return on a capital investment. Yet
companies are proud to say they donated (or even invested) tens of millions of $ in the
community when they have no idea what a difference it made. We need to get better at
why we are doing stuff and what impact we are trying to have. The ways of calculating
impacts are partly about money but also about a range of intangibles that affect people
lives  which are  harder  to  calculate.  But  that  doesn’t  mean we should  ignore  these
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impacts or even attempt to define them in at the planning stage.
I work with a company called Netafim. Netafim is a world leader in drip irrigation – a
climate-smart agricultural process that enables better yields, using less water and less
fertilizer and less energy. The economic cost benefits of drip irrigation can be calculated
and in each market, Netafim has amassed a range of data that supports and quantifies
the environmental and economic impacts of using drip irrigation. However, there are also
many intangibles. How do you factor them into the equation? How do you design them
into the planning? Rachel Shaul, the Marketing Director of Netafim went to Gujarat in
India to talk to women farmers as part of a research project. Women's empowerment is a
big thing in smallholder agriculture. The impact of using drip irrigation for them was the
possibility of sending their kids to school, being able to buy a house for the first time or
the ability to help other women become independent and self-sufficient.

 from Netafim Sustainability Report 204
How do you calculate the impact of that? Can you monetize that? Where would that get
prioritized in the allocation of resources? Are these kind of impacts defined up front or are
they a by-product that happens by doing business differently? Intuitively, supporting
women smallholders makes sense. Objectively, data shows their economic situation
improves. But how are all the other impacts on the quality of their lives calculated? When
you are looking at the difference your company makes, these are the sort of things that
should also be understood more deeply and taken into account. We must get better at
defining impacts in economic, social  or environmental  terms. We must get better at
getting clearer about how a company is changing the world. And we must plan more
holistically to deliver the impacts we desire to deliver. Some of that is about money, some
of it is not.
TRANSPARENCY: Transparency is  not  the goal,  relevant  transparency is  the goal.
Everyone talks transparency, everyone believes that transparency is the goal. Everyone
thinks that if they cram as much information as possible into a sustainability report or a
website, that they will improve their reputation. Well, that may be. But in this world of
overload, and with the increasing complexity of business, we don't need or want to know
EVERYTHING.  We want  to  know the  most  important  things.  How are  those things
defined and by whom? It's not easy. A materiality process can be designed to deliver the
results you want to achieve. Getting granular and relevant on materiality requires good
engagement. Engagement does not mean sending out a survey or having a meeting
about your next contract with a supplier. Engagement means truly understanding the
measure of impact you are having in a specific context and looking for the business risk
and opportunities associated with that.
ACCOUNTABILITY:The finance function must be accountable to all its stakeholders. As
finance managers or business leaders, who are your stakeholders? Who is affected by
the impact of your decisions? Employees, of course. Management and their ability to
advance positive reputation for your company and support business success, of course.
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But beyond that? Who do you have an impact on? What are the policies that you create
that have an impact on society, the environment, the well-being of communities? How
you establish investment policies, payment terms, restructuring frameworks and more?
These all  have an impact on the lives of  people.  This is  often highly relevant when
businesses  undergo  restructuring.  The  key  partners  in  any  company  that  manage
processes such as these are the Human Resources and the Finance teams. We decide,
with our policies, whether people have a future or what kind of future they can start to
plan. It's that simple.
U.S. Census data shows that more than 7 percent of American workers fell below the
poverty line in 2012. Similar figures show up in Europe. Workers. Not people sitting on a
beach somewhere. Workers. Going out every morning to a job and coming home and not
being able to maintain a decent standard of living. Who's responsible for that ? HR?
Finance? No-one? The competitive landscape? In the post-2015 agenda, the UN has
begun to talk about eradicating poverty. Business has a role to play here, and so do
finance managers and other business leaders. Who are your stakeholders? Are they the
working poor? Or are they your management who wants to make more profit and show a
better balance sheet? Of course a business must make money, profit is crucial to any
business. But ultimately finance and business managers must be accountable for the
impacts  of  their  decisions,  policies  and actions  on  the  way people  live.  And these
elements must be factored into day-to-day decisions as well as in the bigger strategic
directions. This means considering all  stakeholder impacts up-front in the decision-
making process, and not just about balancing a budget. As well as considering the long-
term impact of doing business in a world where poverty is omnipresent. Behind every
number is someone's life. This isn't about the financial crisis, or big events that need big
responses. This is about the day-to-day of our jobs and how they have an impact on
stakeholders.
That  was pretty  much my message to  these young leaders.  VITA:  Value,  Impacts,
Transparency and Accountability. That's the legacy. That's the 2030 resume. You'll notice
that most of what I said was about people not about money and not about numbers. As
young business leaders, this group has the power to make change and impact people's
lives for the better. They can drive a different way of doing business that is led from a
new vision, a new way of thinking about the role of business in society, a new way of
creating  value  and  a  new  way  of  being  accountable.  In  some  cases,  that  means
accounting for externalities. In other ways, it means being a decent person and making
decent decisions. It  always means knowing what impact you are having on all  your
stakeholders.
*********
Finally, with this third and final piece in a trilogy of posts, I want to extend my personal
thanks and gratitude to the folks on the WBCSD team that totally impressed my with their
dedication, drive and skill and made me feel so welcome. Triple fudge with sprinkles to
Rodney Irwin, Anne-Leonore Boffi and Susanne Feinman.

PS: One thing can't resist adding. I was very pleased to see in Peter White's (WBCSD
COO) plenary presentation about WBCSD priorities, that he mentioned my company,
Beyond Business Ltd. Hahahahah. Well,  he didn't  really.  But it  looks like he did. Or
maybe it's just a case of "great minds think alike"!
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elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 10:14AM (+02:00)

Comments
1. Re: The VITA Model for future Sustainability Leaders

- JordiMorrsRibera November 15, 2014

Thanks a lot, Elaine. These days I am preparing a paper on Integrated Reporting and
this post is very useful for me.
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7 short CSR reports - the better and the less
better
Thursday, November 13, 2014
I was asked by @jenniferwoofter on Twitter if I can recommend any short reports - under
or around 20 pages - that are effective in communicating sustainability. I always have a
problem remembering  where  I  found good reporting  practice.  I  ought  to  develop  a
system. (Note to self: that to-do list just keeps getting longer). So, in order to respond to
Jennifer, and refresh my thinking, I did a little research using the GRI Global Reporting
Sustainability Database. It's very hard to find reports that are under or around 20 pages
(excluding executive summaries of longer reports) (and, of course, I only look at reports
in English (or sort-of English)). It's almost impossible to find short reports in Asia or Latin
America and most of Europe. Shorter reports tend to be from U.S. companies. Also, short
reporting does not correlate absolutely to company size. It's not just SMEs and local
companies  that  keep  reports  compact.  My  list  below  includes  some  large  global
companies  with  tens  of  thousands  of  employees.

Here's what I came up with - the better and less better. I will say that even the less better
reports are evidence of some level of commitment and action and while my, as usual,
fairly  direct  criticisms reflect  my honest  professional  opinion in  the hope of  helping
reporters get better value from reporting, I  continue to commend and be grateful  to
companies who report. Reporting is always a challenge and always an achievement.
Even short reports can be powerful. Some more than others.

The better

Datwyler Cabling Solutions AG 2013 Sustainability Report, Switzerland GRI Application
Level C, GRI checked, 12 pages excluding GRI Index
Datwyler Cabling Solutions is a supplier of system solutions and services for electrical
and ICT infrastructures in public and commercial  buildings and in data centers and
networks.This is a report for a medium-sized business (less than 1,000 people) that really
does the job. It's short, no frills, no stories and no case studies, but it covers the ground
and credibly represents a sustainable approach with just about enough data to make it
meaningful. Don't look for more sophisticated reporting content, such as a materiality
matrix or impact assessments, but for the size of the organization, the report is a simple,
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concise and clear communication of the organization, its values and its approach in
practice. As short reports go, I  like this one.

Sanoma CSR Report 2013, Finland
GRI Application Level C report, 22 pages including GRI index.

Sanoma is a media and learning company based in Finland with operations in several
countries and almost 11,000 employees. Sanoma is publicly listed in Finland. This report
is  delightfully  colorful  -  as we might expect from a media company -  and the social
mission is clear. "We help people access and understand the world" and the passion
"actively shaping the world around us" is well projected. The report is structured with
people first (how many reports put people last?), then responsible business activities,
then community, then environment. It's an interesting read, although a bit too general in
places. The attractive design helps the flow. One thing that is missing, though, despite a
tick of the box in the GRI Content Index, is a statement from the leadership. No CEO or
General Manager. Maybe this is because Sanoma is just one big team, but without a
leadership statement, this report lacks a bit of punch for me. However, it's a good report
certainly one of the better shorter ones.

Downer 2013 Corporate Responsibility Report, Australia
GRI  Application  Level  B+,  21  pages,  excluding  GRI  Content  index  but  including
Assurance  Statement.
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Downer is  a mining,  infrastructure and rail  company,  listed on the Australian Stock
Exchange. Downer employs more than 20,000 people and operates primarily in Australia
and New Zealand. This report packs a punch for its 21 pages. It's compactly designed
and I love the photography of what appear to be real people that work at Downer and not
stock photos of anonymous citizens of the world. The CEO statement is short and to the
point  and  actually  evidences  some  element  of  strategic  thinking.  Disappointingly,
although Downer attests to following a materiality process, material issues are not listed
explicitly, but are said to be the basis for the report content. Data is nicely presented and
a  few  short  case  studies  add  to  the  credibility  and  interest  in  this  report.  Some
stakeholder voices are included (internal). The report is well-written and easy to read.
This is probably one of the best short reports I have come across.

The less better

A&E 2013-2014 Sustainability Report, USA Non GRI report, 16 pages

A&E is a provider of threads and yarns for the global fashion industry. It employs more
than 10,000 people, a fairly large organization, something you wouldn't guess from the
format of this report. This is a home-made report in word format that is rather difficult to
read due to the awkward formatting, errors and inconsistent language style. The CEO
statement is rather platitudy and weak, although the company does provide evidence in a
short 16 pages of sustainable practice. A&E presents Ten Threads of Sustainability and
shows a long history of data on environmental impact reduction. However, while the
delivery of a report is always a good thing, and far better than not reporting, this report
lacks balance, structure and relevance. I  am sure that  a stronger investment in the
reporting process and output would deliver greater value for  A&E.
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Williams-Sonoma Inc. Corporate Responsibility Report 2013, USA
Non-GRI report, 22 pages

This is a approach and story-based report that projects a strong commitment and a
community  orientation  for  this  specialty  home-products  retailer  and  e-commerce
company, with brands including Pottery Barn and west elm and around 600 retail stores.
Williams-Sonoma employs around 28,000 people of whom 7,800 are full time. However,
it  is  almost  completely  devoid  of  data.  Just  to  find  how many people  the company
employs, I had to search for the most recent Form 10-K. There are a few numbers around
sustainable sourcing of wood and expenditure with artisan workers, but not much else.
Despite "forging new relationships to advance our energy goals", we are not treated to a
peek at what these energy goals are, not any data about energy consumption, or any
other aspect of this company's supply chain. In this case, this short report is too short. It's
a nice sustainability-oriented brochure but doesn't pass the litmus-test for a CR Report.

The Carlyle Group Corporate Citizenship Report 2014, USA
Not GRI Report, 18 pages

The Carlyle Group is an American-based global asset management firm, specializing in
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private  equity,  based in  Washington D.C employing around 1,700 people.  In  2013,
Carlyle appointed a first Chief Sustainability Officer. This report is about how Carlyle
practices responsible investment and through its investment policies, drives increased
awareness and advancement of  sustainability  practices,  as well  as helping change
practices at portfolio companies. Indeed, there are some very positive initiatives in place.
There is a section on environmental initiatives in portfolio companies, and a couple of
pages on community  involvement  and work  culture.  Nice  stories  and snapshots  of
responsible investment, but not enough quantified sustainability impacts. A sustainability
report  that  presents  almost  no  data  is  always  rather  a  disappointment.  Disclosing
approaches, policies and individual initiatives is always better than no disclosure at all,
but credibility increases when we read reports that actually describe performance rather
than treat us to story snapshots.

Thermo Fisher Scientific 2013 Corporate Responsibility Report, USA
GRI-based report, undeclared level, 12 pages including GRI Content Index

Thermo  Fisher  Scientific  is  an  American  multinational,  biotechnology  product
development company with 50,000 employees in 50 countries and revenues of $17
billion. The report is organized around the three sustainability priorities of the company -
business sustainability (process improvement and efficiencies), employee engagement
and philanthropic giving. As such, it's what I call a "shopping-list" report - what we did,
where we went, how much we donated. All this is very fine, and although a GRI Content
Index  is  included,  there  are  very  few  performance  indicators  of  substance.  For  a
company this size and of such breadth, with such an important role to play in the world,
we might expect a little more depth to the CR approach and disclosure. The report is
pleasant, representing early CSR thinking but lacking the maturity of today's sustainability
orientation.

Writing short reports is not a substitute for acting short on sustainability. Where there is
little action of substance, a short report will not fill the gap and show the company up as a
sustainability leader just because there are some nice stories and policies. On the other
hand, short reports can reflect extensive performance almost as well as long reports, if
done well. Interestingly, I realize that the reports I found to be more credible and useful
were GRI-based. I hadn't specifically tried to demonstrate that GRI reports are better, but
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perhaps there is something about working to a framework that helps structure the content
and flow of a sustainability report.
Thanks to Jennifer Woofter for asking me about short reports. I love reports of any length
and this was an interesting analysis. You can guess what I am going to do now.... mmm,
maybe banana pecan flavor....

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 10:33AM (+02:00)

Comments
1. Re: 7 short CSR reports - the better and the less better

- JenniferWoofter November 14, 2014

Awesome round-up. Thank you so much Elaine!
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Is EP&L a waste of time?
Wednesday, November 12, 2014
As  promised  (threatened?),  another  post  about  the  work  of  the  WBCSD  and  my
involvement  in  the  Council  meetings  in  Atlanta  last  week.
I was greatly privileged to moderate a plenary panel session on the subject of "Redefining
Value - costing externalities" with three incredible sustainability and business achievers.

Marie-Claire Daveu: Chief Sustainability Officer and Head of International Institutional
Affairs of Kering and member of Kering Executive Committee.
After embarking on a career as a senior civil servant in the field of agriculture and the
environment, Marie-Claire Daveu served as Technical Adviser to the Cabinet of Prime
minister Jean-Pierre Raffarin, the Principal Private Secretary to Serge Lepeltier, Minister
of Ecology and Sustainable Development, before joining Sanofi-Aventis Group in 2005 as
Head of Sustainable Development. From 2007 to 2012, Marie-Claire Daveu served as
Principal Private Secretary to Nathalie Kosciusko-Morizet, first within the Ministry of
Ecology, then in charge of forecasting and the digital economy, and lastly, within the
Ministry of  Ecology, Sustainable Development,  Transport  and Housing. Since 2012,
Marie-Claire heads up sustainability at Kering. Kering is a Group of 22 Luxury and Sport
& Lifestyle brands such as Gucci, Bottega Veneta, Saint Laurent, Alexander McQueen,
Stella McCartney, PUMA and others.
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Roberto Salas: CEO of Masisa, Chile
Roberto Salas serves as President of Grupo Nueva and, since 2008, in addition, as CEO
at Masisa, one of the Latin American leaders in production and marketing of wood fiber
boards for furniture and interior decorations headquartered in Santiago, Chile. Roberto
began  his  career  in  Grupo  Nueva  in  1989,  Ecuador.  Roberto  is  Co-Chair  of  the
Development Area of World Business Council for Sustainable Development. He was a
Professor at the Faculty of Economics, Universidad Católica de Guayaquil, for 17 years.

Roberto Pedote: Chief Financial and Investor Relations Officer, Natura, Brazil
Roberto Pedote is responsible for Natura's financial and legal matters, as well as investor
relations and corporate affairs.  Formerly,  he spent  16 years with Unilever in Brazil,
England and Latin America, and served as Finance Vice-President for the Food and Ice
Cream Division in Brazil. Prior to this he served as Finance and Control Director for Nokia
of  Brazil.  Since  2010,  Roberto  has  been a  member  of  the  International  Integrated
Reporting Council (IIRC), and in 2013 he was appointed member of the Advisory Board
for BM&FBOVESPA Listing. Natura is a Brazilian manufacturer and marketer of beauty
products, household, and personal care, skin care, solar filters, cosmetics, perfume and
hair care products.
This was a rare occasion to have a CEO, a CSO and a CFO of major corporations
together on a stage and ready to share insights about a rather controversial aspect of

216



The CSR Reporting Blog Book 2014 and (most of ) 2015

sustainability accounting and disclosure. I opened up with a really easy question!
"When we talk about externalities, we refer to all those often invisible impacts on society
of doing business – the indirect social and environmental effects of your activities on
climate  change,  health  and the  quality  of  life.  Does  it  make sense to  suggest  that
companies should calculate and account for these costs? Or is this just a diversion
designed to help companies avoid doing the hard work of changing how they business in
a more sustainable way?"
All three panelists responded in different ways, referring to the value of the externality
costing approach, particularly as a tool to help resource allocation, prioritization and
decision-making withing the company. By bringing impacts to a common denominator
language in money terms - monetizing impacts - organizations have a new tool to identify
and quantify the ways their business activities show up throughout the entire value chain.
By using a common language, impacts can be prioritized more easily. Not only this, the
exercise forces debate. It presences aspects of business impacts that have previously
never  been  considered.  Just  having  a  conversation  about  externalities  in  your
organization is an interesting first step, and the process of evaluating them, even moreso.
Through debates such as these, leading edge companies are now starting to change the
game. In our favor.
To remind you, Kering was, I believe, the first organization to publish in what was thought
to  be a  very  bold  move,  the Environmental  Profit  and Loss statement  of  one of  its
companies, PUMA, back in 2011. (See a great infographic about the value of the EP&L
on the Kering website) Marie-Claire Daveu promised that the EP&L for the entire Kering
Group would be published soon. The EP&L now can be used to compare and reprioritize
impact and risk management across the entire Kering group of companies, using the
same tool.

The EP&L created quite a stir in its day with many hailing it as the new way forward for
corporate disclosure. Although many were impressed, there were also many questions. Is
it reliable? Does it make sense to put a price on the environment? Is it accurate? Does
monetization devalue the true impacts of business? Like, can you put a price on caring?
We have not seen too many companies follow suit and take the leap into externality
costing and disclosing the results. Partly because it is rather a complex exercise. And if
you think monetizing environmental externalities is tough, then social externalities and
their far-reaching impacts are even tougher to assess. And disclosure is a risk. WBCSD
maintains that we will only ever be able to know the true cost of business if we make
progress in understanding, assessing and accounting for these external costs, and is
encouraging its members to make bolder moves in this direction. That's the essence of
"redefining  value",  one  of  the  strategic  priorities  of  WBCSD  in  the  organization's
Action2020 program. The sustainability  leaders in  our  panel  discussion believe the
process of  externality  costing adds real  value.

Masisa is a company with a strong passion for sustainability and a vision through to
2050.
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Masisa publishes an Annual Integrated Report and in 2013, for the first time, published
monetized impacts.

 Roberto Salas described one approach to externality costing on the social side. He
talked about the work Masisa does in communities, considering a range of community
needs and managing social development over time. His view is that, by taking a small
number of social indicators, and tracking development over a period of several years,
social impact will be quantifiable and correlatable to corporate interventions and positive
actions. Monetization is not a one-off thing. Externality costing must be viewed as a long-
term activity.

Roberto Pedote of Natura shared an important insight. Natura has not yet published an
EP&L but they are working internally to develop this. Roberto made the point that the
EP&L, however, is not about precision. It's about the trend that the numbers show over
time, and the ability to compare the size and scale of impacts as they occur throughout
the value chain. This will never be a completely precise exercise, and although it's about
numbers, it's not the numbers that are most important. It's the understanding of relative
weightings  of  different  material  impacts,  and  deep  internal  discussions  about  the
accountability of the company to mitigate or improve them. As such, externality costing
can be an extermely useful internal engagement and decision-making tool.

I asked the panel if stakeholders are actually asking for EP&L's? Is anyone really all that
interested? The response was that, while there are not many explicit demands for this
specific calculation, stakeholders are showing more interest and demanding greater
transparency from companies. The requests that stakeholders make for information are
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often those that can be met through the work that an EP&L reqires. Doing the work on
some form of EP&L accounting enables companies to respond to broader stakeholder
demands for transparency in a more considered and thorough way.

I have to confess to having been somewhat dismissive of EP&L accounting prior to the
session and the research I did in preparation and pre-conversation with the panelists and
their teams. I had always felt that we spend too much time in analysis-paralysis and not
enough time taking bold action. But, now, after engaging with such clear-thinking, driven
and enlightened leaders, I am more open to hearing the benefits. As Marie-Claire Daveu,
the champion of EP&L pointed out: How can you act without a tool to help you evaluate
priorities in a holistic way?

While EP&L may not be everybody's double-fudge ice cream, it's a tool that seems to be
helping  some of  the  world's  leading companies  move forward  and it's  bringing  the
discussion around sustainable development to another level. We should probably keep
our eye on externality accounting. My guess is that we will be hearing a lot more about it
in the coming years.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 09:40AM (+02:00)

Comments
1. Re: Is EP&L a waste of time?

- JordiMorrsRibera November 12, 2014

Really interesting this post, Elaine. I agree with your final guess and if the integrated
reporting do not take off, or with ever strong reason if, in the worst supposition, the
integrated reporting maintains their evident restrictions in offering a complete
accountability for a wide range of stakeholders.

2. Re: Is EP&L a waste of time?

- elaine November 14, 2014

Thank you Jordi for your comment. I agree that the question relating to externalities
accounting can develop and be managed separately from the integrated reporting
movement for companies that plan to maintain separate reporting approaches. Best,
elaine
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Reporting is seriously undervalued
Sunday, November 09, 2014
This past week, I was privileged to attend as a guest speaker the World Business Council
for Sustainable Development (WBCSD) 2014 Annual Council Meeting in Atlanta. This will
be the first of a few posts reporting from the field about the sessions where I was involved
in Atlanta and highlighting the work of the WBCSD, which I  found to be compelling,
engaging and very leading-edge. For a quick look at what WBCSD is all about, check out
the website or take a look at this post.

The first of the three sessions I took part in was the presentation of the 2014 (second
annual)  edition  of  Reporting  Matters.  Reporting  Matters  is  the  bible  of  reporting
effectiveness, using reports of WBCSD members as the basis for an analysis against 18
criteria (a "reliability" criterion was added in 2014). The new report showcases best
practice examples selected from 162 sustainability  and integrated reports analyzed
across all criteria. This is a tremendous resource for any reporter. The Reporting Matters
team from WBCSD and Radley Yeldar have done a great job in pulling this all together.
What's more, overall, reports show an improvement over 2013 with 25% of reporting
companies showing better materiality disclosure. 86% of reporters use GRI guidelines
(up from 75% in 2013) with 25% of reporters already having transitioned to G4. This year
again, GRI reporters tended to score better than non-GRI users.

Reporting  Matters  2014  was  unveiled  in  Atlanta  by  the  Redefining  Value  team.
Redefining Value is one of the WBCSD's priority work areas to help deliver its Vision2050
which proposes that a "business should be measured by its ‘True Value’ and should use
‘True Costs’ and ‘True Profits’ in its internal and external reporting." This means including
the costs and benefits of externalities and reporting in a way that links profit and loss,
performance and value creation in the context of longer-term environmental and social
impacts.

After presentation of the report and other insights from the Future Leaders development
program (more about this in a future post), I was asked to share some insights about
reporting. Below is the gist of what I said (including the bits I skipped over for lack of
time)(I get carried away talking about reporting)(Did you notice?)

"
I have studied the new Reporting Matters report and find it very valuable for any company
to learn and improve. Sustainability reports are meant to be used. To be used, they must
be effective. Peter Bakker (WBCSD President and CEO) states in the introduction to
Reporting Matters 2014 : "The end goal [of reporting] is concise corporate disclosure that
brings together financial, environmental and social performance to reflect improved risk
and performance management within companies, as well  as to drive more accurate
valuation of companies and improved allocation of capital market investments." Improving
performance. Improving allocation of investments. That means change. Reporting both
reflects and DRIVES change.
Here is the key message I want to share with you today.
Reporting is seriously undervalued – the failure to capture the power of the reporting
process to drive performance, engagement and empowerment is probably one of the
biggest failures of business over the past 10 years. Let's face it. Whenever anyone talks
about reporting, all you hear is groans and sighs. All people do is moan that their reports
don't get read. Everyone talks about the cost and resources required for reporting but
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very few people actually refer to it as an investment. No-one smiles when they talk about
reporting. Quite the opposite in fact. Mention sustainability report and people's jaws drop
to the floor or they go into a deep coma. Hardly anyone actually says: "Wow, we derive
real benefit from our sustainability reporting. It's a fantastic and fun activity. It's really
worth our time and effort."
So, how did that happen? How did we turn sustainability reporting into everyone's biggest
headache? How is it that companies who are expert at squeezing every cent out of a
capital investment get barely a quarter of the value from their report? Let me tell you why.
It's because reporting is, sadly, very misunderstood. And who misunderstands reporting
the most? Yes, you guessed it. Pretty much everyone. CEOs. Investor Relations folks.
Managers. And, don't fall off your seat… Chief Sustainability Officers. Yes. Quote me on
that. Chief Sustainability Officers don't understand reporting. Haha. I'll probably never
work in this industry again, but what the heck. I can prove it. Just go back home to your
workplace and see how many managers and employees know about your sustainability
report  and have actually  taken an interest  in any part  of  it.  Call  up any of  your key
suppliers and ask them if they have noticed your report. Talk to a few customers. See
what they say. Ask your Sustainability Officers how many conversations they have had
about their latest report with just about anybody. I am prepared to guarantee that, for
most of you, the responses won't be very encouraging.
So let me present another perspective. Sustainability Reporting has business value, it
engages internal and external stakeholders, it empowers people and it's fun. Notice that I
talk about reporting, not just reports. Because the PROCESS is just as important as the
OUTPUT. What you do with the output is also part of the process. A Sustainability Report
is made up of three parts: the preparation process, the publication and the engagement
process following publication. Most people undervalue the first part, minimize the second
part and completely ignore the third part.
Sustainability  Reporting  has  business  value,  it  engages  internal  and  external
stakeholders,  it  empowers  people  and  it's  fun.
Business value: The minute you follow a reporting framework, you are forced to think
about issues in a different way. If you take a framework such as the GRI G4 framework,
you are asked to give deep consideration to material  impacts and the focus of your
sustainability activities. The minute you publicly declare what's material, your paradigm of
what you are doing, measuring and reporting changes. And when it does, you start to
create a different kind of business value and business commitment. But only if you do this
as a serious activity. If you just go through the motions, all you get is motions.
Engagement:  The  reporting  process  is  a  fantastic  platform to  engage internal  and
external stakeholders on what's important to them and their expectations of you. You may
think you know. Maybe you do. But asking the questions creates ownership, partnership,
commitment, motivation. Talking in a different way to stakeholders will  deliver you a
different kind of stakeholder relationship.
Empowerment: I say that everyone engaged in the reporting process is empowered by it.
Sustainability reporting is a way to bring people out of their regular activities, allow them
to tell their stories, shine a little. With so many online platforms for reporting, employees
are  now  even  becoming  movie  stars  ..  reporting  videos  featuring  employees  are
becoming much more popular. Take a CEO. CEOs have almost no involvement, I might
say, even no ownership, for the reporting process. Most of them probably hardly even
read their own opening statements. Yet, look what happens to a CEO when she has a
great sustainability report to share … suddenly the CEO can join a conversation about
sustainability, can showcase her organization on world stages, is seen as progressive or
at least, legitimate. It's highly empowering for a CEO to be able to demonstrate – through
a Sustainability Report – that her company is behaving in a sustainable manner.
Don't let the technobabbling frameworks misguide you. Part of the headache around
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sustainability  reporting  is  that  we  all  think  it's  so  complicated.  GRI,  SASB,  CDP,
Integrated  Reporting…  finding  your  way  through  a  labyrinth  of  conflicting  and
disconnected guidance documents written in language that you need to be a professor of
law to understand doesn’t really help anyone. But it's not that tough. Don’t let all these
technobabblers  derail  you.  It  really  is  quite  simple.  Work  out  what  your  unique
contribution to  the world  is.  Define how you are  materially  impacting stakeholders.
Prioritize. Act. Measure. Report. Engage. Voila. Don't let the framework builders define
what's important for you. You have to do that yourself. Don't let SASB tell you biodiversity
is important. Let your stakeholders tell you. Don’t let the Integrated Reporting framework
scrunch up your brain with so many different capitals if they don't have meaning for you.
Since  when  was  a  person  "HUMAN CAPITAL"?  How  weird  is  that?  Sustainability
reporting in its simplest essence about the way your company impacts the world, how it
measures and accounts for doing so. Doing it  well  adds value to your business, it's
engaging, empowering and fun.
Put comparability back in its box. One of the big dilemmas of course is how to tell who is
better than the rest. We are all obsessed with ranking and ratings, and yes, wait for it, the
Holy  Grail  of  Comparability.  Companies  are  competitive  and  sustainability  is  a
competitive differentiator. GRI was set up with a goal (among others) of establishing
comparability. It never worked. Even CDP, where the focus is on a single set of KPIs, I
suggest, does not achieve true comparability. So you know that Company X has lower
GHG emissions than Company Y. That single data-point is connected to so many other
data-points that it's just not enough as a basis for making an informed decision about
investing, buying from or working for that company, or allowing it into your neighborhood.
I say comparability is a diversion. What we should be looking for is good process that
delivers  intended  results  and  consistency  over  time  that  enables  us  to  see  how a
company  does  better  than  itself.
Consistency is the differentiator. Some of the best companies in this space are most
respected because they demonstrate consistency over time. A single report is a drop in
the ocean. Sustainability credibility is a series of action and reporting cycles over several
years,  where progress can be demonstrated.  M&S and Plan A,  Kingfisher  and Net
Positive,  Patagonia  and  the  Footprint  Chronicles,  Pepsico  and  Performance  with
Purpose, Nestle and Creating Shared Value, Unilever and the Sustainable Living Plan,
Skanska and Deep Green, H&M and Conscious Fashion. The value in this program
branding is its consistency year after year of delivering sustainability results. All these
companies set multi-year targets and follow through, coming clean about where they are
not delivering.
Don't force it (all). I am often asked about mandatory reporting. Should all companies of a
certain size be FORCED to report and FORCED to report the same things? There is no
doubt  that  voluntary reporting has not  evolved as a universally  accepted norm in a
consistent way. There is also no doubt that legislation changes the way companies
behave. The Denmark report or explain experience caused more companies to report
and some to actually derive benefit from it. In an ideal world, companies would want to
use  reporting  to  derive  the  value  it  brings  for  their  companies.  However,  there's
something else. If we believe that reporting has value and is a catalyst for performance
improvement, why would governments not be more interested in having companies do
things that will help them create performance improvement? It's in the economic, social
and environmental interest of governments to have more companies report, and use the
output to drive allocation of resources and plan future infrastructure. I therefore believe
that governments should mandate sustainability reporting of policy, process and a set of
core  indicators  that  should  be  disclosed  by  all  companies.  Exactly  what  and  how
companies report this and more can be discretionary. Those companies who, as now,
see it as valuable will invest more and derive more value from it. Those who want to tick
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the  box  will  do  the  minimum  and  get  the  minimum  in  return.  But  as  a  minimum,
governments are also accountable for corporate impacts and should legislate to know
what they are dealing with.
Reports are people. Legislation alone is not going to make the transformation here.
Companies are. CEOs are. People are. Stakeholders are. Sustainability reporting is one
of  the  tools  that  can  help  this  transformation.  Rounding  off,  my  message  is  that
Sustainability  Reporting  has  business  value,  it  engages  internal  and  external
stakeholders, it empowers people and it's fun. If you approach reporting with this mindset,
you will be amazed at what reporting can do for your business and for your stakeholders.
You might even find it raises a smile. Or two.

"

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 08:55AM (+02:00)

Comments
1. Re: Reporting is seriously undervalued

- eatehort November 18, 2014

Hi Elaine,

Love the post. Maybe the best of the year for me. You should have a context of the best
post at the end of the year!!!
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GSK, Riga, reporting and ice cream
Friday, October 31, 2014
We were delighted to work once again this year with GSK Latvia on the development of
the company's second Corporate Responsibility Report for 2013. The report is the local
story of  this GSK subsidiary which is making a big impact in a small  country with a
modest team of just 46 people. The commitment to local transparency and engagement
is fantastic. The look and feel of the report aligns with the global GSK report design and
structure. GSK Latvia applies global policies and approaches of its parent company
including GSK's strong stand on ethics, sales team incentives based on behaviors rather
than sales volumes, cessation of payments to physicians for speaking engagements or
conference  attendance,  transparent  research  practices,  investment  in  employee
development and positive environmental practices. However, alongside confirming the
way these practices are implemented in Latvia, the content of GSK Latvia's report is
finely tailored to the activities and expectations of local patients, healthcare system and
team.

Many companies don't make the effort to report at local level. A global report, covering
headlines of global activity, is generally regarded by most of the major multinational
corporations as being enough. Big tick.  Done that.  Report  published.  At  local  level,
however, the report comes alive. It speaks to local stakeholders about the things that
affect their local lives. A recent post from Revital Bitan at Intel (where I contributed some
insights) speaks about the importance to Intel in Israel of local reporting and the value it
brings. the post is entitled: In CSR Reporting - everything is local!
Back to Latvia and a report which is full of local people and local flavor. Hear from many
GSK Latvian staff and from many local GSK Latvia partners and stakeholders in a report
which showcases the incredible energy and commitment of  this compact team. For
example:
Patient  Advocacy:  GSK Latvia  supports  a  range of  local  organizations such as the
Asthma and Allergy Society,  the Pulmonary Hypertension Society,  HIV groups,  the
Rheumatics society, and the Association of Disabled Women and more. Several leaders
of these organizations report how GSK's engagement helps them advance their activities
and support patients who need far more than the state healthcare system is able to offer.
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Leading sustainability in Latvia: GSK Latvia is the first and only pharma company to have
been honored in Latvia's Sustainability Index for 2013. The Index recognizes advanced
sustainability strategy, management and practice and sets the standard for companies in
Latvia.

Funding local causes and volunteering in the community: Even a company of less than
50 people can make an impact. And that's what GSK Latvia sets out to do with its local
flagship programs - Mission Possible (an initiative that helps drive quality leadership in
education through support for teachers and school principals) and the Small  Grants
Programme (which awards up to Eur 700 per project for locally relevant initiatives - 9
initiatives have been supported in the last two years) as well as participating in the GSK
global volunteering effort under the umbrella of Orange Day. It amazes me how such a
small and very busy team manages to do so much.
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Family  friendly:  On the inside,  GSK Latvia  has achieved Family  Friendly  status  as
recognized by the Ministry of Welfare in the Latvian Government. GSK Latvia is the first
local pharma company to achieve this status. In a team where 50% of managers are
women, including the General Manager, this is not a trivial matter. Family friendly means
that both men and women can enjoy an inclusive culture and equal opportunity at work.
Supporting  healthcare  policy:  GSK's  Latvia's  involvement  in  local  healthcare
infrastructure and development is important to help patients in Latvia gain access to the
best  options  and the  best  healthcare  treatment.  GSK Latvia  supports  The Foreign
Investors Council  in Latvia (FICIL) - an organization that brings together the largest
companies from various countries and sectors that have made significant investments in
Latvia. With a place on the Board of FICIL, GSK Latvia drives home the message that an
investment in healthcare is an investment in the economy. Lack of access to healthcare
limits economic growth. GSK Latvia has been instrumental in ensuring healthcare issues
have a place on the FICIL agenda and are included in FICIL's annual report, a recent
new addition.

Ice cream in Latvia: Ok, you're right, this is not part of the GSK Latvia report. But how can
I talk about a report without mentioning ice cream? So if you are in Riga, then Skrīveri
Home-made Ice Cream seems to me to be the place to go. 100% natural ice cream with
all-natural flavors. First stop next trip.

In the meantime, read the report, give feedback!

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 08:40AM (+02:00)
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Reporting Matters.. more
Monday, October 27, 2014
Last year, the WBCSD (World Council for Sustainable Business Development), headed
by  the  fearless  Peter  Bakker,  published  a  review of  sustainability  reporting  called
Reporting Matters. I didn't get to blog about it at the time (I wish I could do nothing but
blog) but I have taken it up again in the run-up to the invitation-only WBCSD Council
Meeting in a couple of weeks in Atlanta, where I will be speaking and moderating in some
sessions. The Atlanta meeting is themed: "Business - Setting the Pace". At this meeting,
with the belief that business is a driving force for delivering sustainable solutions to the
world’s most pressing challenges, senior executives of WBCSD member companies
come together to explore opportunities to advance WBCSD's Action2020 strategy. The
Council Meeting draws CEOs, Council Members and thought leaders from across all
sectors  and geographies  in  a  high-level  game-changing outcome-oriented week of
debates and decisions.

For those not familiar with WBCSD, it is an organization with a powerful voice in our
sustainability  landscape  and  a  leading  authority  on  natural  and  social  capital  risk
management, disclosure and valuation. I include a brief blurb from the WBCSD website.

"The WBCSD is a CEO-led organization of forward-thinking companies that galvanizes
the global business community to create a sustainable future for business, society and
the environment. From its starting point in 1992 to the present day, the Council  has
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created respected thought leadership on business and sustainability. The Council plays
the  leading  advocacy  role  for  business.  Leveraging  strong  relationships  with
stakeholders, it helps drive debate and policy change in favor of sustainable development
solutions. The Council provides a forum for its 200 member companies - who represent
all business sectors, all continents and combined revenue of over $US 7 trillion - to share
best practices on sustainable development issues and to develop innovative tools that
change the status quo. The Council  also benefits from a network of 60 national and
regional business councils and partner organizations, a majority of which are based in
developing countries. By thinking ahead, advocating for progress and delivering results,
the WBCSD both increases the impact of our members’ individual actions and catalyzes
collective action that can change the future of our society for the better."

Now you know. Check out the website. It's a wealth of resources.
Anyway, back to the matter in hand and that's Reporting Matters. (Matter, matters. Good,
right ?)

WBCSD produced this report in partnership with communications consultancy Radley
Yeldar as a tool to help improve the effectiveness of reporting. Member companies can
use the WBCSD analysis of their reporting to help improve different aspects of their own
disclosure. Reporting Matters 2013 the baseline report and the research is ongoing with
reports  planned  to  be  published  annually.  In  early  November,  in  Atlanta,  the  new
Reporting Matters 2014 will be presented to give an updated view of data and trends in
reporting effectiveness.
Peter Bakker introduced the 2013 baseline report with the words (among others): "We
believe that reporting practices need to change to ensure that businesses are truly valued
on what is important, that stakeholders have timely information, and that reports are read
and used by investors and other stakeholders."
Reporting Matters measures the effectiveness of corporate sustainability reporting and to
do so, it defines an effectiveness framework based on three key elements: The Thinking
that defines the report, the Actions (relating to material impacts) that the report discloses
and the Experience that the reader has when reading the report.
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The  Reporting  Matters  baseline  examined  175  Sustainability  Reports  (including
integrated reports) of WBSCD member companies across 20 sectors and 30 countries
against 17 criteria (12 content-related and 5 experience-related).

For each of these criteria, Reporting Matters explains the approach, provides key findings
from the research, offers recommendations and showcases best practice distilled from
the 175 reports analyzed. Some of the overarching conclusions were:

• Companies are reporting far more than a focus on material impacts might suggest.
This makes for long, unwieldy reports and difficulty in finding the most relevant and
useful information.

• When combined with the annual report, the amount of sustainability content
disclosed is generally less than a standalone report.

• 75% of the reports analyzed follow GRI Guidelines and these tended to be the ones
with the higher effectiveness scores.

• 80% of the 175 reports analyzed were standalone sustainability reports. However,
self-declared integrated reports scored higher on the WBCSD effectiveness scale
than many standalones.

• 60% of companies have some form of external assurance at some level on some
part of the report but only 4 companies (2%) used reasonable assurance for their
entire report.

 But the real meaty stuff of this report is in the detailed analysis of the report against the
stated criteria. Unfortunately, WBCSD does not share with us, the general professional
public, the exact scores that each report received (though WBCSD member companies
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each receive their  own scores and have the opportunity to discuss and review with
WBCSD Reporting Matters experts). However, Reporting Matters shares enough for us to
get the benefit of the learning and appreciate some great examples of reporting practice.
Some examples follow.
Strategy and Drivers: Reporting Matters says: "A sustainability strategy is a clearly-
articulated approach or plan to address material financial, environmental, social and
governance risks and opportunities. It should link to a vision, a mission and provide an
explanation of how the strategy will be delivered, including milestones and targets."

This  made  me  stop  and  think,  and  agree,  as  more  and  more,  I  find  that  I  read
sustainability reports with a need to understand the strategic relevance and embedded
approach that companies have adopted. In the early days of reporting, it was all about
taking action in addition to doing your business. Reports were all about "we did this" and
"we did that",  where "this" and "that" referred to a volunteering activity,  a charitable
donation, a training event for employees or a LED lighting retrofit. No connection to an
overall approach, strategic direction or business relevance other than the platitudes of
"giving back", "doing the right thing" and "valuing our planet". Today, it's about being
accountable for impacts across the value chain and through the core business. Today, if
sustainability is not part of your business strategy, then your business strategy is not part
of your future success. In any sustainable business strategy there is value, and that value
should be clear as we read a company's sustainability report. Reporting Matters found
that:

• The most effective reporters disclose a business strategy that links to positive
sustainability outcomes, such as the management or avoidance of sustainability risks
or the development of opportunities through innovation. The strategy is supported by
a detailed implementation plan.

• The most effective reporters define a specific business case for sustainability,
referencing drivers such as cost savings, reputational benefits, and employee
retention, as well as wider societal needs.

• Many reporters however do not establish a clear link between sustainability and their
core business nor do they define a company-specific business case.

• Many reports do not include a sustainability vision and consequently do not
communicate a clear sense of direction or purpose.

 One of the three showcased examples includes Svenska Cellulosa:

 Svenska Cellulosa is a global hygiene and forest products company with around 44,000
employees that develops and produces sustainable personal care, tissue and forest
products. The current Svenska Report for 2013 supports the insights noted by Reporting
Matters about the prior report. Often, you can tell how much sustainability is embedded in
a company's strategy simply by looking at what the company chooses to highlight. In
2013, Svenska highlighted real business developments that have sustainable value.
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While Svenska links its activities to business drivers and reports the results of activities,
there is room to go further by reporting more outcomes and linking these outcomes to the
business, as well as social and environmental value created.
Evidence of Activities: Reporting Matters says:"Evidence of activities involves reporting
on sustainability activities such as strategic programs and initiatives that occur during the
reporting year, or progress of existing sustainability activities. It helps link management
approaches to actions and performance and can substantiate statements and claims."

Well, evidence of activities may not seem too much of a stretch for most reporters. In fact,
most reporters are more than happy to elaborate on things they did. I wonder if the focus
here  shouldn't  be  more  on  evidence  of  outcomes  rather  than  activities.  However,
Reporting Matters 2013 made some relevant recommendations for reporters that refer to
the way outcomes are included in disclosures.

• Include more specific narrative on strategic sustainability activities that address
material issues during the reporting year.

• Illustrate sustainability activities through relevant and compelling case studies
focusing on material issues, linked to a wider strategic program or management
action and focused on outcomes.

• Provide appropriate background on the development of strategic programs and
initiatives over time but focus on achievements and progress during the reporting
year.

• Show how disclosed management processes and tools support the implementation
of strategic programs and initiatives.

 One of the three showcased examples of Evidence of Activities is the Lafarge 2012
report.

 In Lafarge's subsequent 2013 Sustainability Report, the company continues its use of
relevant case studies that provide evidence of Lafarge's progress.
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This is sustainable core business, and references the difference (outcome) that Lafarge
is making through sustainable innovation. I  would welcome even more detail  on the
actual outcomes in case studies such as these, but in general, this is an effective way to
get the message through.

Partnerships and Collaborations: Reporting Matters says: "Appropriate and strategic
partnerships and collaborations can help accelerate action and scale up solutions by
combining expertise, resources and networks across key stakeholders who share a
common goal. Partnerships and collaborations should focus on addressing a company’s
material issues and support the implementation of a company’s sustainability strategy."

This  is  an  interesting  criterion  and one that  is  becoming more  imperative  for  most
companies as we speak. More and more, the revelation that  collaboration is key to
sustainability is affecting the way companies approach their own strategies and actions.
Our client, Netafim, who recently published a Sustainability Report called "At the Heart of
the Food, Water and Land Nexus", knows only too well that, just as all problems are
interdependent, so are all solutions. Collaboration is therefore part of the solution. Where
every material impact is at some form of nexus (my new sustainability buzzword), so
every material action is also at some form of nexus. Collaboration at the Nexus - that's
our future.

Reporting Matters 2013 shared these key findings:
• The most effective reporters highlight strategic partnerships and collaborations that

address material issues, and help to implement the company’s sustainability
strategy.

• The most engaging reports provide details on the expected benefits of partnerships
and collaborations for the business as well as for relevant stakeholders.

• Companies however do not always consistently focus on establishing partnerships
which are strategic and that have the potential to deliver the biggest value for the
business by being closely aligned with the overall sustainability strategy. Such
partnerships are typically philanthropic and not linked to core strategy.

 One  of  the  three  showcased  examples  of  Partnerships  and  Collaborations  is  the
Vodafone plc 2012/2013 report which Reporting Matters says has a strong partnership-
oriented focus.
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I checked out Vodafone plc's 2013/2014 Sustainability Report and this continues to play
out. The word "partnership" features more than 50 times in this report and it's choc with
partnership examples in the area of core business. These include partnership around e-
mobility, M2M connectivity, technology-supported waste management, smart working
solutions, women's security, sustainable agriculture and many more examples.

 I could go on (a lot) but I think this post is already long enough. The point is simply that
Reporting Matters is an exceptionally useful document that helps us understand some of
the ways in which reporting can become more effective, which according to the WBCSD
approach means that it demonstrates strategic sustainability thinking and actions leading
to materially relevant outcomes while being focused, balanced and engaging to read.

There are a couple of aspects relating to reporting that I might have added to the WBCSD
effective-reporting criteria. There are some things I always look for that for me, really
make the  difference  to  the  effectiveness  and  quality  of  a  sustainability  report.  For
example, the leadership statement. This is not directly covered by the defined Reporting
Matters criteria. Interestingly too, because WBCSD is a "CEO-led" organization. The
CEO statement in any report should not be just an evergreen boilerplaty platitudy we-
love-ourselves cringe-piece. It should add value to the report by clearly framing the report
context,  the  company  strategic  focus  and  challenges  and  the  intentions  to  deliver
improved material impacts on stakeholders. The CEO statement is the entrance-lobby of
the report. If it's not compelling, you don't want to go any further.

Having said that, WBSCD seems to have a good recipe. What makes it truly worthwhile is
the ongoing nature of this analysis. The 2013 report is interesting, but the trends and
dynamics that will be observed over time with each successive report are the key. It'll be
fascinating to see how things have changed during the past year. While we shouldn't get
carried away and expect complete transformation of reporting in such a short time, the
introduction of G4, the new IIRC framework, progress in SASB standards development,
CDP expansion, consultations by WBCSD with its reporting member companies and a

233



The CSR Reporting Blog Book 2014 and (most of ) 2015

generally highly dynamic reporting environment with increasingly legislative orientation
(such as the recent European directive) and greater SEC commitment (e.g. Singapore),
it's possible that we might find that reporting effectiveness has turned up a notch.

But Reporting Matters 2014 is not  the only reason I  am looking forward to being in
Atlanta.  Guess what else I  found to do.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 01:35PM (+02:00)
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Why YOU HAVE to attend.......
Wednesday, October 22, 2014
..... the fourth annual Smarter Sustainability Reporting conference. It's on February 24th,
2015 in London. It's THE annual conference all about sustainability reporting that I chair
every year. No, it's not just for reporting geeks, though geeks are thoroughly welcome.

And the reason YOUHAVE to attend is that, for three years now, we have held these
totally amazing, informative, content-rich, expertise-packed, opinion-forming, insight-
generating, brain-cell-activating, networking-supporting conferences and we still do not
have the answer  to  the question:  What  is  Smarter  Sustainability  Reporting? We've
debated,  discussed,  shared,  chaired,  talked,  balked,  asked,  answered,  thought,
contemplated, ruminated, instigated, irritated, cajoled, encouraged, suggested, digested
and just about everything else you do and don't do at conferences... and we still don't
have  a  definitive  answer.  That's  sad.  We may  have  had  an  answer  in  the  second
conference, but  then the world changed and we went back to the drawing board at
conference three. At this, the fourth annual, we simply have to have an answer. Maybe
YOU are the one who can help?
We have a great line-up of expert speakers and panelists - and still more to confirm.

• Nelmara Arbex, Chief Advisor on Innovation in Reporting, Global Reporting Initiative
(GRI)

• Sarah Grey, Markets Director, International Integrated Reporting Council, IIRC
• Steve Kenzie, UK Network Secretariat, Global Compact Network
• Simon Howard, Chief Executive Officer, UK Sustainable Investment and Finance

Association (UKSIF)
• Dr. Paul Toyne, Sustainability Director, Balfour Beatty Construction Services
• Louise Tyson, Head of Reporting, BP
• Katie Buchanan, Head of Sustainability and Reporting, Virgin Media
• Irene Jakobi, Sustainability Manager, Telekom Austria
• Mardi McBrien, Managing Director, Carbon Disclosure Standards Board (CDSB)
• Shaun Davis, Group Director of Safety, Health, Wellbeing & Sustainability, Royal

Mail
• Crystal Crawford, Corporate Responsibility Manager, Liberty Global
• Verity Lawson, Sustainability Reporting Manager, British American Tobacco
• Michaela Rose, Sustainability Advisor, Forum for the Future

You would think that these fantastic experts would have ALL the answers but I  can
promise YOU, they can't  do it  on their  own. They need YOU.
How do YOU define Smarter Sustainability Reporting? What makes smart smarter? And
what makes reporting reporting? From GRI G4 to integrated reports to carbon disclosures
to investor interest to innovation to local/global to transparency, creativity and materiality
and a whole lot more, we'll be looking to get at the answer that has been evading tens of
speakers and hundreds of delegates since the start of our conference series. Do YOU
know? Are YOU harboring a totally intelligent response that we are all waiting for? Are
YOU willing to share? Will YOU come to the conference and enlighten all of us?
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If YOU decide to come and help us out, I can offer YOU a discount (being the chair has
some privileges) and I can promise to be eternally grateful. And so will everybody else.
YOUR presence and contribution is absolutely what will make the difference.
That's not to say that in three years of conferences we haven't answered other questions
about reporting, the reporting landscape, trends, challenges, risks and opportunities. A
mix of practitioner and subject-matter experts, we have always had rich debate and
generated a host of action-oriented insights. The feedback from attendees has always
been strong. Each conference has been remarkable. The desire to share and learn more
about what's going on in reporting is obviously very much alive for both reporting geeks
and reporting non-geeks. That's why we keep doing it.
You may be wondering by now, what's the point of having a conference every year that
can't answer its own question? I remember someone quoting some smart famous person
who said: if  you keep doing the same things, you keep getting the same results. Or
something like that, probably more elegantly put. Which is exactly why we continue to
shake things up every year. No two conferences are the same. We have a different
agenda,  different  speakers,  different  round-table  talk  sessions,  different  panel
discussions and different areas of focus. We don't keep doing the same things but we still
don't have the answer to this really truly completely fully exceptionally elusive question:
What is Smarter Sustainability Reporting? Obviously, we have been missing something.
Yes. We have been missing YOU. So, please come. Please share. Please tell us YOUR
answer. Please help make this conference even more remarkable.
So: Block out the date in your diary. Contact me for a 15% discount code. Register. Get
prepared to share. And watch this space in the run-up to the conference for more posts in
conversation with some of our speakers.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 06:49PM (+03:00)
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Summing up Sustainability!
Monday, October 20, 2014
Novus International released the company's sixth annual online Sustainability Report just
recently, this time in accordance with GRI G4 at core level.

Novus International, Inc. is a privately-owned feed ingredients company, headquartered
in St. Louis, Missouri, U.S., serving customers in nearly 100 countries around the world.
A global leader in developing animal health and nutrition solutions, Novus products
include feed supplements, additives and many specialty ingredients that help animals
digest food better and improve their well-being. All of the products that Novus develops
and markets to livestock farmers, small and large, around the world have sustainable
benefits - improving feed efficiency, enhancing yield and quality, reducing costs and
taking high levels of waste out of the supply chain. Both in established markets that face
new economic and regulatory challenges on a daily basis, and for smallholder farmers in
emerging markets where Novus has developed a strong presence, this can mean the
difference between a successful, sustainable livelihood and hardly any livelihood at all. A
more efficient farming operation can be the key not only to surviving but to thriving for
many Novus customers.

Inherently sustainable products and services
Novus delivers products and services that are inherently sustainable and improve the
efficiency of the entire food chain. In the 2013 report, Novus sums up several of the
positive impacts achieved through the company's core business activity.  One of my
favorite examples is a story about the outcomes of the C.O.W.S. program.

Comfort. Oxidative balance. Well-being. Sustainability.
Over the past three years, Novus invested in a groundbreaking study, the largest of its
kind in the world, to assess animal husbandry practices in the dairy industry, and the
subsequent implications for both animal welfare and productivity. Novus maintains a
team of qualified technicians, who work closely with farm owners, nutritionists, herd
managers  and veterinarians  to  understand herd  practices  and the impacts  on cow
comfort and productivity. Between 2010 and 2013, Novus assessed 75,000 cows and
400 farms, some multiple times. The results provide incredible insight into performance
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by size of farm, region, and general management practice, and help understand the
bottlenecks that affect cow comfort and ultimately, dairy farm profitability. Novus repeated
assessments at over 20 farms, thereby understanding the measure of improvement that
was achieved following the implementation of changes made by farm owners after they
were  presented  with  herd  information.  The detailed  assessment  data  helped them
understand where productivity bottlenecks were occurring in their farm management
practices.

Just one outcome story (and there are many) from this massive undertaking is about a
family-owned dairy in New York that, in just one year, maintained milk production while
reducing culling rate, halving the prevalence of lameness and knee injuries (which reduce
milk production), and delivering improved milk quality for higher-profit sales. In several
cases, data from the C.O.W.S. study was instrumental in helping farmers convince the
banks that there is a good business case for making a loan to enable farmers to invest in
efficiency improvements.  In some cases, this made the difference between farmers
continuing to produce or closing up shop. This is about sustainable value delivered
through the core business, and summing up the research and outcomes of 75,000 cow
assessments is one of the truly interesting parts of this report.

The report also contains many other examples of how Novus, through its core products
and services, has enabled enhanced customer productivity and profitability. In doing so,
Novus makes a strong contribution to overall food availability and cost-efficient food
supply chains around the world.

Transitioning to G4 and material focus
The report is somewhat of a transitional report, making the change from GRI G3 reporting
at B level for the past few years now, to a more ambitious report using the G4 framework,
including  consideration  and  declaration  of  material  issues  and  the  start  of  a  more
strategic  approach  to  overall  sustainability  performance.
One of the things I have always admired about Novus and the 50 or 60 people I have got
to know during the time I have been working with the company is the deep sense of
vision and mission.

People  talk  this.  They work  the  vision.  It's  not  something I  just  see in  a  document
somewhere.  The many sales people out  in  the different  markets and the extensive
research teams in the U.S. and Spain describe their roles and ongoing activities in terms
of the degree to which they are contributing to global food security. This plays out in the
many conversations I have each year with many individuals around the Novus world.
In preparation for this report, Novus assessed the issues that matter most, starting with a
Materiality Map of more than one hundred potentially relevant areas of material impact.
After discussion with stakeholders and internal reviews, Novus created a set of five core
material sustainability impacts that reflect the way Novus both makes a contribution and
manages its own performance.
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 The alignment of material impacts and G4 material Aspects, as well as Performance
Indicators reported, can be found in the GRI G4 Content Index.

Materiality the heart of the compass At the heart of the sustainability priorities compass
are Novus customers and the sustainable contribution that Novus makes to ensuring they
do well, as shown above in the C.O.W.S. story. This is by far the most important and
most significant opportunity for Novus, and, by focusing on how customers can do better,
Novus does better.  And inherently,  the world food chain, society in general and the
environment all  benefit.  Reductions in nitrogen emissions from animal livestock, for
example, is an outcome of using Novus products. One of the challenges, of course, is
knowing how to  measure these outcomes,  and in  preparation for  the Summing Up
Sustainability Report, many different measures were reviewed and assessed, and this
will continue to be refined as Novus moves forward.
Sustainable animal agriculture is also an important impact for Novus. The agriculture
sector, despite its critical importance for our sustainable future, faces many challenges,
not least the fact that agri-professions are apparently not as sexy as they used to be.
With 70% of the global population migrating to city-living by 2050, as some projections
point out, the need for agriculture to be and stay state-of-the-art is even more critical than
ever.  With  30% -  40% of  food  production  being  wasted  before  it  even  gets  to  the
consumer, the need to employ skilled people, science-based solutions and enabling
technology is no less critical. Novus identifies with these industry challenges and accepts
its  role  in  helping  attract  new  talent  to  agriculture  and  supporting  development
scholarships  for  many  agri-students  around  the  world.
Employee well-being Another thing that has always impressed me about Novus is the
attention paid to employee well-being through the Novus Live Well Program. Employees
who subscribe to Live Well gain many personal incentives and benefits, simple by doing
things that help keep them and their families fit and healthy. Employees participate in fun,
healthy lifestyle events, often as part of teams, and this also contributes to an open and
interactive networked culture within Novus. In return for investment in a workplace that
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supports  healthy  lifestyles,  in  addition  to  organizational  and employee productivity
benefits, Novus has experienced a reduction in healthcare costs. Win-win all around.

As always, I recommend you take a look at the Novus International report and.... yes....
give feedback!

Disclosure: Novus International is a valued client and I worked on this report, the fourth I
have supported for Novus during a time of significant business change and development
for the company. Each year has been fascinating and none more fascinating than the
last.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 07:54PM (+03:00)
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Frustrations with online reporting
Sunday, October 19, 2014
As techy as I am, and I am reasonably digitally-literate, I suppose, for my age (as my kids
would say about anyone over 35), there is something about online reports that doesn't
work for me.
It's fabulous to have information accessible but for me, a report that is entirely online with
no possibility to download the full or at least a summary is a turn-off. I was travelling last
week in Europe and internet access is not always easy. Free WiFi in my hotel gave such
a weak signal that I abandoned it. In other places, international roaming costs an arm and
a leg. I have a personal hotspot deal that provides 400MB for around $10 and that's
pretty good, but for a heavy user such as me (not games or movies, just regular work
type surfing, downloading reports (:)), emailing and a few apps), that barely covers half a
day. Local or international data bundles are not always available and when they are, the
price per mega is far more. Travelling is the one time that I have time to look at things I
don't have time to look at when I am under deadline pressures. Flying time is perfect -
oops, no internet on flights. I  have about another 50 hours of flying and airport time
coming up in November - most of that is free-WiFi-less. No online reports. I have no idea
what free or low-cost internet access is like in other parts of the world outside of Europe
and the U.S. and a few other places I have traveled. I expect it's even harder or costlier to
hook  up  outside  your  own home in  many  places.  So,  why  do  companies  insist  on
providing sustainability reports that can only be viewed online? This is so restrictive.
Financial  reports are never only online (I  believe) -  there is always a downloadable
document.
Don't get me wrong, online is great and opens up access to many - including consumers -
that reports wouldn't otherwise reach. Online reports provide opportunities for feedback
and dialogue in real-time - page by page - much better than asking someone to provide
feedback about an entire report if they have read only a couple of sections. Sharability of
online content is also a big advantage for expanding the reach of your report. But can't
we have the best of both worlds?
Today I came across Annie's Homegrown, Inc.'s online Sustainability Report for FY 2014.

The report is a long down-scroll webpage with highlights. Side-scrolling from each section
takes you to more detail.
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But, when you go for the detail, you lose the report.

For example, I selected to "learn more" about sustainability education for employees. I
left-scrolled. This brought me to another page with a font so small I had to enlarge my
screen.

After the short text, there is a clickable link to a "Related Article" which brings you to
another part of the Annie's website that is outside of the report content. Browser back-
click to get back to the report. Repeat endless times to actually read any content. Don't
bother. Simply give up.
No site-map, no contents list, no index. For some, this may be a great online experience.
For myself, a professionally-oriented reader of reports (and I understand that I might be
outside Annie's target audience, even though I am positively disposed towards organic
food :)), it really doesn't work for me and I give up once I see that I am getting nowhere
fast. While I commend this organization, and I really do, for reporting on sustainability and
doing so  quite  attractively  and creatively,  as  well  as  achieving  some sustainability
performance plusses, I find this reporting format frustrating. (At least it's not a flip-book.
Don't get me started on those.....). A small PDF download for me to read offline in an
orderly and sequential way would make all the difference.
Annie's is just one example of many companies that seem to believe that the progressive
and  PC thing  today  is  to  report  exclusively  online.  I  could  give  many  more  report
examples, some that have easier navigation, some that are impossible, some long, some
short, some with webby pyrotechnics and pop-ups and pop-outs and dynamic menus and
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charts and more. No matter how fancy they are, I can never read them on a flight, it costs
me an arm and a leg to read them while I am travelling, and I have to spend (and waste)
time clicking away for everything I want to glance at.
The real  value of  online reports should be real-time accessibility  and interactability.
Accessibility is limited, as I have noted, but if your report is online, then why not use this
as an opportunity to invite feedback online and generate some dialogue? A bit of talkback
may do the company some good. A learning opportunity. The Annie's report interactivity
is one-way. It has several share buttons - you can pinterest it, google it, facebook it and
even email the URL to all your closest friends.... but you can't comment on it. You could
go to Twitter and interact with @AnniesCEO there, but who can be bothered? Twitter is
not the best tool for providing report feedback.
This rant-post therefore is both an expression of my frustration to all online-only reporters
and a plea to you/them to go the extra mile and publish reports in a way that make it
easier for a wider range of stakeholders to use them. I LOVE reports. I hate having to
miss out because online just isn't there yet.
PS: Maybe we have missed the boat with Annie's. The company has now been bought by
General  Mills.  At  least  General  Mills  has a downloadable PDF sustainability  report.
However, I am not so optimistic about the chances of Annie's brands competing strongly
with Cheerios for page space so we might just find ourselves wanting the online report
back :-)

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 10:23AM (+03:00)

Comments
1. Re: Frustrations with online reporting

- ClaudiaAlejos November 12, 2014

Good article.
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Insights from the 2014 Humboldt Berlin CSR
Conference
Friday, October 17, 2014
There's nothing like a good conference to add back a little buzz to those old brain-cells.
Especially ones that have been somewhat numbed by non-stop sleep-depriving work on
G4 reports for our clients. Ha Ha. Joking of course, we LOVE reporting. But we also love
great conferences.
This  last  week  I  was  honored  to  both  speak  at  and  attend  the  6th  International
Conference on Corporate Sustainability and Responsibility at Humboldt-Universität zu
Berlin,  organized  by  the  incredible  gentleman and  scholar,  Professor  Dr.  Joachim
Schwalbach. The conference drew a massive crowd, many academics - teachers and
students  -  from a  range  of  impressive  institutions,  as  well  as  corporate  and  other
delegates.  It  was  a  refreshing  two  days,  full  of  thought-provoking  debate.
I  took  part  in  three  sessions.  As  a  panelist  in  the  a  parallel  session  on  Day  One,
moderated by Dr. Carol Adams, and as a moderator for a plenary and parallel session on
Day Two. Of course, when you are involved, it is difficult to remember everything that
went  on.  It's  a  bit  like  trying to  recall  what  the food was like  at  your  own wedding.
However,  here  are  a  few insights:
Evolution of corporate reporting

The role  of  Stock Exchanges in  driving disclosure:  We were treated to  an opening
presentation by Sonia Favaretto of the Brazilian BM&F BOVESPA Stock Exchange, who
demonstrated that the "report or explain" approach for listed companies had boosted
corporate disclosure in Brazil quite substantially. This enlightened Exchange has driven
reporting reach for more than a couple of hundred of the larger Brazilian companies, in
line with the Stock Exchange's mission "to promote sustainability and private social
investment  aligned  with  strategy".  I  believe  this  is  a  lead  that  many  more  Stock
Exchanges will follow in the future, although at present, a study by Canadian Corporate
Knights Capital found that only 128 (less than 3%) of the 4,609 largest companies listed
on the world’s stock exchanges disclose data on basic sustainability indicators such as
employee turnover, energy, greenhouse gas emissions, injury rate, pay equity, waste and
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water. In the meantime, BMFBOVESPA publishes a list of who has reported and who has
not, and the reasons they gave for not doing so.
The legal implications of the newly adopted EU reporting directive: Dr. Birgit Speisshofer
was the lawyer on the panel, and after the usual jokes about lawyers, she gave us a
detailed legal-lens view of the implications of the EU Directive for disclosure of non-
financial and diversity information by certain large companies - expected to affect around
6,000  companies  in  Europe.  Without  going  into  all  the  details,  it  seems  that  this
legislation is rather flexible, including some leeway for member states' adoption to meet
local  preferences,  and  has  several  fuzzy  areas  that  can  exempt  certain  reporting
requirements for companies for whom reporting may not be the height of excitement. So,
while the spirit of the law will drive reporting forward, I have no doubt, the pace, quality
and consistency of reporting may well remain challenged in Europe.
Reporting consistency and comparability: One of the key aspects of reporting that held
the conversation for a while in this session was the notion of comparability. Do current
reporting frameworks facilitate comparability and did they ever? My view on this is quite
firm. There is no comparability (between companies) today, there never has been and
there probably never will  be. Take any small selection of reports and try to compare
performance data either across sectors or within a sector and you come up with almost
as many different versions of performance disclosure as you have reports. Even trying to
compare one company against its own prior performance is often a challenge. Current
reporting frameworks would have to be far more prescriptive in order to drive consistency
and comparability. And it is precisely such prescriptiveness that companies fight to avoid.
Why is comparability so important? Because we all want a sense of whether progress is
being  made,  companies  share  a  competitive  spirit  and  investors  look  for  relative
assessments for their portfolio trade-offs. Saying there is no comparability when there are
so many ratings and rankings out there that claim to have "the formula" for evaluating
relative corporate sustainability performance may be tantamount to heresy. But, I say,
there  is  no  comparability.  Burn  me at  the  stake.  Don't  waste  your  time looking  for
comparability. Look instead for evidence of robust process, relevant disclosure around
material  impacts,  consistency  of  targets  and  reported  performance  over  time  and
stakeholder  interactions  that  deliver  confidence  that  change  is  being  achieved.

Who is the audience and does it matter? As usual, the question of who reports are for,
who the audience is and who "actually" reads them came up once again. Well, you know
by now that I say reports are not meant to be read. They are meant to be written. And
when they are written, they can be used by a wide range of stakeholders. Recall that
stakeholders  are  often multi-hatted.  An employee can be a  shareholder  can be an
environmental activist can be a local community member can be a disabled person can
be married to a local policy-maker can be mother or father to an investment analyst,
blogger, journalist or other professional. The stakeholder concept is not what it used to
be. Neat compartmentalization of stakeholder interests is now not an exact science. The
boundaries are getting fuzzier.  Information channels are getting re-wired.  Targeted
messaging  for  the  purpose  of  dialogue and engagement  is  not  the  sole  remit  of  a
sustainability report. We would do well to recall that a report is designed to account for
impacts. The impacts define the stakeholders and not the other way around. Although I
will bet there are plenty who disagree with me.
For an additional overview and perspective on this panel and others, see a post from Dr.
Carol Adams, who moderated the session.

Reputation, CSR & Innovation
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The Reputation Economy is alive and well: We opened this session with a presentation
from sharp-thinker Leslie-Gaines-Ross, Chief Reputation Strategist at Weber Shandwick,
who focused on the Reputation Economy and the role of the CEO, quoting a stat that
50% of  reputation equity  is  created by the CEO. The value of  reputation in  today's
complex info-dynamic world cannot be underestimated and the challenges of managing
reputation in a way that is constructive (and not construed as manipulative) require new
skills, and that means more than CEOs tweeting and sharing family photos. The CEO
reputation is as important as ever, according to Leslie, and in a world where trust in
business is not always so positive, the CEO can play a critical role.
Reputation  should  work  inside  the  company  as  well  as  outside  the  company:  As
reputation leaders, CEOs have the opportunity to drive corporate reputation internally as
well.  That  may sound like  a  non-sequitur  -  isn't  reputation  external?  -  but  it's  true.
Susanne Marell of Trust-Barometer-fame Edelman (Berlin) says that employees want
CEOs to speak up for them, they want CEOs to be their representatives, people of whom
they can be proud. No wonder Glassdoor rates CEOs as well as companies. CEOs would
do well  to remember that their  audience is not only those to whom they do not pay
salaries.
CEOs are not recruited with CSR in mind: Brigitte Lammers of Egon Zehnder astounded
us all with her statement that, in the hiring process for CEOs, no requirement for the
"new" CSR-type skills relating to engagement or stakeholder or reputation management
are sought. Instead, CEOs are hired for traditional qualities such as decision-making,
P&L orientation, experience, profit maximization etc. So you tell me, if business is going
to change the world, how is it that CEOs are not changing? Next time you are in the
market for a CEO, think about what kind of company she has to lead. Ha Ha. Subtle.
More women CEOs may just be the best of all worlds.
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 Thank you to Joachim Schwalbach for this photo
Reputation, CSR & Communications

We opened this panel up with a question to five experts.

Everyone in business today and in society in general faces a mass of information in all
forms, via all channels 24/7/365. How do you get people to pay attention to your CSR
message?

Simple question. Complex answer. Breaking through the noise is not such a POC. It's
more  than  publishing  a  Sustainability  Report  and  expecting  people  to  find  it.  Five
panelists offered great insights about how to help make your CSR message stand out
from the crowd, increase trust and enhance the reputation of your company.
Berhnard Schwaeger of Robert Bosch GmbH suggested that, in addition to an annual
Sustainability Report, maintaining consistent dialogue and sharing information, including
talking about difficult or challenging topics, is the way to do it. The Bosch Sustainability
Blog is an example of the way Bosch walks the talk.
Leslie Gaines-Ross is acutely aware of the multiplicity of messaging and communication
channels and says that  breaking through the noise means (appropriately)  using all
available channels - social media, video and more traditional channels - in the optimum
way.
Gabi Faber-Wiener, a respected voice in business ethics and founder of the Centre for
Responsible Management in Vienna says, perhaps not surprisingly, if you want to get
your CSR message through, don't call it CSR! Who wouldn't agree?
Mette Morsing of Copenhagen Business School reiterated that "communication is action"
and engaging in partnerships with third parties and having them endorse you for your
work and involvement is a way to ensure your message gets told.
Finally, our second expert of the day from Edelman Berlin, Bernd Buschhausen, offered a
little relief to corporate CEOs by saying that the CEO should not be the only one talking
CSR - employees and external partners can also be fantastic ambassadors of your CSR
message.
Whatever ways you choose to get your CSR message through the sound barrier and
bypass the tendency of the general media to report only shock and horror and avoid the
good stories, all agreed that CSR communications should be relevant, engaging and
inspirational.
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I couldn't help adding a word or two ten about reporting, being a reporting geek as I am
known to  be.  Reporting may not  be THE way to  ensure that  your  message breaks
through, but when people are looking for your message, it will ensure they find it. When
people want to know about you, your Sustainability Report will make sure they get what
you give. You can't make Mohammed come to the mountain, but when he gets there, you
can make sure he drinks from the right well. Or whatever other mixed metaphor your
prefer. Research has shown that reading a Sustainability Report increases the readers'
trust in a company. A well-written, material-focused and forward-looking sustainability
report  is  the  story  your  stakeholders,  internal  and  external  are  looking  for.  It's  as
indispensable having a website, a business card, a smartphone and ice-cream. It's part of
the corporate package and its not in competition with any other company. It's the way you
tell your unique corporate story and it's an essential element of Reputation, CSR and
Communications. Now, why wouldn't everyone want a piece of that?
*************
All in all, the Berlin CSR Conference was two days well spent and I have only scratched
the surface in this post. Many plenaries, parallel sessions, awards, books, discussions,
good food, drinks, music and even dancing made this conference one of the must-attend
events of 2014. Fortunately, we only have two years to wait for the next one! See you
here in 2016.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via Twitter (@elainecohen) or via my business website
www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and Sustainability
Reporting firm).  Check out our G4 Report Expert Analysis Service - for published G4
reports or pre-publication - write to Elaine at info@b-yond.biz to help make your G4
reporting even better.
Posted by elaine at 04:46PM (+03:00)
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Serious Play with Caesars
Sunday, September 28, 2014
As you know, we LOVE reports. And we LOVE to have FUN. So working on a report
that's fun is exactly what Serious Play is about for us. For Caesars Entertainment, it's
pretty much the same. As a company whose entire DNA is all about inspiring grown-ups
to play, Caesars takes corporate citizenship as seriously as it  takes the memorable
entertainment experiences it  provides for its guests.
And here you have it, Caesars Entertainment's second G4 (core) report now published.
And it's called Serious Play.
Caesars Entertainment 2013-2014 Corporate Citizenship Report

and the infographic of 2013 highlights

As with any self-respecting G4 report, material issues are clearly stated:
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And the issues link to G4 material Aspects and performance indicators in this chart, so
that it all hangs together as a G4 report should do.

Now, getting past the G4 basics, you will notice a mix of serious and play in the Caesars
report  this year,  supported by an outstanding contribution in corporate citizenship -
including achievement of some ambitious environmental goals. At Caesars, corporate
citizenship is not just a project or something people do in addition to their work. It's the
way people work. After conversations with more than fifty managers and staff at Caesars,
in the preparation of this report, I can personally testify to a spirit of citizenship - and fun -
as well as strategic vision, that is rarely found in organizations.
The Caesars Code of Commitment was created in 2000 and at the time, led the industry
in establishing a framework of behavior that continues to guide the way Caesars work.
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Today, this supports an entire strategic approach to citizenship that is embedded in
everything the company does. Some examples:
Horseshoe Cincinnati: The report showcases the new city-integrated casino that opened
up in 2013 in Cincinnati, and the ways in which this downtown casino-entertainment
property has become an important contributor to city life. More than 92% of the 1,500
strong workforce is from the Cincinnati area, 75% of contracts for goods and services are
locally sourced and a large part of this is with diverse suppliers, and during construction,
nearly 37% of all contracts worth more than $55 million were awarded to minority or
women-owned construction firms. Kevin Kline, Horseshoe Cincinnati GM, supports the
city in a variety of ways. For example, he co-chairs the Cincinnati Mayor’s Economic
Inclusion Advisory Council to help make inclusion part of the Cincinnati business culture
and develop best practices for achieving greater diversity in city contracts. Members of
the management team at Horseshoe Cincinnati maintain board level positions with 18
local city and community organizations and the property is a home to many fundraising
events for local charities. Horseshoe Cincinnati also takes part in Caesars CodeGreen
environmental strategy and made a strong contribution to delivering goals of energy and
emissions reductions, water use reduction and increased waste diversion this year. This
is Serious Play in Cincinnati, showing how doing business with a Code of Commitment
mindset generates positive social, environmental and economic outcomes for all.

Harrah's Cherokee: Caesars' partnership with the Eastern Band of the Cherokee Nation
dates back to 1997, and in 2013, the partners completed a $633 million expansion project
representing the largest hospitality development project in the U.S. It was fascinating for
me to research and hear about the way revenues from casino and hospitality offerings
have transformed the lives of the members of the Eastern Band of Cherokees. This is
how it's described in the report:
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"Most  Native  American  communities  reside  on  reservation  properties,  far  from
mainstream economic activity. As a result, it has been difficult for many Native American
tribes to gain access to capital and community services such as education, healthcare
and employment opportunities. Data from the U.S. Census Bureau shows, for example,
that 29.1% of Native Americans (and Alaska Natives) were in poverty in 2012 versus
15.9% in the nation as a whole. We believe that our partnership with Native American
tribes makes a contribution to the prosperity and perpetuity of the Native American way of
life that serves the interests of our society as a whole." I think this is the ultimate goal of
corporate citizenship - doing business ethically, transparently, in partnership and driving
social benefits.

 It's not all serious, though, at Cherokee. There's also lots of fun going on. That's serious
fun. Several Caesars properties take part in the annual National Breast Cancer Pink
Week where everything from poker table felts to golf balls to balloons and more are
colored  pink.  Harrah's  Cherokee  won  an  award  among  Caesars  properties  for  a
magnificent Pink Week which included days such as Mammo Monday, Wacky Smack
Wednesday and Bra Fight Friday where both employees and guests enjoy the fun while
learning about breast cancer, remembering lost loved ones and making a contribution to
support breast cancer research. The highlight of the week is the pageant. How many
senior managers in how many organizations would get up on stage wearing a wacky bra
designed by an employee? See how it happens at Cherokee.

Citizenship is Citizenship: One of the most touching things for me in the Caesars report is
a description of how Caesars supports its employees to receive U.S. citizenship. There is
a  Caesars  Citizenship  Rewards  Program  for  Las  Vegas  employees  who  become
naturalized  citizens  of  the  United  States.  Caesars  recognizes  employees  for  their
dedication and commitment to becoming naturalized citizens with a refund of up to 100%
of the application. Around 250 employees have received this benefit to date.
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Caesars 2013-2014 Corporate Citizenship Report is full of examples of how Caesars
engages in Serious Play in many other aspects of the company's daily life - whether this
is taking a stand in public policy support for LGBT rights, climate change and more,
supporting  social  causes  through  the  Caesars  Foundation  and  HERO  Volunteer
programs or leading the way in Responsible Gaming with a range of resources to raise
awareness and provide assistance to those who need it.
But I won't go into too much detail. You can guess why.... that's it... take a look and give
feedback. You'll find a few surprises among the pages too.... just for fun.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability Reporting firm).  Check out our G4 Report Expert Analysis Service - for
published G4 reports or pre-publication - write to Elaine at info@b-yond.biz to help make
your G4 reporting even better.
Posted by elaine at 01:12PM (+03:00)
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The G4 technobabble of Aspect Boundaries
Saturday, September 27, 2014
One of the things that appears challenging for many reporters in G4 requirements to
define material Aspect Boundaries. I just had a query on that this week from another
consultant  who  is  working  an  a  client  G4  report.  Here  are  the  GRI  disclosure
requirements:

 When you get past the techno-babble, you can see that reporters are asked to state the
locations where material impacts occur. It's fairly easy to assume what was in the minds
of the GRI G4 designers when they put this together. It's like this. Not all impacts are
equal, and not all impacts are relevant to all parts of an organization. Some have an
impact outside the organization, and, taking a value chain approach to sustainability, it's
important to identify where your organization is accountable even though it is not directly
in  control.  The GRI  FAQ states:  "Listing  entities  outside of  the  organization  where
impacts related to material Aspects occur, is the first step for reporters to show that they
are aware of these impacts in their value chain."

One of a few examples in the G4 implementation manual refers, for example, to child
labor in the supply chain.

While child labor may be strictly controlled in direct company operations, it's much harder
to control in the supply chain and the relevant material impact may be pinpointed there.
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The G4 expectation, therefore, is that companies would specifically identify impacts that
occur outside the organization as well as inside, making a distinction between the two, so
that stakeholders can be appropriately informed.
At  some  level,  this  makes  sense.  It's  part  of  the  G4  transformation  that  requires
companies to actually think about their material issues rather than auto-list boilerplate
issues that mean everything to everybody. Now, reporters should think about who is
affected outside the factory gate as well. Companies which analyze their material issues
right  down to  specific  localized  impacts  will  probably  have  a  better  foundation  for
addressing the risks of such issues and engaging more closely with local stakeholders to
inform a strategic approach.
However, this is proving to be rather challenging for many large reporters at a global
level. Responses to G4-20 and G4-21 are lacking depth and showing signs of box-ticking
in a way that undermines the true value of this kind of disclosure. Remember that the
Aspect Boundary relates to a material Aspect, and each material Aspect requires a DMA
- a disclosure on management approach describing why the Aspect is material and what
the organization is doing about it. G4-20 and G4-21 are effectively extensions of the
descriptions of the most material issues.

Material issues are not that simple, however. Almost every material issue that has an
external impact also has an internal one and vice versa. Companies are having a hard
time  understanding  the  distinction  between  the  two.  The  default  seems to  be  that
everything impacts everything and everybody and all company entities are affected. In
G4-21, there is also a requirement to state the geographical location where external
impacts occur.  Well.  GRI might just  have suggested an auto-response for this.  The
Universe.
Insurance company Metlife's G4 2013 Corporate Responsibility report was just published.
Take a look Metlife's response to G4-201 and G4-21 to a some of their material issues.

As you can see, everything is both material internally and externally and impacting pretty
much everyone everywhere. Stakeholder groups (not entities) have been noted against
each issue. Entities have not been stated so we can assume everything applies to the
entire organization.
It's not so easy to define where impacts occur. Employment and diversity are noted as
only material internally. However, in some cases, with large companies, the impact of a
diverse employment policy can be quite significant in local communities. Many of the
decisions taken in  the Human Resources Department  have broadly-felt  impacts on
society. Check out my book, CSR for HR. The stakeholder view of people management
goes way beyond the impacts felt inside the organization. Metlife confirms this in the
DMA for this diversity:
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 The  impact  of  a  diverse  organization  is  also  felt  at  the  level  of  customers  and  in
communities.  With operations around the world,  and more than 65,000 employees,
perhaps Metlife's hiring and inclusion policies are having an impact at local level. Or
maybe not materially so. It's an interesting thought -  one that is probably answered
through engagement with local stakeholders.
What about public policy? Metlife calls this both an internal and an external impact. I can
understand the external part. In the DMA, Metlife writes:

This seems to indicate that the impact is external, rather than internal. So where is the
internal impact? Could it be that engaging in public policy requires an internal effort by
the organization to understand and maintain positions on public policy, ensure staff are
appropriately trained, manage the internal adjustments required as a result of regulatory
changes etc? Could it be the effect on profit of political donations? It's possible. But
Metlife has not mentioned this internal impact in its narrative, focusing on the external
impacts of  regulation. The performance indicator supporting this material  issue that
Metlife reports is G4-S06 which relates to the number of  political  donations made -
maybe this is then both internal (expenditure/profit) and external (political influence).
Either  way,  deciding  the  exact  Aspect  Boundary  of  this  material  Aspect  is  not  so
straightforward.
Metlife is not the only one....
Banco Santander in its G4 Comprehensive report for 2013 report adds a nice little matrix
(it's in Portuguese but we'll get the gist).
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 Everything is material internally and externally (red triangles) , with the exception of the
positive impacts of the bank on society (black circle) - indirect economic impacts and
local  community  impacts.  These are  not  considered to  have an  internal  impact.  In
addition, in the report's GRI Content Index, Banco Santander notes different stakeholder
groups that are affected by the different impacts. But no differentiation is made between
entities and no geographic location is mentioned. Oh, and this report was verified by
Deloitte.
Dow Chemicals in its G4 comprehensive 2013 Annual Sustainability Report also has a
nice  little  matrix.  Dow  is  a  global  company  with  53,000  people  and  products
manufactured in 201 sites in 63 countries. Try breaking down Aspect Boundaries for each
of those entities.

At Dow, then, all material impacts are internally material. Only three material impacts are
external  as well,  affecting broader society -  product safety,  health and environment
protection and community success. Issues such as water, sustainable agriculture and
climate change are not noted as materially important outside the organization. I wonder
how this analysis was performed and how material issues such as climate change and
sustainable agriculture are not considered to be material externally. Oh, and this report
was verified by ERM.

H&M Conscious Actions 2013 Sustainability Report fares no better on G4-20 and G4-21.
The response to these disclosures is a webpage. But the webpage is the GRI index
page. So you get into a G4-20 G4-21 loop - and you never get to the actual disclosure.
That's one way of avoiding having to think about this rather messy disclosure conundrum.
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Oh, and the H&M report was verified by Ernst and Young.

CVS Caremark's 2013 CSR Report includes a little more detail in this table contained in
the content index. It  clearly states that internal  issues relate to all  CVS Caremark's
operations in the U.S. and that externally material issues are predominantly in the supply
chain in China. This is getting closer to the G4-20 and G4-21 requirement.

But,  with 19 material  issues, this summary goes only part  way to fully providing the
Aspect Boundaries for each material Aspect. Also, in all the external issues reported, the
company is noted as one of the affected stakeholders. But the company is an internal
stakeholder. Hmm. A bit confusing.
GRI's own G4 report has a fairly clear approach. Although geographic locations are not
noted, there are some explanations as to what's material to whom. Most of the material
impacts occur both externally and internally.

Overall, then, I am not finding responses to G4 Aspect Boundaries especially helpful in
many of the G4 reports I have reviewed so far. I think this just as much a flaw of the
framework  as  it  is  with  reporters  who  can't  be  bothered  to  think  about  this  more
meaningfully  or  simply  don't  know  how  to  respond.
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The  idea  is  good.  Companies  should  identify  how and  where  their  operations  are
impacting external  stakeholders.  It's  quite simple really.  But,  the roundabout  rather
convoluted GRI-techno-babble of  G4-20 and G4-21 dumbfounds companies and is
leading to a bunch of stilted and meaningless disclosures. It's also dumbfounding report
assurers - all of whom confirm that reports are in accordance when these basic general
disclosures are not adequately reported.
In G5, maybe it would be simpler to have just one disclosure. Forget internal impacts.
Everything the company externally does affects it internally one way or another. There's
not much point in stating that everything affects employees.
My suggestion:
G5-20:  State  how  and  where  your  business  activities  materially  affect  external
stakeholders  throughout  your  value  chain.
Voila! Plain, simple, clear, helpful and tecnhobabbly-challenged.
No?

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability Reporting firm). Check out our G4 Report Expert Analysis Service - for
published G4 reports or pre-publication - write to Elaine at info@b-yond.biz to help make
your G4 reporting even better.
Posted by elaine at 12:32PM (+03:00)
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G4 goes MAD with Netafim
Thursday, September 11, 2014
Why do we love our work? Because we get to help companies like Netafim tell their story.
In this case, we all went a little MAD. That's not MAD like crazy cuckoo but MAD like
Mass Adoption of Drip Irrigation. The more you know about drip, the more MAD you
become.  It's  compelling,  it's  an imperative,  it's  the present  and it's  the future.  Drip
irrigation is about sustainable agriculture, efficient use of resources, water conservation,
improved yields and quality of food crops and improved livelihoods for millions of large
growers and smallholder farmers around the world. Drip irrigation is synonymous with
Netafim Ltd,  a  group of  thousands  of  dedicated,  passionate  individuals  who come
together with a collective mission to make the entire world MAD. (Nothing new here -
Netafim has been the leading world pioneer of  drip irrigation since 1965, check out
Netafim's legacy website).

We love Netafim and we love MAD. And this is the report that we helped create for
Netafim, describing the sustainability impacts of this MAD-oriented company.
Netafim 2013 Sustainability Report: At the heart of the food, water and land nexus

Netafim's 2013 Sustainability Report is written in accordance with GRI's G4 guidelines at
core level.  It  presents both Netafim's 2020 sustainability strategy and most material
impacts and the stakeholder engagement process that led to defining both. The report
also presents many case studies showing how Netafim is driving it's MAD strategy and
the impacts that MAD has at individual and community levels. If you want to skip straight
to the stories, the report has a hyper-linked highlights page that will whiz you off to India,
Croatia, Brazil, Kenya, Cyprus, Australia and the U.S. and more, to meet with growers
and farmers that have gained benefits through adopting drip irrigation, becoming just a
little bit MAD.
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 Or  you  might  prefer  to  navigate  straight  to  Stockholm.  Stockholm  holds  special
significance for Netafim as last year, in 2013, Netafim was awarded one of the highest
levels of recognition in the industry for its impacts on water sustainability and sustainable
water management at Stockholm Water Week, the Stockholm Industry Water Award
(SIWA). This year, in 2014, Netafim presented its spanking new strategy and report in
Stockholm.

 You can read on the blog of Netafim's Chief Sustainability Officer, Naty Barak, a staunch
MAD propounder, as you might expect, about his experiences in Stockholm, and view
Netafim's electronic poster presented at Stockholm 2014 Water Week here.
But let's get back to drip and being MAD about MAD. Many of you might not know much
about drip irrigation and why it is so crucial as a contributing solution to many of the
worlds feed-energy-water-land scarcity problems. If this applies to you, you can find a
brief explanation of how drip drips in Netafim's report.

Following extensive consultation with stakeholders, both ongoing as part of Netafim's
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active participation in many of the leading global collaborative platforms that have water
security as their prime focus, and as part of a targeted engagement program to support
the preparation of the company's strategic approach and materiality definition, Netafim
presents this new report under the theme: At the Heart of the Food-Water-Land Nexus.
We are hearing more and more about The Nexus these days, especially in the context of
the Post-2015 Sustainable Development Agenda. It's not just one nexus. Sometimes it's
the Food-Energy Nexus, sometimes, the Water-Energy Nexus. Netafim's MAD solutions
have the biggest impacts in advancing food, water and land security and these are the
three nexus elements that  are predominantly  relevant  for  Netafim.  The nexus view
considers not only each challenge as an individual challenge, but considers all of them as
part of one Big Thing. The points at which these challenges interact are the points which
offer the greatest global and local opportunities for leveraging smart solutions that deliver
the greatest benefits for us and the planet. That's what drip irrigation does and that's why
Netafim is totally all about MAD.

In  the  run-up  to  the  2013  Sustainability  Report,  we  helped  facilitate  stakeholder
engagement  at  two  levels:  a  large  round-table  discussion  with  a  diverse  group  of
stakeholders based in Israel where Netafim is headquartered, and a series of discussions
with global experts in the sustainable agriculture and sustainable business fields. Experts
such as Carlo Galli, Technical and Strategy Advisor, Water Resources at Nestlé, Gavin
Power, Deputy Director, United Nations Global Compact, Alejandro Litovsky, Founder &
CEO, Earth Security Initiative and Pasquale Steduto, Deputy Regional Representative for
the Near East and North Africa, FAO provided their expert input and guidance about
MAD and other  aspects  of  Netafim's  contribution,  and  you  can  read  some of  their
comments  in  the  report.

The  result  of  these  consultations  and  management  deliberations  was  a  strategic
framework  for  2020  and  a  set  of  most  material  impacts  around  which  the  2013
Sustainability Report was structured. These topics and themes will guide and support
Netafim's ongoing contribution to global sustainability in the coming years.
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One of the things that we love most about our work at Beyond Business is seeing the
personal  change and transformation  that  comes through sustainability  culture  and
practices. Most Sustainability Reports describe what a "company" is doing and how
managers and employees take action in the course of their roles. This is great, of course,
but there is something special about seeing how the concept of sustainability extends
beyond the workplace and into the consciousness of people and other facets of their
lives.  That's  why my favorite part  of  this report  is  a piece from Netafim's Marketing
Manager, Rachel Shaul. Rachel selected a project related to the impact of drip irrigation
as part  of  academic studies at  university,  and she shares her  insights  after  having
interviewed women farmers in the Indian State of Gujarat. Rachel's perspectives are not
just about advancing Netafim's irrigation business, they are about the personal change
she experienced in engaging with women farmers, and the way their lives have improved.
In the report, Rachel shares some of the comments that she recorded in her interviews,
reminding us that sustainability is more than a project or a product or a business, it's
about people and life in general.

I recommend (of course !) that you take a look at the Netafim report and (of course!) give
feedback. Maybe you also might become a little MAD.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm)
Posted by elaine at 11:54AM (+03:00)
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Dr. Sustainability is BACK!
Tuesday, September 09, 2014
Dr.  Sustainability  is  back  in  town,  and as  always,  she is  delighted to  answer  CSR
Reporting  Blog  reader  questions.
Dear Dr. Sustainability:How can you tell if a materiality analysis is genuine or if it was
written on the back of an envelope over a beer in the pub?Dear Alcoholic: If it was written
on the back of an envelope over a beer in the pub, it's probably more genuine than most
of the ones that weren't.
Dear Dr. Sustainability: What sustainability conferences have you attended recently and
what conferences do you recommend?Dear Curious: I have almost been attending loads
of fantastic conferences. A couple of months ago, I was at the Climate Change Deniers
Annual Conference. I denied that you can deny climate change and they kicked me out.
Then I  was at  the  We Love Reporting  Annual  Conference.  The attendees were all
wackos and weirdos so I left early. I mean, you have to be a wacko or a weirdo to love
reporting. Last month I  was at  the Sustainability is an Imperative or We Will  Perish
Annual Conference. That was so depressing I am still taking valium. The best conference
I almost attended was the Sustainable Ice Cream Conference in Vermont, where I was
hoping that Ben and Jerry's would be distributing free fair-trade organic ice cream. When
I realized that ice cream was not on the menu, I decided to stay home.
Dear Dr. Sustainability: A funny thing happened to me last month. I was finishing up our
sustainability report and just as I was about to complete the GRI Content Index, I got an
incredible pain that started in my head and traveled all the way down to my feet. Do you
think there is any connection between the pain and the GRI Index?Dear Painful: Yes, I
have  recommended for  years  now that  GRI  Reporting  should  come with  a  health-
warning. You are apparently one of the lucky ones. Many of my friends and colleagues
are now gazing mournfully out of a sanatorium window, unable to recognize their mothers
and throwing objects  at  passing nurses.  When you say  hello  to  them,  all  they  can
respond is "DMA.... DMA... DMA... page... DMA... G4-21... Page...." and they carry on
like that for hours. I think it has gotten a little worse with G4. Now they are mumbling
"material Aspects ...... material Aspects ...... material Aspects ...... material Aspects......
material Aspects...."
Dear  Dr.  Sustainability:  I  have been reporting for  years  and now my company has
decided to do G4 and wants a materiality matrix. Where on earth can I get a matrix?Dear
Experienced Reporter: The best matrix I have found is The Matrix. You can get it on
iTunes. Called "The Most Eye-Popping and Imaginative Movie of the Year", the Matrix will
be much more fun than the boring squares and arches of most of the materiality matrices
you find in regular reports.
Dear Dr. Sustainability: Can you please advise how I should deal with our chief legal
officer who insists on reading our Sustainability Report before it is published. That's never
happened before. What should I do?Dear Backache: The fact that your chief legal officer
wants to read the report before it is published is a real disaster. Typically, legal folks see
a court case in anything. They can't read a sustainability report without a big pair of
scissors and an extra-extra-large delete button. After your chief legal officer has done his
thing, you will be left with a cover page, a back-cover, a few nice photos and about two
pages of narrative describing improvements in your environmental performance and
increases in community donations. Hmmm. I guess that will make your report look quite
consistent with most of the reports that have been published in the last ten years. Maybe
it's not such a disaster after all.
Dear Dr. Sustainability:We have heard that stakeholder engagement is all the rage these
days and at our company we have decided to get some, although we don't really want to.
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What's the best way to engage hundreds of stakeholders at lowest cost without them
really having an influence on what we do? We want to be able to say we have engaged
without really engaging.Dear Engagement: That's such an easy question. I have the
perfect  solution.  SurveyMonkey.  Just  send out  your  questionnaire  to  thousands of
anonymous people (you can call them stakeholders if you like, most people don't know
the difference). Even better, you can send out your survey to loads of consultants and
ask them for their professional opinion for free. If  you really want people to engage,
promise them that you will donate $0.05 to a charity of their choice for every completed
questionnaire.  While  the  quality  of  feedback  you  will  receive  from 437  completed
questionnaires will  be totally irrelevant to your sustainability strategy and will  not be
useful in defining material issues, you will be able to tick the stakeholder engagement box
with a REALLY BIG TICK.
Dear Dr. Sustainability:I have been reading loads of G4 reports and before I go totally
cross-eyed, I was wondering if i am missing something. They all look like G3 reports.Dear
Puzzled: I can recommend you start with Elaine Cohen's G4 Game Changer Series. In
this  series,  expert  GRI report-writer  and commentator,  Elaine Cohen,  analyses the
differences  between  G3  and  G4  reports  of  different  companies.  This  cutting-edge
analysis will lead you to the same conclusion. G4 reports, so far, are looking pretty much
the same as G3 reports. Now you don't need to go totally cross-eyed. Unless you want
to.

Dear Dr. Sustainability:How can I make more people read our Sustainability Report?Dear
PeoplePerson: Give your report a new title. Call it: The ALS Ice Bucket Challenge.

Dear  Dr.  Sustainability:We  are  having  a  real  problem with  gender  balance  in  our
company. As much as we try to recruit and promote women, it never works.They all have
children that get sick, and they can never work overtime. They decorate their offices with
pretty pictures of their kids and family pets, instead of our company values posters, and
they are so OTT about multi-tasking that everything gets done without anyone noticing.
Our CEO wants to show at least 30% women in management in our Sustainability Report
(currently the actual is 0.43%). What can we do?
Dear GenderBender: Look, there appears to be no hope in your company. There are two
options. Kick out all the women and make it a male-only company. While this is illegal
and immoral, your company will soon go down the tubes before you have a chance to
face the court cases and pay the fines. The second option is to make your workplace
more women-friendly. Offer all males over the age of 27 free sex-change operations and
fire those who don't take up the offer.

Dear Dr. Sustainability:I hear that there is a new trend in sustainability reporting called
unsustainability unreporting. What do you think about that?Dear PeoplePerson: I have
always been in favor of telling it like it is.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm)
Posted by elaine at 11:02AM (+03:00)
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Telekom Austria : G4 game-changer?
Saturday, September 06, 2014
Did Telekom Austria change the game with its first G4 report? This post continues my
analysis of what changed with G4, this time using Telekom Austria reports over three
years.
For an overview of what all this means, see this post.
For a G4 game-changer analysis of Fiat Group, see this post.
For a G4 game-changer analysis of Ahlstrom, see this post.
For a G4 game-changer analysis of Johnson&Johnson, see this post.

For a game-changer analysis of Telekom Austria, read on......

Telekom Austria 2013/2014 Sustainability Report: GRI G4 Comprehensive, 92 pages
Telekom Austria 2012/2013 Sustainability Report. GRI 3.1 A+, 86 pages
Telekom Austria 2011/2012 sustainability Report, GRI 3.1 A+, 58 pages

The first thing that may strike you about Telekom Austria reports, G4 or otherwise, just by
looking at the covers, is that they are super-creative. I can't understand how I missed the
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2012 report - The Sustainables! - brilliant. Disclosing your sustainability impacts in the
form of a Marvell-style SuperHero comic book is a fantastic way to get people interested
in your report. It certainly captured my attention.

 I was dazzled by Telekom Austria's 2012 report and had to look back at previous years'
reports as well. There is definitely a creative flair to sustainability reporting at Telekom
Austria that is one of the best I have seen and is consistent over the years. But it's more
than just a creative design or infographic. It seems to stem from deep thought about what
sustainability means to Telekom Austria. Each report tells a real story of sustainability
practice using an imaginative and innovative approach that, each year, is slightly different
and reflects the current report theme well. I like it!

The report is hyper-linked throughout - and all GRI G4 disclosures and indicators are
annotated in the narrative and linked to the GRI Content Index, making it easy to find
what's where. Telekom Austria refers to its report as a "magazine", and, although the
framework is GRI and G4, it really does read like a magazine with very interesting articles
and background information to add perspective and context.
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Materiality - drives the report or just for show
Telekom Austria uses its 2012 materiality assessment for its 2013 report. There was no
materiality process in 2011.

The 23 material  issues are grouped into four sustainability priorities that govern the
structure of the 2013 report, just as they did the 2012 Sustainables comic book report.

• Providing responsible products
• Living Green
• Empowering People
• Creating Equal Opportunities

 In this report, in general, the four priority themes include the stated material issues. Data
protection is the number one issue. In G4, this would be material Aspect "Customer
Privacy" with an indicator relating to privacy breaches (G4-PR8). This is covered well in
the report narrative and the indicator is reported. Network infrastructure is the second
issue and this is mainly correlated to a material Aspect from the draft telecommunications
sector supplement. This is reported in the company's annual report, not the sustainability
report. Customer satisfaction is the third most important issue, and the response to G4-
PR5 (customer survey results) is that there are no results yet as a new survey has just
been completed. However, these three top issues appear to be addressed appropriately
in the report.
This is not the case with the lesser issues. The least important material issue is noted as
"sponsorship of arts, culture and sports". This is not correlated to any G4 material Aspect
in the Telekom Austria report. We might consider a correlation to G4-SO1 (programs with
local community engagement) but this indicator is not reported. We might consider it to
correlate  to  G4-EC8 -  indirect  economic  impacts.  But  responses to  G4-EC8 in  the
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Telekom  Austria  report  relate  to  developments  in  communication  technology  and
products that "make life easier", which have nothing to do with sponsorship. The second
least important material issue is "open discussion in the digital world", whatever that
means. This is not correlated to any material Aspect and I have no idea whether it's
reported or not or how it is measured as I really don't know what it relates to. Therefore,
while I think Telekom Austria does a good job of reflecting the material focus in this G4
report  (just  as  it  did  in  the 2012 G3.1 report),  covering the main themes and most
important issues, there seems to be a lack of rigor in correlating all the material issues to
actual performance and impacts within the G4 framework.
Focus - focused and relevant or ticking the boxes This is a comprehensive level report so
there are more boxes to tick than a core report. It's certainly no shorter than the previous
two reports and almost double the length of the 2011 report. However, Telekom Austria
has not reported on Aspects that were not defined as material. occupational health and
safety  (social),  biodiversity,  use  of  materials,  supplier  assessments  for  labor,
environmental and social practices, and many aspects of human rights (although it's
noted that this is because the data is not available, not because certain human rights
indicators are not material). All  the indicators in the draft telecommunications sector
supplement are reported. Generally, then, it seems that Telekom Austria has made a
focused selection, even if the focus is rather broad - 23 material issues is quite a lot.
Engagement - process or lip-service
Telekom Austria doesn't go overboard in describing it's stakeholder engagement process
in 2013. It was an online survey of 300 internal and external stakeholders. The results are
not disclosed. It's not clear what was asked, who responded, or who said what. It's not
clear to what extent the survey results influenced the selection of the issues. It's not clear
who made this selection. All of this was described in the 2012 G3 report, and again,
almost word for word in the 2013 report. Does an online survey constitute stakeholder
engagement? Well, there are surveys and surveys. However, my personal view is that
there is no substitute for a good 'ole conversation. I believe there is room for more robust
activity in this area.
Integrity - shapes up or misleads
I think this report  does a good job of  reporting the indicators that  the company has
selected to report. In each section, there is a hyper-linked disclosure or performance
indicator that shows you where the commentary fits in the G4 Content Index. And for
people like me, there's a treat. They say flattery will get you everywhere, and Telekom
Austria knows how to make us GRI geeks feel special. In each section there is a catch-all
for indicators not reported in the narrative, specially created for "GRI Experts". Thank
you, Telekom Austria, for your consideration.
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Impact - what we did or what difference we made
It's a little hard to distill actual impact in Telekom Austria's report. The amount of context
and interesting background information enables you to understand why they are doing
what they are doing. That gives great perspective on what's needed in society. Telekom
Austria's "Creating equal opportunities" focus area has the potential to impact society in
the broadest way, reflecting a sort of social mission, which is of course hard to quantify.
In this section, Telekom Austria refers to programs to promote media literacy, inform
about internet safety, support social entrepreneurs etc. In general, this is about Telekom
Austria supporting, initiating, expanding, publishing, implementing, developing, increasing
and simply doing more. It's  all  good stuff,  but,  beyond a couple of  areas where the
number of beneficiaries or participants is noted, I didn't get a sense of how all of this is
making a difference.
Telekom Austria publishes a separate status of performance against targets for all its
subsidiary companies called the "Measures Programme". Here too, although this is
fabulous  from  a  transparency  standpoint,  I  was  not  able  to  discern  any  direct
measurement  of  impact  (as  opposed  to  reach).

 It  would be nice to see Telekom Austria use its  amazingly innovative and creative
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capabilities to develop some measures that go beyond participation. Although Woody
Allen is noted for saying "80% of success is showing up", I wonder if providing 100,000
people with media skills training actually means that 100,000 people actually become
more media literate. Maybe I am just a skeptic.
Game-changer - does or doesn't?
This report isn't really a G4 game-changer for Telekom Austria, interesting though it is.
The company moved to materiality-oriented reporting in 2012. In the conversion to G4,
aside from changing the numbers of the disclosures and performance indicators, there is
nothing too new. In fact,  there is not enough new, and the specific  requirements of
disclosure of stakeholder feedback and engagement process, alignment of  material
priorities  to  G4  material  Aspects,  identification  of  material  Aspect  boundaries  and
performance indicators in line with material issues - none of this is truly present in 2013.
Despite such an engaging approach to telling the story, I feel the 2013 report adapts the
mechanics of reporting to G4 rather than truly providing a step-up in Telekom Austria's
reporting approach. But, as with my analysis of Johnson and Johnson's G4 reporting, the
path  to  G4  was  already  paved  a  year  in  advance  with  a  more  strategic  approach
including  a  materiality  process  and  report  face-lift  in  2012.
I give this report a 67% rating, the best so far, but not good enough to really change the
game at G4 level.
Material issues -80%
Focus - 70%
Stakeholder Engagement - 45%
Integrity - 75%
Doing or impacting - 65%

This completes four game-changer analyses. Watch this space soon for a summary-so-
far of trends and insights. And then, maybe some more analyses.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm)
Posted by elaine at 08:46PM (+03:00)
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Strauss Group: a special 7th report
Tuesday, September 02, 2014
I am always delighted to showcase reports we have worked on for our clients, and this
month, Strauss Group published its seventh annual Sustainability Report.

Strauss Group is an international corporation with a portfolio of five companies in the food
and beverage sector, headquartered in Israel, active in 24 countries and generating
$2.35 billion in consolidated sales in 2013. The Group directly employs over 13,500
people.

7 is a very special number in many ways. It's the lowest natural number that cannot be
represented as the sum of the squares of three integers. 7 is the aliquot sum of one
number, the cubic number 8 and is the base of the 7-aliquot tree. 7 is the only dimension,
besides the familiar 3, in which a vector cross product can be defined. 7 is the lowest
dimension of a known exotic sphere. Of course, if you understood all of that, you are way
more intelligent than I am. Or probably than anyone I know. I copy-pasted these 7-facts
from Wikipedia. Impressive, right? In the Jewish religion, 7 is special in different ways.
More copy-paste - here we come: 7 is one of the greatest power numbers in Judaism,
representing Creation,  good fortune,  and blessing.  The Bible  is  replete  with  things
grouped  in  7.  Besides  the  Sabbath,  the  7th  day,  there  are  7  laws  of  Noah  and  7
Patriarchs  and  Matriarchs.  Several  Jewish  holidays  are  7  days  long,  and  priestly
ordination takes 7 days. The Land of Israel was allowed to lie fallow one year in 7. The
menorah in the Temple has 7 branches. There's more from the Rabbi ... check it out
here. In numerology, the number 7 is the seeker, the thinker, the searcher of Truth. The 7
doesn't take anything at face value - it is always trying to understand the underlying,
hidden truths. The 7 knows that nothing is exactly as it seems and that reality is often
hidden behind illusions. More for numerologists here. In gambling, number 7 is really
lucky. According to the Psychic Library website, on July 7, 2007, the casinos were full up
as hopefuls tried to beat the lucky date 07/07/07 (maybe they also went at 07:07 in the
morning!) Someone even wrote a book about the magical, amazing and popular number
7.
 So, having established that 7 is special, we might then expect something special from
Strauss Group's  7th Sustainability  Report.  Here are 7 special  things about  Strauss
Group's 7th Sustainability  Report.
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First,  it's  prepared  in  accordance  with  GRI  G4  (core),  a  first  for  Strauss.  So  far,
worldwide, just a few hundred companies have ventured into G4 territory. Actually, the
stretch was not overly significant for Strauss, as a deep materiality review had been
conducted in 2012 and presented in Strauss's 2012 report. In 2013, in preparation for this
report, further consultation with stakeholders was conducted and resulted in a revised
focus on six core material issues. The main narrative of the report is aligned with these
six material themes.

Second, each materiality-based chapter presents the core issues, aligned strategic goals,
GRI G4 material Aspects and reported Performance Indicators. As you will know if you
have read my G4-Game-changer series, this is a critical element of a G4 report. There
must be an audit trail from strategy to materiality to performance. The Strauss Group
report ensures this is as clear as you can get.

Third, this report presents Strauss Groups's 2020 Sustainability Strategy. Strauss Group
has been assimilating sustainability practices into its operations for many years. This is
the first time the Group has worked across company-boundaries and created a global
corporate multi-year strategy with measurable targets. The strategy has two elements:
impact and performance. Each has three dimensions.
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 In  the  Impact  element,  the  three  dimensions  relate  to  the  direct  connection  of
stakeholders to the company. Colleagues (employees) are the first degree of impact.
They are the first to experience the way the company behaves toward them, and they are
also the ambassadors of the company and define the way the company impacts other
stakeholders.  Consumers are a much larger group, of  course, and they are directly
impacted by the product quality, choice, availability, access and messaging of Strauss
Group. The way Strauss impacts consumers has a direct result on the quality of their
lives and the way they connect  to  the company's  products.  Finally,  the Citizenship
dimension represents Strauss Group's  impacts on society,  the environment  and all
relevant stakeholders. By improving impacts in a spirit of citizenship, ethical behavior,
efficient resource management and transparency, Strauss Group continues to make a
positive impact as a good corporate citizen.

In each dimension, the 2020 Sustainability Strategy defines 3 levels of performance -
meet, exceed and lead. Meet refers to meeting the basic performance expectations of
society and all stakeholders in relation to commonly accepted standards of responsible
behavior including governance, compliance and ethics. Exceed represents continuous
improvement, exceeding prior performance in certain strategically defined performance
areas. Lead refers to a smaller number of performance areas where Strauss aspires to
make significant progress and achieve levels of impact that can be considered leading
performance at a global level. In this way, the Sustainability Strategy defines the scope
and scale and degree of impact improvement that Strauss Group plans to achieve in the
next few years.
Fourth, Aron Cramer, CEO of BSR and one of the leading thinkers and opinion-leaders in
sustainability  today,  reviewed Strauss's  material  issues and strategic  direction and
provided guidance. "Strauss should be focused on real issues that are driven by core
products.  These  could  include  enhancing  consumer  choice,  helping  consumers
understand the health implications of consumption habits, through product labeling and
other means, and sustainable sourcing." His full commentary can be found in the report.

Fifth, the people. Strauss people appear on many pages of this report and they are the
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ones that make it all happen. Working with Strauss Group, we are privileged to meet
many employees in the course of our varied interactions with Strauss around the world,
and we can testify to the Strauss spirit and values that motivate and inspire employees to
do great things. Employee engagement at Strauss reaches 92% in parts of the Group,
based on employee surveys, and that's what makes this 7th report (and all previous
ones) special.

Sixth, the infographic. It's always good to get the report highlights all in one place. If you
are a numbers person, this is the page for you.
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7th, is the fact that it's the 7th. Delivering a sustainability report year after year is no easy
task.  Strauss Group is  the only Israel-based company to date that  has published 7
reports,  year  after  year,  since  2008,  demonstrating  not  only  a  commitment  to
transparency and continuous improvement, but also a commitment to local leadership
and best practice.
For us at Beyond Business, supporting clients such as Strauss, as we do around the
world, is a privilege and we are delighted to have been able to help create this 7th report.
Oh and by the way, I should also mention that the number 7 is very relevant to the world
of  ice  cream  too.  I  happened  to  come  across,  in  my  search  for  all  things  7,  this
announcement by Perry's Ice Cream of 7 new flavors for 2014. They all sound delicious.
As 2014 is nearly over, I had better start tasting.....

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm)
Posted by elaine at 08:29AM (+03:00)
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Johnson & Johnson: G4 game-changer?
Friday, August 29, 2014
Did Johnson & Jonson,  a  veteran sustainability  reporter  with  17 years  of  reporting
experience, change the game with its first G4 report? This post continues my analysis of
what changed with G4, this time using Johnson & Johnson reports over three years.
For an overview of what all this means, see this post.
For a G4 game-changer analysis of Fiat Group, see this post.
For a G4 game-changer analysis of Ahlstrom, see this post.

Johnson&Johnson

2013 Citizenship and Sustainability Report: G4 Core, 118 pages
2012 Citizenship and Sustainability Report: GRI G3, Level A, 88 pages
2011 Responsibility Report: GRI G3, Level B, 82 pages
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Materiality - drives the report or just for show  J&J has delivered a very detailed G4
report, 20+ pages longer than prior reports, and with more Performance Indicators than
prior reports (80 in 2013, 65 in 2012). This is perhaps not surprising when you consider
that J&J identified 41 material issues for its 2013 report, narrowed down from a master
list  of  220 issues that the company developed. In 2012 and 2011, the list  of  issues
reported was based on a 2010 materiality  analysis in 2010 that  identified 12 broad
issues.

 2013 material issues J&J prioritized these 41 issues based on an analysis of internal and
external feedback.

The very high priority issues are in the left-hand column and reporting covers these in
some detail, usually several pages. The lower priority issues are covered in less detail in
the report. Biodiversity, for example, ranks among the lesser important material topics, is
covered in less than a page in the report. Product Quality and Safety, the most important
issue, gets several pages. However, this is not entirely consistent. Three of the least
important issues - philanthropy, community investment and volunteerism have around 5
pages of content. But then, everyone likes to brag about donating to the community.
The structure of the 2013 report follows the material issues grouped into 3 categories:
advancing health, doing business responsibly and safeguarding the planet. All 41 issues
are included in separate sections in one of these three groupings. That makes for a
rather fragmented report and it is hard for the reader to focus on whats most important -
the left hand column. This is not too dissimilar from prior J&J reports where the main
section was entitled "Our Material  Issues" and contained several chapters and sub-
chapters.
Johnson & Johnson has delivered a report in 2013 that is definitely materiality-oriented
and built around the identified material issues. However, the report also includes the not-
most important issues. This is similar to the reports of the past two years. Therefore, G4
doesn't appear to have been a significant game changer for J&J. J&J changed the game
ahead of  the game by reporting with a materiality  focus well  before G4 publication,
something which many companies did not do. But in moving to G4, the focus has been
diluted a little and the urge to report more than G4 requires is in evidence.
Focus - focused and relevant or ticking the boxes
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The content lists for each chapter are long and do not differentiate between the most
important issues and the least important issues. There are 14 issues that are noted as
"extremely  high"  priority.  In  the  chapter  on  Advancing  Human  Health,  there  are  7
sections, Leading Business Responsibly, 23 sections, and Safeguarding the Planet, 9
sections. The 14 extremely high important issues are all included as the first sections in
each chapter. But so are all the rest.

There is some G4 logic in this presentation, but I had to spend quite a lot of time working
this out.It took me a while to realize that the most important issues were the first chapters
in  each  section.  I  feel  that  these  issues  could/should  have  been  more  effectively
differentiated in a G4 report. In a sense, we cannot fault J&J for being attentive to a broad
range of stakeholder needs. However, a bolder focus on the really important issues
would  give  bigger  impact  and  make  this  report  more  appealing  and  digestible.
Reconsideration of the structure of this report might enable the reader to get to the critical
parts more quickly, and use of the GRI Index, or an Appendix, or the company website
could be options for disclosure of the less important issues for those stakeholders who
require this additional information.
Engagement  -  process  or  lip-service  I  feel  the  stakeholder  engagement  process
described in the J&J report was rather corner-cutting. It's hard to tell whether the process
was a little under-cooked or whether the reporting of it was modest. J&J describes a new
materiality process, the first since 2010. The mechanics are clear. Develop a broad range
of issues, narrow them down and prioritize them using internal and external feedback.
For external stakeholders, Johnson&Johnson "identified a group of external stakeholders
primarily focused on corporate responsibility and asked them to rank the topics for overall
importance of the topic and importance for Johnson &Johnson to address." It's not clear
who this group is, how large it  is,  nor what kind of feedback the group gave. G4-27
specifically requires companies to state which stakeholders raised which topics.

J&J did not do this, listing issues in their final prioritized form. This is an area where I
believe  J&J  hasn't  changed  the  game  in  G4  -  or  at  least  -  if  it  has,  reporting  of
stakeholder  engagement  is  weak.
Integrity - shapes up or misleads This report is in accordance at core level but reports on
far more general disclosures and Performance Indicators than are required at core level.
J&J indicates Performance Indicators with labels throughout the report, making it very
easy to find disclosures. (In fact, the J&J report PDF is super-navigable, totally hyper-
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linked and very easy to work through). In general, I found J&J's reporting to be quite
meticulous, and several awkward disclosures which many companies never get right are
carefully presented in this report. However, something fell through the cracks. Take for
example G4-LA3. G4-LA3 is pretty prescriptive.

 J&J confirm having reported G4-LA3, saying the disclosure is both in the report and
online.

 I  couldn't  find any relevant information online, and in the report,  this is the G4-LA3
disclosure.

As  you may have realized,  the  disclosure  bears  no  resemblance to  the  disclosure
requirement. It is difficult to report with integrity and many times, inconsistencies are often
inevitable. It's better to publish a great report like this one from J&J with a little blip here
and there than not to report at all.  However, there is something about robust quality
checking in reporting by people that truly understand reporting frameworks that should
not be underestimated. Getting everything in sync is no easy task.
Impact - what we did or what difference we made
J&J has an impressive range of Healthy Future 2015 goals and reports progress against
each.  Many  of  these  are  outcome  oriented  in  one  way  or  another.  For  example,
"approximately 75 percent of strategic suppliers have two or more publicly reported
sustainability goals" is an outcome of having embedded sustainability processes in the
extended supply chain. While a deeper outcome might be to calculate the benefits that
suppliers gained through reported sustainability goals, this interim outcome is, for me, a
good indicator of impact. It's not "we trained our suppliers" and it's not "our suppliers
signed our Code of Conduct". It's a behavioral change by suppliers. I think that's great.
Another example: "46 percent [of employees] have completed a health risk assessment
and know their key health indicators". Again, this is evidence of a positive impact on
employee behavior. There are many more examples. This is good G4 practice, but for
J&J, it's not so much of a game-changer because it's what J&J has been doing for some
years. But it's still good to see.
Game-changer - does or doesn't?
I give this report a 65% game-changer rating, the highest of the three so far (Fiat 58%,
Ahlstrom 54%). This rating is more about meeting expectations of a G4 report than about
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a total transformation of the reporting approach, because J&J was already reporting
though  a  materiality  lens  in  the  past.  However,  as  a  report  to  emulate  in  our  G4
landscape,  it's  the  best  of  those  I  have  analyzed  so  far.  But,  it  could  be  better  :)
Material issues -85%
Focus - 65%
Stakeholder Engagement - 40%
Integrity - 65%
Doing or impacting - 70%

This  completes  the  first  three  G4  game-changer  analyses.  Stay  tuned  for  more
perspectives  on  how  G4  is  changing  the  game.  Or  not.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm)
Posted by elaine at 09:56AM (+03:00)
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Ahlstrom: G4 game-changer?
Thursday, August 28, 2014
Did Ahlstrom, a Finnish fiber-based materials company with 3,500 employees, change
the game with its first G4 report? This post continues my analysis of what changed with
G4, this time using Ahlstrom reports over three years.
For an overview of what all this means, see this post.
For a G4 game-changer analysis of Fiat Group, see this post.

Ahlstrom

Ahlstrom Sustainability 2013: G4 core, 40 pages
Ahlstrom Sustainability 2012: G3, B+, 60 pages
Ahlstrom Sustainability 2011: G3.1, B, 54 pages

Materiality - drives the report or just for show
Just by looking at the cover of the 2013 Ahlstrom Report, versus the 2012 and 2011
reports, you can already notice the change in approach. This is also reflected in the
change  in  the  structure  of  the  reports.  2011  and  2012  had  a  four  part  structure:
Company, products, performance culture and supply chain. The 2013 report has a series
of chapters, each dealing with a separate issue correlating more or less to the material
issues identified.
Ahlstrom's 2013 report includes 35 G4 core General Disclosures and 31 fully reported
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Performance Indicators, versus 25 fully reported Performance Indicators in 2012. Once
again, more indicators, fewer pages. In addition to the GRI content index, Ahlstrom
includes a correlation of material issues identified to G4 Performance Indicators which
certainly  helps understanding the report.  However,  only  a few of  the indicators are
correlated to G4 Performance Indicators and some are not even reported. For example,
employee-well-being is a material issue but it is not correlated with any G4 Aspect and is
is not mentioned anywhere in the report - no disclosure and no indicator. Eco-design
approach is a top ranking material  issue - but it  is not correlated to a G4 Aspect or
Performance Indicator and the two-page review of progress in this area does not indicate
how Ahlstrom will measure ongoing performance.

Ahlstrom's 2011 report contained a materiality matrix but the 2012 report did not. In fact,
the 2012 report did not mention materiality even once. The Ahlstrom 2013 report includes
a brand new materiality matrix which is quite different to the one published in 2011, and
identifies 16 material issues.

 Comparing the content of the report to the material issues - we can see a correlation.

 Examples of correlation of 2013 report contents to stated material issues
Although, as mentioned, there is some dissonance between materiality and content, I
believe it is a departure from prior reports and has a hint of game-changing.
Focus - focused and relevant or ticking the boxes Ahlstrom has been selective in the
content of this report and the indicators reported. The correlation of indicators to material
issues  is  not  exact,  but  in  general,  the  report  chapters  match  the  material  issues
mentioned. I would have preferred to see, however, fewer material issues and greater
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reporting depth. Ethics, for example, is the number one material issue this time around. It
has one page in this 40 page report, and most of the narrative is an exact word for word
copy-paste  of  what  was  reported  in  2012.  Amazingly  the  exact  same  number  of
grievances were reported in 2012 as were reporting in 2013. How incredible is that ?!
Aside from some additional anti-corruption training in 2013, there is nothing in this report
to suggest any additional material focus on ethics.

 Water, on the other hand, gets much more detailed treatment in the 2013 report, with
more information about withdrawal sources and water effluent composition. Water as a
single material issue was not even mentioned in the Ahlstrom 2011 materiality matrix,
demonstrating a shift in thinking and attempt to measure and improve. Ahlstrom advises
that a focus area for 2014 will be to determine the best water metrics for measuring and
improving performance.
Engagement  -  process  or  lip-service  Ahlstrom  has  an  interesting  definition  of
stakeholders. "A stakeholder is anyone who is interested in what the company is doing."
Really?  Ahlstrom does  not  describe  stakeholder  engagement  with  anyone  who  is
interested in what the company is doing, but specifically with six stakeholder groups:
customers, employees, suppliers, shareholders, academia, society and industry peers.
Once again, the examples of dialogue and feedback received were very similar to that
reported in 2013, though some additional and different detail was provided. There is no
evidence of additional deep-dive stakeholder engagement process, but nonetheless, a
comprehensive overview is provided that  includes details of  a range of  stakeholder
interactions.  Not game-changing, but  reasonably good game.

Integrity - shapes up or misleads
As mentioned, in this report, there is a lack of accurate correlation of material issues with
G4 material Aspects. However, my random check of indicators enabled me to quickly find
disclosures through the GRI Content index. So while this report is not fully in accordance
with G4 core level in the strictest sense, reporting integrity seems to be applied.

As an aside, unrelated to G4, this report does something almost no other report does. It
publishes right up front a list of areas for improvement. Now, you don't have to look for
the bad news. That saves a lot of time :)
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Impact - what we did or what difference we made
Ahlstrom makes references to different kinds of impacts. For example, money donated
via the company foundation "has been very successfully used in a 3-year UNICEF WASH
(Water Sanitation and Hygiene) project in India, where close to 20 million schoolchildren,
especially girls, have been helped". One case study shows how 30% of energy savings
can be made using a new type of filtration media product (although it doesn't say whether
the product has actually been used). Another makes reference to economic impacts:

 (Wonder how Ahlstrom knows that people pay their taxes and act as active neighbors ?!)
Ahlstrom presents a full page on the company's impacts on global sustainability "Our
sustainability  promise  is  to  make  products  for  a  clean  and  healthy  environment,
minimizing our own impacts, and communicating about the sustainability benefits of our
products in a clear way", but actually, there are very few examples of how Ahlstrom
realizes this promise in this report. Most of the narrative is about responsible and ethical
business behavior and not actual sustainability impacts (with the exception of direct
environmental impacts, as is the case with most reports). I believe there is a great story
here which G4 could help Ahlstrom tell, but in this report, the great story remains just
below the surface.
Game-changer - does or doesn't?
Overall, there appears to be a decision at Ahlstrom to apply G4 in the best way possible,
and to restructure reporting to meet the new G4 framework. My sense is that Ahlstrom
does this in practice, to some extent, and with genuine intent. There are lots of positives
in this report. Still, I don't feel that Ahlstrom has really exploited the full potential of G4 to
drive clarity, focus and impact. Maybe the report's title "Acting Responsibly" should give
us a hint of how the company approaches reporting. Funnily enough, the 2011 and 2012
reports did not have titles other than "Sustainability Report".

I give this report a 54% game-changer rating.
Material issues - 65%
Focus - 55%
Stakeholder Engagement - 45%
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Integrity - 65%
Doing or impacting - 40%

Stay tuned for more game-changer analyses.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me viawww.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm)
Posted by elaine at 09:39AM (+03:00)

286



The CSR Reporting Blog Book 2014 and (most of ) 2015

Fiat Group: G4 game-changer?
Wednesday, August 27, 2014
The first in my G4 game-changer series... randomly selected from G4 reporters in 2014,
here is the Fiat Group. As game-changers go, Fiat seems to be making progress. For
some background to game-changers, see this post.

Fiat Group

Sustainability Report 2013 : G4 Comprehensive, 197 pages
Sustainability Report 2012: G3.1, A+, 296 pages
Sustainability Report 2011: G3.1, A+, 268 pages

The first thing you might notice about the 2013 Fiat report is that it is around 100 pages
shorter than the two prior reports. Bad news for graphic designers but great news for
those who predicted that G4 would lead to compactness. However, despite the fewer
pages, Fiat identified more material issues in 2013 (23) than in 2012 (18) (material issues
were not  specified in 2011).  Not only that,  Fiat  actually  fully  reported more general
disclosures and more performance indicators in 2013 than in both prior reports. (2011
and 2012: 42 general disclosures, 2013: 55 general disclosures. 2011 and 2012: 83
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performance indicators, 2013: 88 performance indicators). Fiat reports on everything in
the framework, material or otherwise.
Material issues - drives the report or just for show?
In this report by Fiat Group, there does seem to be a shift towards more considered
reporting of material issues. The materiality matrix has substantially changed from 2012
to 2013.

 2012

 2013
In 2012, there were fewer issues and the issues were rather broad-based: corporate
governance, climate change, public policy engagement etc. The issues were not sector
specific, and could apply to any industry anywhere. In 2013, while there are more issues,
they are more sector specific, more closely related to Fiat's core business and more
narrowly defined, in a way that enables more detailed focus and defined management
approach. Vehicle safety and vehicle quality for example, are two issues that feature in
2013 that were not present in 2012. Additionally, the prioritization of issues has changed
significantly in 2013. Of the top five issues, only two were restated in 2013 - customer
satisfaction and research and innovation - but both have changed position. Customer
satisfaction was number one in 2012 ...  it  has dropped a couple of notches in 2013.
Research and innovation has been bumped up a little.

This change in materiality seems positive. The new matrix seems more relevant and
focused on the issues that affect Fiat and Fiat's stakeholders. The structure of the Fiat
report  has changed to  reflect  the new material  focus.  In  the two prior  reports,  Fiat
reported in three sections: economic, environmental and social. In the G4 report, there is
a  series  of  chapters  that  break  the  report  into  smaller,  more  specific  sections,  for
instance, there is a section on employee health and safety, and sub-sections on vehicle
safety and vehicle quality. There appears to be evidence of an attempt to align the report
structure with the stated material issues, although, with 23 issues, this makes for a rather
crowded, and slightly fragmented, report.
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Focus - focused and relevant or ticking the boxes?
At comprehensive level, all performance indicators should be reported for each material
Aspect in this report. With 23 material issues... that's quite a lot. Also, one issue, for
example, human rights across the value chain, can cover 12 different human rights
indicators across ten different material Aspects. In this report, Fiat identifies six other
issues that came up in stakeholder engagement that are covered in the online report, but
not in the main print report. So, although some of the material issues are broad enough to
encompass a broad span of indicators, it seems that Fiat has been a little selective and
not just ticked all the boxes indiscriminately, even though everything is reported in one
way or another.
Engagement - process or lip-service? It's very easy to fudge stakeholder engagement to
give the impression that a great deal of interaction has taken place when in fact, not
much actually has. In the Fiat report, there is evidence of several targeted stakeholder
intervention opportunities that have shaped Fiat's thinking.
In addition, Fiat has published a set of Stakeholder Engagement Guidelines. This is good
practice, and I suspect that stakeholder engagement policies are now becoming quite
trendy.
Therefore, in this report, the game on stakeholder engagement does appear to have
changed. In the prior report, engagement initiatives reported were primarily incident-
based, with less emphasis on ongoing dialogue and process. In 2013, more detail is
provided.

Integrity- shapes up or misleads?
To be in accordance as a G4 comprehensive report, Fiat should identify the material
Aspects that have governed the selection of specific standard disclosures (including
performance indicators). This is sort of achieved in a sort of indirect way in the Fiat report.
The material issues are listed in the materiality matrix. At this point, these issues are not
directly correlated to the GRI table of material Aspects, as is required by G4. They are
reported as a set of company-defined issues. General disclosure G4-19 requires the
reporting company to "List all the material Aspects identified in the process for defining
report content". However, Fiat Group does not do this in a direct way and in my view,
does not therefore respond precisely to G4-19.

On the other hand, each page of the Fiat report includes a disclosure-label reference to
the relevant GRI G4 performance indicator which is part of a material Aspect. So, for
example, in the narrative that discusses vehicle safety, the indicator labelled is G4-PR1
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(Report the percentage of significant product and service categories for which health and
safety  impacts  are  assessed for  improvement).  This  is  part  of  the material  Aspect:
Customer Health and Safety. (I managed to work this out all by myself :) So while this
does not totally strictly meet the requirements of G4, there is a sort of audit trail from
material issue to Aspect to indicator. But.

The but is that, more importantly, perhaps, using the same example, the PR1 indicator
label is referenced on ten separate pages in the report. I looked at all ten and was not
able to find any specific response to the indicator, although there are several pages of
narrative about vehicle safety and a whole load of technical stuff about the Euro NCAP 5-
star rating, structural crashworthiness, Anthropomorphic Test Dummies, traction and
chassis control systems, side-thorax airbags, hood deformation and more things I prefer
not to think about. So, not only is the Aspect missing, but also a clear response to the
performance indicator.

I find this quite puzzling as this report received GRI's Materiality Matters Check icon,
which means that the GRI was charged with checking that the information required by
materiality disclosures is present in the report. The Materiality Matters check does not
assess the quality of the disclosures, it assesses their presence in the report.

G4-19 is not disclosed. Material Aspects are not stated. So how did this report pass the
Materiality Matters check?

Even more puzzling, or perhaps we should be accustomed to this by now, this report was
externally  assured,  and  the  assurers  confirmed  that  this  report  meets  the  G4
comprehensive  in  accordance  requirements.

 How can this be confirmed if material disclosures are not reported as declared?

While I fully respect reporters that choose not to report GRI, G3, G4 or any G, I do find it
disappointing when reporters declare they have reported in accordance with something
and then they do not. And if two sets of checkers cannot identify this discrepancy, then
there is something structurally wrong with the skills and expertise that are deployed
throughout  the  entire  reporting  process.  Whether  it  is  a  matter  of  skill,  intention,
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understanding or born-on-Mars, the report's declaration that it meets the requirements of
G4 comprehensive level is misleading in this specific example. I didn't look for more
examples.

Impact - what we did or what difference we made?
When it all boils down to what's most important, we could probably argue that the real
game-changer of G4 is that is should be about impacts (material impacts) and not (only)
about actions. A report that drones on about we did this and we did that is (a) boring (b)
boring and (c) irrelevant. A report that relates the activity to the impact the company is
having  in  society  is  (a)  relevant  (b)  more  credible  and  (c)  more  meaningful  for
stakeholders.

Unfortunately, one of the things that was not entirely fixed in G4 was the dissonance
between a report that should be about impacts and a set of indicators which are about
performance. Unfortunately, too many G4 indicators require counting up what we did
(hours we trained or communicated, assessments we made, initiatives we undertook).
This doesn't really help us know if all these actions actually delivered a desired outcome
for society, or the beginnings of one. Fiat, in this report, has followed this direction and
reports extensively about its activities but far less about its overall impact. I'd like to have
seen more impact-based disclosures, maybe even a few representative case studies. For
example, in the vehicle safety section, the most material issue, there is a ton of detail
about how Fiat is making cars safer. But there is no information about the outcome of this
activity. The report says "The Group is strongly committed to its efforts to ensure safety
for all road users. This commitment is grounded in the respect for human life which is
reflected in all of the Group’s activities." But actually, there is nothing in the narrative
about whether road users are actually safer as a result of Fiat's efforts. I would have
found a case study or some reference to numbers or severity of accidents in Fiat cars to
be far more convincing than line after line of safety awards for different car models and
safety ratings achieved.

Game-changer - does or doesn't?
I think the Fiat report is driving (safely) in the right direction. There are signs that the
company has made an attempt to move in the direction of G4. The rather techno-babbly
and over-wordy language make for tough reading, and the immense detail  tends to
detract from the core material focus. There is an opportunity to change the game more
decisively with Fiat's next report.

I give this report a 58% game-changer rating.
Material issues - 65%
Focus - 70%
Stakeholder Engagement - 60%
Integrity - 50%
Impacts - 45%

Stay tuned for more game-changer analyses.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
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website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm)
Posted by elaine at 08:03AM (+03:00)
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Has G4 changed the game?
Tuesday, August 26, 2014
G4 is really taking off.... hundreds of G4 reports have now been published....and almost
all the new reports that are released are talking the G4 language. It's time to take a quick
look to see if G4 has really changed the game. I used the GRI Sustainability Disclosure
Database (now showing 427 G4 reports) to check out the current and past reports of
companies.
G4 was supposed to be a game changer. It was supposed to move reports from box-
ticking to focused, relevant  transparency based on robust  stakeholder engagement
process. Like any framework or standard, it's only as good as its application in practice.
While expecting a certain degree of continuity, we could nevertheless have expected G4
to create a different kind of report where material issues are not only clearly stated, they
drive the content and structure of the disclosures. As I often say, if the material issues
don't smack you in the face, it's not G4.

In applying G4, have companies gone back to basics, re-engaged, re-materialized, re-
prioritized, re-focused and re-emerged with a G4 report that looks, feels and speaks
differently? Or is it more of the same, with a new name?

In order to assess whether G4 reports have changed the game or changed the name, I
consider five broad reporting dimensions in a comparison between G4 and prior reports
of different companies. The five points are: Materiality, Focus, Engagement, Integrity and
Impact.

Materiality - drives the report or just for show  Materiality in G4 is not just about putting a
slick materiality matrix out there. It's about connecting the report content to the issues
that  are  most  important  -  as  defined in  the list  of  material  issues in  matrix  form or
otherwise. If I have to search and search and search for the material issues, and then,
once I find them, I have to work hard to find disclosures related to those issues.... this is
not game-changing G4. I like to see a clear set of material issues and a report structure
which ensures those issues are dealt with up front in the report. Material issues need to
be prominent, without readers having to look for them like a needle in a haystack.
Focus - focused and relevant or ticking the boxes
In a G4 report, the idea is to focus on what's most important. Clearly, some reporters
need to maintain a measure of continuity with previously reported information, and others
may use the report for wider disclosure to meet different stakeholder needs. However, in
general, the report should not contain a whole load of irrelevant information, or minor
performance details which divert  focus from the most important issues. Longer isn't
smarter and fuller isn't  better.  Websites, data books, other formats are available for
additional information needs.
Engagement - process or lip-service Over the years we have seen reporters write reams
of rubbish about how they are engaging in dialogue with stakeholders and how that helps
them build trust, understand needs, define what's most important. There have been so
many empty words written about stakeholder engagement that you began to wonder if
reporters  were given big  bonuses for  the number of  times they included the words
stakeholder and dialogue in a single report. When you actually try to figure out what kind
of engagement actually takes place, it's all a big mystery. Engagement is one of the hot
topics of sustainability...  it's getting more important...  people are realizing that it's a
process,  not  a  survey  monkey  to  hundreds  of  anonymous  box-tickers.  In  G4,  the
emphasis is on this process and the use of quality engagement to first,  understand
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sustainability priorities and second, report about them. G4 reports should demonstrate a
different kind of stakeholder dialogue than the reports we have been used to so far.

Integrity - shapes up or misleads I have been referencing the quality of reports for years,
and while I believe there is some improvement, there is still a mismatch between the
disclosures that reports declare they report and what they actually report. A reporting
framework exists for a reason. No-one ever said it's perfect, but, if you voluntarily decide
to  adopt  a  certain  framework,  the  first  rule  of  responsible  reporting  is  to  apply  the
framework with integrity. Now that GRI has removed the school scores A,B and C, I
expect companies that declare in accordance with G4 to step up and execute G4 in the
way it was intended.

Impact - what we did or what difference we made Sustainability reporting should be about
impacts and outcomes, not about activities. Clearly, you need to tell the story of what you
have achieved in order to describe what difference it made. What we really want to know,
however, is not how companies are behaving but what sort of an impact they are having.
In general, 90% of sustainability reporting content is historical activity with no punchline.
The punchline is whether the activity made a difference and if so, can we quantify that in
some way,  economically,  socially  or  environmentally.  Environmental  outcomes are
generally easier to describe - greenhouse gas emission reduction or water conservation
or even biodiversity protection. But social and economic impacts are harder, and most
companies have failed to address this effectively. With G4 focus on (material) impacts, I
would like to see more of the talk being walked and more of the impacts being reported.

****
In many cases, we can already start to see the change in reporting and the influence of
materiality analysis and process. In some cases, we can detect a refreshed approach to
stakeholder  engagement  and  use  of  stakeholder  input  to  determine  sustainability
direction. In a few cases, we see correct application of the G4 guidelines in their entirety.
In general, we are seeing a tentative transition and even some experimentation with the
best way of using the G4 guidelines.

On the other hand, materiality is not yet fully driving the reporting structure and delivering
greater  focus,  relevance and clarity.  List  of  issues are there,  but  they are not  truly
creating the reporting story. Reporting is still far removed from the disclosure of impacts
(except in environmental resource efficiency) and still overly focused on behavior and
shopping lists of  activities.  Greater rigor in defining and describing the difference a
company makes is needed in reporting.

As with any transition, progress is varied. Uptake is fast, but real change is slow. There is
a light at the end of the tunnel... but it's a verrrrrrrry long tunnel. In my next few posts, I
will  share  analyses of  the G3 to  G4 reporting  journey of  Fiat  Group,  Ahlstrom and
Johnson&Johnson, asking the question: did they change the game with G4 or did they
just change the name?

Bet you can't wait.......

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
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Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm)
Posted by elaine at 11:31PM (+03:00)

Comments
1. Re: Has G4 changed the game?

- JordiMorrsRibera August 27, 2014

I'm really full of expectation for the next chapter, but this general overview is very useful.
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Liberty Global brings on G4
Tuesday, July 29, 2014
It's always a privilege to work with companies that are passionate about helping create a
better society for us all. I have been pleased to work with a fantastic team at Liberty
Global  to  help  develop  their  latest  publication,  the  company's  third  Corporate
Responsibility Report, under the heading: Empowering a Digital Society, launched this
week.

It's a first G4 report for Liberty Global at G4 core level, with a full G4 content index online.
And guess what, it's short. Weighing in at only 40 pages, Liberty Global shows how a G4
report can be focused, complete and actually very interesting. In line with the corporate
mission "Connect. Discover. Be Free.", this report is about possibilities, opportunities and
the transformation that technology can help create.
As Liberty Global is the largest cable company in the world with more than 45 million
subscribers, that's a lot of transformation. With a materiality matrix that places digital
inclusion  and  protecting  children  online  at  the  forefront  of  this  international  cable
company's CR considerations, Liberty Global drives CR home at the core of its business.
In promoting a digital society, and helping people have the confidence to get online and
build the skills to do so effectively, Liberty Global's business encourages us to make the
most of new digital opportunities.
One example of many in the range of ways Liberty Global invests in promoting a digital
society is through involvement with CoderDojo. CoderDojo is a volunteer-led global
movement that offers free coding clubs for young people. Children between the ages of 5
and 17 learn how to make websites, applications and internet games. Dojo workshops
are set up, run and taught by volunteers and offer a fun environment for discovering and
developing new skills.  Wish I  were 17 again!  I'd  spend all  my time at  Dojos coding
internet games about ice cream. Liberty Global subsidiary Telenet, in Belgium, hosted
CoderDojo events to give young people an opportunity to develop the skills that will help
them secure a meaningful future. In 2014, Liberty Global is supporting CoderDojo with an
additional 60 Dojos across Europe, reaching an additional 2,000 young people.
As a parent, protecting my kids online is always a concern and I have had a rather scary
near-miss with my own daughter. Therefore, I can appreciate the value of the significant
investment Liberty Global makes in developing tools for educators, parents and kids of
different  ages  to  help  keep  kids  safe  online  and  develop  their  online  identity  with
consciousness of both the opportunities and the risks. Kids develop several identities
online, and they are not always aware of the digital footprint they are leaving behind. The
Web We Want was developed by Liberty Global, the third in a trilogy of tools to provide
assistance for safe behavior online., help kids control the information they leave on the
internet and decide who they want to interact with.
In this report, Liberty Global also communicates new environmental targets to 2020. The
company commits to improving the energy efficiency of its electricity consumption by
15% every year through 2020 and becoming five times more carbon efficient by 2020.
Advanced technology that combines functionality in different ways has enabled Liberty
Global to increase the energy efficiency of its latest set-top boxes by 40%. This means
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that customers using set-top boxes in the home can reduce their energy consumption, an
advantage both for the bank account and for the environment. On the supply chain front,
a new program was launched to assess the environmental and social performance of
Liberty Global's largest 100 suppliers and this will be expanded to 200 suppliers this year.
One of the challenges for a global company such as Liberty Global is finding the common
ground that  connects  Liberty  Global  subsidiary  companies on a  shared page.  This
includes companies such as Virgin Media, Telenet, UPC and more, each reporting on CR
in their own right, each with slightly different considerations in their local markets. Pulling
that  together  in  a  way  that  leverages  the  strengths  of  the  global  organization  and
embraces the differences of each component part requires patience, skill, flexibility and
inspiration. My experience with Liberty Global is that the culture is one of possibility, not
one of overly prescriptive frameworks and rules, and that best practice in one part of the
company is recognized and can be leveraged for the benefit of all companies.
With this report, it's clear that ‘Empowering a digital society’ is more than promoting
technology. Helping people take advantage of technology is empowering them in new
and different  ways,  and  this  includes  people  inside  the  organization  as  well  as  its
customers.
Take a look at this new report, get inspired, give feedback.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm
Posted by elaine at 04:50PM (+03:00)

Comments
1. Re: Liberty Global brings on G4

- eatehort August 01, 2014

Congratulations for this report. For me is a reference of how to use the GRI G4
guidelines.

2. Re: Liberty Global brings on G4

- HenrikW August 07, 2014

Well laid out and concise; a good report and an overall enjoyable read. I could have
used a little bit more of critical stakeholder views though! I'm sure there has been
criticism so for balance's sake...

3. Re: Liberty Global brings on G4

- elaine August 09, 2014

Hi eatehort and hendrik... thanks for your comments! Feedback is always greatly
appreciated.
Best, Elaine
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A new era of collaboration and innovation for GRI
Wednesday, July 23, 2014
GRI this month welcomes a new Chief Executive, Michael Meehan

GRI's announcement states:

Mr. Meehan’s appointment comes at a crucial juncture for GRI and for sustainability
disclosures. In an evolving sustainability reporting landscape, Mr. Meehan will lead GRI
in  working  with  new  methodologies  such  as  those  on  natural  capital  and  around
integrated reporting, and will drive GRI’s collaboration with global reporting frameworks.
He will guide the organization in achieving its mission of making sustainability reporting
standard practice worldwide,  and promoting the role of  sustainability  disclosures in
addressing global  sustainability  challenges.
 Sounds like Michael is going to have a lot on his plate. And certainly, he has a strong
legacy left by Ernst Ligteringen who has done a sterling job leading GRI in the face of
many challenges over  the past  12 years.  After  chatting with Michael,  I  am left  with
optimism that he will know how to embrace the value that GRI has created while skillfully
navigating new themes in the zeitgeist of sustainable development and the needs of
sustainability disclosure. It's a complex map, and the sort of practical entrepreneurial
spirit, driven by clarity of vision and collaborative orientation that Michael Meehan brings,
seems to be the right mix. I wish MM warm congratulations on his appointment and good
luck as he takes up residence in GRI's Amsterdam hub.
As Michael takes up his role, I am sure the word strategy will feature quite a lot in the first
few weeks  and months.  I  am sure  that  everyone will  be  wanting  to  know what  his
priorities are, goals, targets, new ways of doing things, more of this, less of that, new
broom and  all  that.  I  expect  there  will  be  quite  a  few  who  have  some advice  and
recommendations, seeing a new chief as a new opportunity to get some things straight
and promote an agenda. Allen White was top-speed off the mark in an open letter to MM
published in the Guardian (I always wondered about the point of open letters...seems a
bit oxymoronish to me) in which he lays down his priorities for the new boss. I expect
there will be plenty more open, closed and ajar letters that attempt to influence the new
boy on the block as he scans the landscape. However, for me, what's more important
than giving Michael Meehan my views about where he should lead GRI, is getting to
understand who he is. I am interested in knowing more about what's important to Michael
and what motivates him, because that will influence what he does at GRI. (Anyone who
doesn't like ice cream, for example, would be a complete non-starter, as far as I am
concerned. Happily, this is not the case with Michael Meehan).
I was privileged to have some time to chat with Michael on the phone today...and am
pleased to be able to introduce him to the CSR Reporting Blog readers, and share a bit
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about his thinking as he takes up his new role.
Michael Meehan At A Glance
Michael or Mike? Michael
Born in?Antigonish, Scottish Gaelic:  Am Baile Mór;  "The Big Town" but we called it
antigonowhere.
Star sign?Scorpio
Top breakfast food?Dutch waffles (called Stroopwafels in Holland)
Last movie you saw?Whatever was playing on the plane last time
Currently reading?Stacks of organizational material about GRI
Most like about Amsterdam?Cycling
Fave social media channel?Google + because I need way more than 140 characters to
express myself.
Fave wine?Amarone wine cause it’s got the grit. Not filtered. There are twigs and stuff at
the bottom but it tastes great.
Fave place to scuba dive?Scapa Flow.
Fave TV show? Don’t even remember the last time I watched TV
Fave Superhero?Underdog
Fave ice cream flavor? Moose Tracks. Best one going.
Scared of?My kids not knowing what I do for a living.
One thing most people don't know about me is….. In a former life I was actually a scuba
diving teacher.

Michael Meehan and what's important

What's most important to you as you take up your new role?
What's most important to me, I think, is the same as what's important to most of us. We
are all working to the same goal of a sustainable future.
The reason I  am here is  to help strengthen GRI's role as a driver  and integrator  of
sustainability  disclosure.  The  reporting  landscape  has  changed,  not  necessarily
unexpectedly, but it has changed. It is shifting rapidly, and that's a good thing. GRI is
moving toward a standard-setting approach. This is an evolutionary step that GRI has
been  considering  for  some  time.  The  emergence  of  other  frameworks  is  also
evolutionary. The perception out there is that these frameworks compete. But they do
not. There is no competing version of materiality – there are different internal contexts
that may apply, but this is not competition.
The thing that differentiates GRI is that it is a strong network that we can leverage to
increase collaboration and innovation to create new frameworks. There is a perception is
that more frameworks are bad. I don't see it that way. More frameworks are good. We
want to see more frameworks that help corporations manage governance and disclosure
more effectively in ways that move them forward. GRI has always been that network in
the  middle  that  helps  things  come  together..  a  sort  of  backbone  of  sustainability
disclosure, holistically capturing all of the universe of things in CSR reporting that need to
be addressed. No one else is doing this. My interest is to strengthen that backbone to
improve collaboration and facilitate innovation. We can learn from industries – such as
the  technology  industry  –  that  has  done this  well  and apply  those learnings  to  the
sustainability disclosure landscape. GRI is an inclusive framework. We can build on this.
Who are the key stakeholders that you will be looking to engage and work with as you
take up your new role?
The world of stakeholders, for GRI, is expansive and we have to move forward on several
fronts  as  we target  to  strengthen our  collaboration  and innovation  in  sustainability
disclosure. We will set our sights in working more closely on the labor and human rights
side, and supporting new regulatory initiatives relating to reporting, while continuing to
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build our international leadership. I'll be reviewing the excellent relationships that GRI has
maintained so far and looking to accelerate and broaden the momentum in areas that
support improved collaboration and innovation.
What has been your interaction with GRI to date?
I have been familiar with GRI for ages. In fact, early on in my career, I invented one of the
first  carbon management  platforms,  to  help companies calculate and manage their
carbon footprint. This was part of the emerging sustainability disclosure world at that time.
The first things clients would ask was: how does this fit with reporting frameworks such as
GRI? That was my first taste of sustainability reporting - using a data collection and
reporting framework to help companies improve their impacts.
What do you see as the biggest opportunities for expansion/acceleration of sustainability
reporting?
The number of reporting entities is increasing rapidly. There's no doubt about that. At the
same time, there are concerns about the quality of reporting. Part of our role at GRI is to
help drive not only widespread acceptance but also help improve the quality of reporting
overall. That's one opportunity. Another opportunity is in the area of helping remove the
confusion  that  exists  in  the  area  of  competitive  frameworks.  Other  frameworks  for
sustainability disclosure understand the need for collaboration but from the outside, this
looks  like  competition.  I  have  already  spoken  to  the  leadership  of  several  other
frameworks and I hear a genuine desire to collaborate. We have to build on this desire
and make collaboration more apparent and transparent to all those who are watching
what we do and are affected by what we do. This challenge has been met time and time
again in other industries. It can be done.
What are the specific skills you bring that will be of most use to moving GRI forward in the
next phase?
One of the key things is related to my point above. One of the areas I specialize in is
helping markets come together. One of the things I love most is being in a place at the
time when everything starts to coalesce and helping it happen. I have experience in this
area. It's what I find most challenging and most rewarding. There may be lots of different
interests but everything has the same goal. That's the skill set that I bring to the table,
and that's my focus. The outcome is for GRI to get through it with a stronger backbone.
The work we are doing on standards is a part of that. We need to focus more on how
people are reporting, how we interconnect with other frameworks and how we define the
architecture of the reporting landscape. GRI is the only de facto sustainability metrics
framework in the world. We can play a very significant role here.
The second thing that I bring is my experience with developing and using technology.
The ability of organizations to capture data and information in reports is now facilitated
through technology. At one time, it was impossible. Now, technology enables you to get
data very quickly, cut it up in different ways and reuse it in different formats to meet
different reporting requirements. A GRI report is an incredibly robust source of data and
this  fits  very  well  with  many aspects  of  corporate  governance.  I  believe I  can help
advance the use of  technology in  reporting that  will  help  companies become more
efficient in the way they report and also enhance innovation in the reporting market place.

What can we count on from you as GRI's new chief exec?
You can count on my mantra: collaboration and innovation. I'll be looking to drive better
outcomes for GRI and for all of us in the field of sustainability reporting. Communications
is a big part of this. We need to make sure everyone knows what's going on.
***********
Sounds good to me! Collaboration, innovation and Moose Tracks. I confess that I had
never even heard of Moose Tracks ice cream flavor. I am going to have to track some
mooses down in the very near future. At the same time, I will be sending positive vibes
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through cyberspace all the way to Amsterdam in support of Michal Meehan and the other
capable folks at GRI, hoping to see the fruits of collaboration and innovation in better
sustainability reporting in the coming years.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm
Posted by elaine at 06:42PM (+03:00)
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How to grow revenues by connecting women
Saturday, July 19, 2014
I  am often asked, by clients or people I  meet in the course of my work: What is the
difference between embedding CSR into business decisions and doing business that
improves sales and profits, provided its ethical? When you talk about embedding CSR
into business decisions, its hard to know where business stops and CSR sets in. After all,
both should lead to better business results. How can you know when a business decision
has integrated CSR principles, or if it was based solely on goals of delivering income and
profit growth? Doing "good" business, beyond philanthropy and community investment, is
just doing good business. Or is it?
I often answer this question rather simply, in a way that more or less aligns with the
direction described in the Big Idea of Porter and Kramer, who explain:
"The solution lies in the principle of shared value, which involves creating economic value
in a way that also creates value for society by addressing its needs and challenges.
Businesses must reconnect company success with social progress. Shared value is not
social  responsibility,  philanthropy,  or  even sustainability,  but  a new way to achieve
economic success. It  is not on the margin of what companies do but at the center."
My answer,  then,  is  about  the considerations involved in  developing new business
initiatives or products. If it's about selling more to create economic growth (which is, in
general, a good thing if business is done ethically), then this is hardly embedded CSR.
Economic growth alone, as we have seen, does not always produce equitable social
benefit and even risks perpetuating many of the global divides - poverty, malnutrition,
access to medicine etc - that society faces today. Embedded CSR means approaching
business development in a different way, that includes an assessment of the social and
environmental  impacts  of  potential  decisions,  and  the  social  and  environmental
imperatives in the markets where a company operates. In making such decisions, then,
economic considerations as well  as social  and environmental  considerations share
valuable weight in the decision-making process. The outcomes are measurable benefits
to business, to the economy and also equitable social advancement.
So far, I suspect, there's not much new here for the rather enlightened readers of this
blog. Most of you already will already be familiar with shared value and integrating CSR
type concepts. So let's get to the point. It's this. Vodafone. Mobile Technology. Economic
Empowerment. Measurable Outcomes. Connected Women.

Earlier this year, Vodafone published one of the most fascinating reports I have read in a
long  while  about  the  effects  of  mobile  technology  on  women's  empowerment  and
improvement in the quality of life. It's called: Connected Women. This actually missed my
radar a few months back when it was launched, in March, at a Vodafone Connected
Women Summit. Better late than never, I guess, and what's more, it's still relevant, of
course. I learnt about it this week via an item from IndiaCSR, reporting the launch of the
Connected Women report in India by Cherie Blair.
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The report  is  the summary of  research for  the Vodafone Foundation conducted by
Accenture Sustainability Services. In addition to assessing the impact of  increasing
mobile ownership among women, Accenture modeled the potential social, economic and
commercial impact of five services in the areas of education, health, safety, work and
loneliness in 2020. These services are:
1. mobile learning for adult literacy 2. Text to Treatment: using mobile payments to cover
travel costs to receive maternal healthcare 3. an alert system for women at high risk of
domestic violence 4. a mobile inventory management system for rural female retailers 5.
new services to connect elderly people to their family, friends and carers. The research
ran in 27 markets around the world where Vodafone does business.

Conclusions are summarized in this infographic below, with the overriding message that
the services Vodafone provides in the markets where it does business could enable 8.7
million women to improve their lives. Around the world an estimated 300 million fewer
women than men own a mobile phone.

I guess we all know that mobile technology can support education, health, safety and
work so it is clear that improving access in these areas will have social benefits. The
Vodafone reports looks at each of these issues in detail, and in relation to the special
opportunities that women could enjoy, providing perspectives, data and impacts. There
are some very compelling examples. The thing that I found most eye-opening is the issue
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related to loneliness. I guess, at some level, we know that phone and internet can help
older people feel connected. We have all heard the stories of delighted grandparents who
sent their first email to their grand-kids. But loneliness as a social issue is perhaps more
real and more extensive than we imagined. In Spain, for example, 38% of people over 65
that live alone or have limited mobility report feeling lonely, the research shows.
"Loneliness and social isolation in old age can lead to sadness and anxiety and can even
affect physical health. It is particularly a problem for women, since they are more likely to
live longer and to live alone in old age."
Vodafone's initiatives in this area meet such real social needs - perhaps even ones that
haven't  yet  been  fully  articulated  -  and  open  up  opportunities  for  great  business.
Vodafone cites a potential $1.7 billion annual economic benefit to society in 2020 through
reduced healthcare costs and informal carers being able to return to work. This translates
into a potential $450 million cumulative revenue for Vodafone through 2020. Just by
helping older women feel more connected.
One of the neatest things in this report is the summary of findings and impacts.

In each area, there is a clear benefit  for society and a clear revenue opportunity for
Vodafone as a result of empowering women through technology. The report closes with
four  recommendations,  that  place focus on doing business differently,  engaging in
partnerships  and considering new business models.

Focus on women’s needs and preferences: Only by understanding their different needs
as well as user preferences in each market, can operators provide the tailored services
that will be valued by women customers.
Local  implementation  with  relevant  partnerships:  Operators  will  need  to  work  in
partnership with NGOs, partners and funders to launch programmes at scale. Working
with local partners will enable operators to leverage their expertise and networks to reach
more women more effectively.
Explore new models and funding options: Different economic models would be required
to deliver the different services at scale. An estimated $900 million in donor funding
would be required to achieve wide uptake of the modelled services in health, work and
education in emerging markets. The mobile learning and Text to Treatment services are
likely to require ongoing, large-scale donor or public sector funding. Nominal fees for
services to recover development costs and public sector investments could contribute to
these costs in some circumstances. Other services, such as those focused on work,
safety and loneliness, have the potential to be self financing or revenue generating.
Use local  infrastructure and existing technologies:  Combining projects with existing
services, for example the M-Pesa mobile money transfer system, or infrastructure, such
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as local healthcare networks, will significantly improve reach and effectiveness.
Back to the question of how to define embedded CSR / shared value, it seems to me that
this is an example of exactly that. It seems to me that Vodafone is quietly pioneering new
business  models  and  innovative  ways  of  combining  social  needs  with  business
development.
It just so happens that I am currently reading Alice Korngold's excellent book, entitled: A
Better  World,  Inc.  In  this  book,  Alice focuses on many of  the ways that  companies
(including examples from Vodafone) are engaging in this new economy and achieving
success through addressing social needs. In fact, Alice makes the point that "only global
corporations have the resources, global reach and self-interest to build a better world".
She says:

In  combination with  a fundamentally  RATS approach (responsibility,  accountability,
sustainability, transparency), corporations have the potential to change our lives for the
better. This Vodafone example shows how.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm
Posted by elaine at 11:10AM (+03:00)
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120 Sustainability Report infographics
Tuesday, July 15, 2014
Trending: infographics in sustainability reports. As our collective attention spans contract
to the point  where a quick glance at  anything competes with the multitude of  quick
glances that determine the way we process content today, sustainability reports are
catching up. Not yet quite at the level of being written in tweets and hashtags, any self-
respecting  sustainability  report  in  the  current  visual  age must  nonetheless  convert
messages into pictures, numbers into equivalents, good and bad into ticks and crosses,
ideas into light-bulbs,  communities into talking heads,  environment into leaves and
globes and "more info" into magnifying glasses. Icons, arrows, bullets, spotlights, avatars,
logos and all  things  digitally  visual  are  good game in  the  new era  of  sustainability
inforeportographics.
What is an infographic? I found this neat description on Visual.ly:

"They're data visualizations that present complex information quickly and clearly. Think of
maps, signs, and charts used by statisticians or computer scientists: Wherever you have
deep data presented in visual shorthand, you've got an infographic. Infographics are
important because they change the way people find and experience stories -- especially
now, when more and more infographics are being used to augment editorial content on
the web.  Infographics create a new way of  seeing the world of  data,  and they help
communicate complex ideas in a clear  and beautiful  way."

By the way, you can find a great sustainability concepts infographic page on Pinterest,
curated by the brilliant Julie Urlaub of Taiga Company. Some are really really really nice.

However, as with reports themselves, there are good inforeportographics and there are
bad inforeportographics. What makes an infographic better than the rest? I haven't found
a conclusive answer to that one, but I  did find the best 83 infographics on the web,
published by Creative Bloq last year. There you can find infographics about everything
imaginable, including the Apple Tree, depicting Apple products through the ages, Twitter
psychology,  an interactive infographic to calculate the distance to Mars,  Superman
costume changes over time (one for my 12 year old son, a Superman wannabe), the
current state of social networks (this time for my 16 year old daughter who even dreams
in Whatsapp) and even a sustainability related infographic about the growth of green
technology from the World Bank. After reviewing all of these infographics, I am now an
expert haha! The things that I look for in an inforeportographic are:

• I get it - it's quick and easy to understand
• I love the colors
• It's really creative
• It's compact
• I don't have to squint to read it
• It complements the report narrative well

There are a few distinct types of infographics that we can find in sustainability report.
First, the most popular, are the ones that summarize performance highlights across a
range of metrics, hoping that adding a few icons to the numbers will make the numbers
more palatable. Then there are those infographics that turn simple graphs into works of
art - so fifty thousand people becomes lots of little talking heads all across the page, or
$50,000 becomes loads of little money bags. Other popular graphics are used to show
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the supply chain, or the value chain, in a cool way. Then there are infographics that tell
stories, supporting case studies in reports, or trying to. Finally, there are infographics that
do nothing more than add color to a page or highlight a number or two in big and bright
colors.

Here's a collection of 120 infographics of all  shapes and sizes from 23 reports of all
shapes and sizes. If it doesn't add up to 120, blame Blogger. I also looked at more than
one hundred other reports in order to make this selection, and could have looked at
hundreds more. So if I have missed any really really really great designs, well, sorry.

Ajinomoto Group 2013 Sustainability Report I sometimes think that infographics were
invented in Japan. Maybe they were. It's hard to find a Japanese sustainability report that
doesn't infographicize almost every topic on almost every page. Ajinomoto is one of my
favorite Japanese companies and reporters. This 132 page report uses every possible
infographic technique available, ranging from the simplest set of numbers to the most
complex technical descriptions, and from the use of designed visuals to actual photos.
Case studies are also presented in part-narrative, part-graphic part-photo format. It's an
inforeportographic combo that is a microcosm of the total infographic content of almost all
the other reports I have reviewed. On the whole, it's nicely done. The infographics by and
large add value to the narrative and help create focus which, in a report crammed with
information, breaks up the narrative and adds a little breather here and there. Most of the
graphics  are  interesting,  and cleverly  done.  I  have selected only  a  few -  there  are
looooooaaaaads more.
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Asian Development Bank 2013 Sustainability Report This is the only report I found that
really uses real genuine exactly-what-you-mean-by infographics as an art form in this
sustainability report. There are several really interesting and creative graphics presented
in the report that you need to view in full online. The screenshots in the report are not
very legible. Of the hundred and more reports I reviewed to prepare this post, this is the
only one with a real infographic set, rather than inforeportographics that are prepared
specially for reporting and are far less complex. Nice touch.
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ASUS 2012 Corporate Sustainability Report I had to cover Asus because for years I have
used only ASUS laptops for me and my team at Beyond Business. I just think they are
the best. There's nothing nicer than getting a new ASUS. I love laptops. Oops, I digress.
ASUS also designs a nice sustainability report with a few well chosen infographics. Not
quite as heavilly laden as most Asian reports, but well-spaced and well-placed.
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Ben & Jerry's SEAR Report 2013 Couldn't do such a loooong post without any ice cream
at all. Ben & Jerry's is one of the original CSR reporters, and their current reporting style
is one long scroll-down, with a few links to extended stories. However, graphics play a
part and even the title is a sort of inforeportographic. The performance graph is nicely
creative, complete with bananas, cage-free eggs and chunks and swirls.
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BP in Azerbaijan 2013 Sustainability Report Not really much to learn from this report in
terms of infographics aside from a few oilrigs, a terminal hub and lots of data points
throughout the report accompanied by an icon in a circle. But I was interested in learning
a bit about Azerbaijan so I decided to take a look.
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Coca Cola Enterprises 2013 Coca Cola always designs a great report, or designs great a
report.  Whatever.  Fun,  bold  colors,  bold  graphics  that  well  suit  the  brand  and  its
message. Inforeportographics in this report make it more fun to read. They are used
primarily to pull out the hot numbers in different sections, through there are a couple that
are about processes, such as a nice colorful supply chain diagram. A small selection
below from a larger collection in the full report.
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Comcast NBC Universal 2013 CSR Report Comcast's report is low-key infographically-
speaking. Just two basic designs, with simple stat pull-outs. One has icons, and one has
icons and photos. They are mainly separate from the narrative, on landing pages, so they
don't really hit you between the eyes. The text-to-number ratio in the visual is more info
than graphic, which sort of defeats the purpose. I didn't trouble myself to read the small
print, so I was sort of left with a load of unconnected numbers in my head. Not sure I
understood how all the icons connected to the numbers. A few examples here:
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Cooperative Group 2013 Sustainability Report The Cooperative Group report is not one
designed around infographics, through the narrative is supported by small pull-out boxes
and captioned photos that illustrate the narrative and catch the eye. There are a couple of
pull-out stats infographics at the start of the report, but where this report comes into its
own is with two really creative infographics that show how the green store model works
and how the distribution center model works. These are fun to explore. You have to read
them at 200%, but it's a little compelling. The design makes you want to know what's
going on in that green store, and how that distribution center really did earn its "excellent"
BREEAM rating.

Delhaize Group Sustainability Report 2013 Delhaize's report is designed with a simple
straightforward appeal and it's clear to read and understand. The design complements
the overall  tone of the report.  Delhaize has icons for every part of the sustainability
program and target subset. The use of infographics is equally simple and neatly done.
Just a few, but just enough.
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EMC 2013 Sustainability Report The summary download report from EMS is pretty much
all  narrative  and  pretty  much  no  graphics  and  no  color.  With  one  exception.  This
inforeportographic. It covers the material issues and a selected fact per item. It may be
good as a sort of cheat-sheet for people who work at EMC, but for me, it's somewhat
hard to read and the flow doesn't really flow. The graphics don't really tell a clear story,
and I had to enlarge to 250% to actually read the explanations on-screen. (OK, maybe it's
time for a new pair of glasses).

Everest Textile 2013 Sustainability Report Everest Textiles's report is a bit of a design
pick'n'mix, with no clear theme for the design element, and therefore the small selection
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of infographics, mainly used to explain technical concepts are individual and not part of a
coordinated design theme. As singles, however, each one tells the story it needs to tell, in
its own way.

FedEx Global Citizenship Report 2012Question: What do 51 little round purple blobs
have to do with ISO 14001 certification? Answer: Ask the FedEx Citizenship Report
designer. Haha. I am sure there's a sophisticated design thought in there somewhere, but
it's out for lunch at the moment. FedEx doesn't go overboard on infographics, just on little
round purple blobs.
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Freshfields Bruchkaus Deringer plc 2013 Corporate Responsibility Report This legal
firm's report is nicely done with quiet but effective use of infographics. The title page is a
hyperlinked contents infographic, and the different chapters use big-block graphics to
summarize key elements. In most of the infographics, the sub-text is large enough to
read  without  squinting.  Worth  noting  that  all  women  have  square  shoulders  at
Freshfields, apparently.  In my view, good use of visuals in this report,  in the whole.
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H&M 2013 Sustainability Report
H&M is another reporter I  have tracked over the years as part  of  my interest in the
apparel sector. In general, I like what H&M has been doing in the garment industry and
feel the company has made progress, despite the issues we can take up with fast fashion
on a range of scores, yes, including Bangladesh. Reporting-wise, H&M has been getting
more focused and I like the use of garment infograhics that tell you what's going on with
the shirt you wear and the dress you take off the hanger. Aside from this, H&M uses the
highlight pull-out big-number stats approach, and a couple of diagrams to explain key
concepts. Nicely done, in my view.
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Kingfisher Net Positive Report 2013 Kingfisher explains its net positive strategy and
progress in a nicely visual  way, with a main infographic that  shows the path to Net
Positive in each section. Same style and design, different themes, the graphics are
attractive and make you want to read the fine print, of which, thankfully, there is not too
much. Kingfisher even has an infographic footnote about infographics.
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Lion's Sustainability Story 2013 A great report with great inforeportographics. Thank you
to colleague Derryn Heilbuth of BWD Australia, who worked with Lion to help create this
report.  This  report  uses infographicism to  introduce main  chapters  and provide an
overview of what's to come. The design blends with the report style and overall look and
feel. In addition to the overview info's, clever use of design helps make sense of stat
bundles. A little packed, they are nonetheless quite engaging graphics, making you want
to pause and check them out.
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Microsoft  Cit izenship  Report  2013  Microsoft  hasn't  gone  overboard  with
inforeportographics, just a couple on energy and emissions, and one or two less complex
representations. Terracotta army features here too in the form of lots of little lookalike
volunteers.

322



The CSR Reporting Blog Book 2014 and (most of ) 2015

Mindtree  Sustainability  Report  2012-2013  For  a  technology  company,  Mindtree's
infographics all have a decidedly (surprisingly) spiritual feel. They are all circular and
softly designed, subtly calming and smooth. Lots of icons in circles. Infographics here are
used to explain concepts and processes, not numbers and statistics.
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Raiffeisen Bank Romania CSR Report 2013  Raffeisen Bank's use of inforeportographics
is focused and clever. There are five main well-developed graphics, all following the
same design line, which also aligns broadly with the design colors of the bank. In addition
to a simple overview graphic, there are four invested visuals representing each of the four
pillars of the bank's CSR approach and report chapters, showing key data and highlights
from the year. Busy but not overly so, colorful but not overly so, infographics complement
the report content effectively. I like this!
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Safeway  Sustainability  Report  2013  The  2013  Safeway  report  is  a  serious
inforeportographic global league contender with a highly polished infographical approach.
It  opens up with  a page of  performance highlights,  followed with  a suite  of  smaller
graphics for different purposes in the report. Some of them work well, some work less
well. The icons are well-considered and a little more creative than the stock-icons that
many reports just grab so they can stick something next to a number. On the other hand,
infographics with line after line of little boy and girl figures, a bit like the Terracotta Army,
to represent hundreds of thousands of employees, make me wonder if the designer has a
penchant for ancient history. The infographics in this report work well within the overall
report  design, and help make the report  appealing and accessible,  just  in case any
Safeway customers might want to take an interest.  I  hope they do.
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Starbucks Global Responsibility Report 2013 The Starbucks progress update report is
fairly low-key design-wise and focused on a simple update of achievements against multi-
year goals. Most of this 28-pager is narrative and a few photos, and there are just a
couple of small process descriptor inforeportographics, each with circles and arrows.
What gets this report on the infographic map, though, is the clever use of design in the
progress update charts. Each chart has a little simple but clever visual twist that makes it
just a little more attractive than a straightforward numbers bar-chart. I have included a
few below but there are more that are worth checking out.
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Teck Resources 2013 Not too much in the way of infographics in this report, but there are
a few functional infographics that help us get past some of the technical aspects of the
sustainability management and the mining industry. I like the water inputs and outputs
diagram, hidden inside a green mountain. This report is mainly green, as you may have
noticed.
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The Co-Operators 2013 Sustainability Report Oh dear, it's the Terracotta Army again.
Only one other infographic in this report. The rest is narrative.

That's all folks!
For now....

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
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Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm
Posted by elaine at 09:00PM (+03:00)

Comments
1. Re: 120 Sustainability Report infographics

- GarethKane September 23, 2014

Some of these are great, but many aren't infographics, just text seeded with graphics. A
good infographic translates information into graphical form so it is more understandable -
in my opinion!
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How secure is your cyber?
Monday, July 07, 2014

It was wonderful to reconnect recently with Cecily Joseph, VP, Corporate Responsibility &
Chief Diversity Officer at Symantec Corporation and hear about a fabulous new initiative
that I was very impressed with. And let's face it, you know that I don’t get impressed all
that easily. The program is an inspired combination of meeting an array of social needs,
supporting  Symantec's  business,  building  and  consolidating  meaningful  social
partnerships and engaging employees. Roll all that into one program, with a clear target
outcome, and it seems to me you have a sustainability winner. This is what powerhouse
Cecily  Joseph  and  her  team and  partners  have  achieved  with  the  new  Symantec
signature program, the Symantec Cyber Career Connection (SC3) . The focus of the
program is on closing the cyber workforce gap. I'll share a few insights from Cecily, and
then, I will go on to tell you about some other things about Symantec's sustainability
communications which impressed me as well. Hmm, don't want to overdose on being
impressed, but if the shoe fits….
SC3 is based on the fact that cybersecurity is becoming a necessary part of what almost
every company does. Research has shown that an estimated 300,000 cyber security jobs
in the U.S. cannot be filled, and 20 percent of these jobs could be filled by people without
college degrees. Symantec’s Internet Security Threat Report has shown that the amount
of data breaches grew by 62% in 2013 and that approximately 552 million identities were
exposed worldwide as a result  of  data breaches. Many of  the companies that  need
cybersecurity  talent,  such  as  data  analysts,  security  analysts  or  network  defense
technicians are customers of Symantec's information security programs and services. By
investing in developing the cybersecurity talent pool, Symantec is serving its customers
while supporting its own sustainable business value proposition. Symantec's long-term
commitment is to put 15,000 individuals a year through the SC3 program (after it has
been  piloted  successfully  and  reached  scale)  and  equip  them  to  become  our
cyberprotectors  of  the future.  Typically,  these will  be  individuals  from underserved
populations that would otherwise not have had a similar opportunity to become qualified
to perform meaningful (and interesting) work.
How's it going to work?  "The program will run as a pilot, starting in three cities – New
York, New Jersey and Baltimore. We are working with experienced non-profit partners,
for example, Npower has vast experience of delivering similar programs and LifeJourney
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has  a  tried  and  tested  record  on  digital  learning  environments  to  support  STEM
education. The idea is to encourage economically disadvantaged people between the
ages of 18 to 29 who have not had the means to pursue a college degree. We will link in
to existing programs and curricula, adding our own specialized cybersecurity syllabus."
Will this be an online learning program?  "No, this can't be an online program. It's more
than just learning the technical aspects. We are helping prepare individuals for getting out
into the job market – preparing resumes, interviewing etc. That's why our initial reach will
be limited. The nature of the study requires a hands-on learning environment."
Symantec is a big company. Why don't you just hire people and train them for jobs in
cybersecurity at Symantec?  "We have a cybersecurity (information security) department
here at Symantec just like everyone else. We need such a department to protect our own
systems and networks. The sort of people that are needed in that department are very
different from the software engineers and programmers who develop our products and
make up a large part of our population. So it wouldn’t be realistic to think we could fit
thousands of cybersecurity analysts into our own company, though we will of course
consider hiring SC3 grads if we can. Our contribution is much greater when we create a
pool of talent that is so needed in the industry, and help SC3 grads get jobs through the
connections we have with our corporate customers."
How did you hit on this idea? "We wanted to make our impact resonate. We have been
doing so much over the years, but we hadn’t come up with a leading program that we felt
was having enough of an impact and reflecting our investment. We also wanted to create
an initiative that would engage our employees in a more compelling way. We could have
gone down the route of combatting cyberbullying or other such social impact programs,
but we were hearing loud and clear that there is a real shortage of skilled people and we
felt that was a need we were uniquely equipped to meet."
What about women? Have you made women a specific target of this program?  "Getting
more women in technology is difficult to say the least. However, we have a program goal
of  at  least  thirty  percent  women  as  a  first  step.  We  are  working  with  our  partner
organizations to do the outreach. We will be involving our own women employees to help
mentor and support the SC3 students. Many of our target group have not had an inspiring
woman  role  model  in  technology  and  that's  something  we  have  quite  a  few  of  at
Symantec."
How many employees will be engaged in this program?  "That's hard to say, there will be
many opportunities in different parts of the SC3 program. One of the things I am most
proud about is that I have already had many employees come up to me requesting to
participate. Our employees get this. It resonates with them. They understand well the
threat of cybersecurity, of course, and they know they have skills to contribute. This is a
really  exciting  aspect  of  the  program for  me.  It's  creating  a  new momentum in  the
company".
It  seems to me that Symantec have hit  on a good thing. I  wish Cecily and her team
success. The better we get at cybersecurity, the better off  we will  all  be.

Before I close, I wanted to share that second great impression I mentioned earlier. It's
this. Symantec has as wonderful an array of CSR communications as I have seen at any
company. In addition to the annual CR Report (every two years, a full GRI Index report
and every in-between year a shorter non GRI report), Symantec maintains a suite of
communications second to none, including:

• A quarterly CR snapshot update
• A blog and even …
• Event Sustainability Reports.

The last annual "Vision" trade convention that Symantec held in Las Vegas was eco-
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managed to perfection and you can read all about the efforts to greenify that conference
in a full event sustainability report. Really great stuff.

Cecily noted "Sometimes, you have to say things in 10 different ways for it to reach all the
people and for them to actually hear it. A single annual CR report is not enough. We
believe it's really important to maintain a range of communications that will reach all our
employees and diverse stakeholders in different ways that will attract their interest."
Symantec's next CR Report to be published later this year will be a G4 report. With a
materiality matrix in place, and existing strong engagement processes, the fundamental
processes at Symantec make G4 a natural evolution.

In the meantime, looks like cyber is going to get lots more secure with the new SC3
program. I guess all my attempts to hack into the world's leading online ice cream recipes
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may not come to fruition after all.

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm
Posted by elaine at 09:27AM (+03:00)
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GRI: the standard setter
Thursday, July 03, 2014
It may have skimmed under your radar, but GRI is proposing what could be one of the
most significant changes in the history of the organization. No, it's not G5. Yet. It's the
way we use the GRI guidelines. That means, instead of the GRI framework being a set of
guidance documents, it could become a formal standard. GRI is setting itself up to be
recognized as a "public reporting standard setter". Doing so, it is proposed, will involve a
complete overhaul of GRI's governance structures, and include new things like a firewall,
an IAC, a DPOC, an SRSB, and wow, total  transparency.  As with all  GRI big-news
changes, there is a Public Comment Period. We are asked to read a 12 page explanatory
document, and four other documents that contain the terms of reference for the new
governance bodies and due process. I just did all of that, and it took me quite a long time
to trawl through the usual GRI techno-babble and actually understand what's being
proposed, how it  will  work and what it  means for me, a teeny-weeny stakeholder.
In  plain  English,  then,  this  is  how  I  see  it.  It's  time  for  GRI  to  take  control  of  the
dissonance that is caused when, on the one hand, the GRI framework is clearly the
leading framework for sustainability reporting, but on the other hand, GRI no longer
shows up as the sole leading voice in sustainability disclosure. Events of the past couple
of years have catapulted other organizations into leadership discourse for sustainability
disclosure  and they have claims to  fame that  go beyond diverse multi-stakeholder
backing. With the IIRC having the clout of the world's money, and SASB having the
backbone  of  an  official  certified  standards  body  (ANSI)  and  two  new  financial
powerhouses  at  its  helm,  the  UNGC having  Ban  Ki  Moon  and  Co,  and  even  CDP
claiming the support of $92 trillion in assets represented by institutional investors, GRI's
voice risks getting lost in the cacophony. What could change that? Officialdom. Become a
standard,  not  a  framework.  In  order  to  do  this,  GRI  needs  to  get  itself  ready  for
standardness. This means removing potential areas for organizational conflict of interest,
institutionalizing  due process  in  everything  that  affects  the  way  standards  are  set,
ensuring funding is correctly appropriated and ultimately, shattering any potential glimmer
or doubt that GRI Sustainability Reporting Standards might not be created with integrity,
relevant consultation and in order to serve the Public Interest.
Perhaps  being  a  recognized  standard  setter  will  put  GRI  on  a  better  footing  as  it
participates with other recognized standard setters in yet another fuzzy initiative to get
people talking to each other, called the Corporate Reporting Dialogue, launched this
month  by  the  IIRC.  Its  aims are  more-of-the-same more-of-the-lame communicate
zzzzzzzzzz,  identify  ways  to  improve  zzzzzzzzzzzz  and  share  information
zzzzsnorezzzzzz. You couldn't give a new collaborative initiative less teeth if you were a
dental technician who ran out of bridges. Come on folks, ever heard of a SMART target?
Will the CRD actually help achieve alignment and convergence of reporting frameworks
and standards? Or is this another nail in the coffin of complemetarity dressed up as good
intentions? But membership of the club apparently requires being standardful.
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 In its new proposals, the GRI Board states its objectives as:
• To ensure that GRI is globally accepted as a public reporting standard setter in all

relevant forums.
• To demonstrate that GRI meets all the requirements and responsibilities expected of

a publicly referenced standard setter.
 So what are the proposed measures? In a nutshell, the key features:

• Separation of standard setting activities (formerly overseen by the Technical
Advisory Committee) and all other activities in the organization (that will continue to
be run by the Secretariat), resulting into two distinct organizational pillars.

• A new Sustainability Reporting Standards Board (SRSB), a Due Process Oversight
Committee (DPOC), and an Independent Appointments Committee (IAC).

• The establishment of an independent public funding base for standard setting
activities.

• Transparency of all standard development processes including open SRSB
meetings, published protocols and an annual report to the general public on progress
made.

 This is how the new structure will look:

Is this a good thing? Do we want a sort of ISO G4? Is G4 tight enough to become a
standard? And what do the implications of being a standard setter mean for companies
using the framework? Will the new output of the proposed GRI Sustainability Reporting
Standards Board (SRSB) be certifiable standards? The public comment we are asked to
provide doesn't relate to any of these questions, it ask us only if we think the measures
proposed will help GRI strengthen its reputation and voice as a "recognized standard
setter".

My response to the question in the Public comment questionnaire: "Does the proposed
governance structure meet the criteria you / your organization/government would expect
a public reporting standard setter to apply? was as follows:

"I am no expert in standards and what is required of standard setters. However, I would
have thought that a standard is only as good as adherence to it. This structural proposal
does not refer to the measures that will be undertaken as part of the establishment of the
GRI Framework as a standard to ensure greater quality in adherence to the standard.
While GRI has had great  success in disseminating and encouraging the use of  the
Sustainability Reporting framework, it has always completely disregarded the way it is
used. As such, there has been a great framework but its use has often been abused for
different reasons. I see nothing in these proposals that suggest anything will be different
in the future".
So, apart from having three great new acronyms to add to my list, SRSB, DPOC and IAC,
to  help  me mystify  my clients  so  they  will  think  I  am really  intelligent,  I  am a  little
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ambivalent about whether this structural change is going to help us get higher quality
sustainability disclosure. However, if it helps keep GRI at the table, recognizing GRI's de
facto leadership in sustainability disclosure today, even if the perception is clouded by
bells and whistles in a competitive landscape, it may have some advantage.
The public consultation period is open through July 9, 2014. Links here to all you need to
have your say:

All the documents that form part of the proposal: GRI website page
The position paper: "Intended changes to GRI’s governance in order to achieve its role as
a standard setter in sustainability reporting, and its suitability for official reference in
public policy."
Questions asked in the consultation platform: Questions document
Comments: Consultation Platform

elaine cohen, CSR consultant,  Sustainability Reporter,  HR Professional,  Ice Cream
Addict. Author of Understanding G4: the Concise guide to Next Generation Sustainability
Reporting AND Sustainability  Reporting for  SMEs: Competitive Advantage Through
Transparency AND CSR for HR: A necessary partnership for advancing responsible
business practices . Contact me via www.twitter.com/elainecohen or via my business
website  www.b-yond.biz  (Beyond  Business  Ltd,  an  inspired  CSR  consulting  and
Sustainability  Reporting  firm

Posted by elaine at 11:24PM (+03:00)

Comments
1. Re: GRI: the standard setter

- Anonymous July 05, 2014

Firstly Elaine the key rhetorical question .i.e  The public comment we are asked to
provide doesn't relate to any of these questions, it ask us only if we think the measures
proposed will help GRI strengthen its reputation and voice as a "recognized standard
setter".
GRI is a standard even if it goes under the name of guidelines as it used to  measure
sustainability by many reputable companies reporting and accounting in this particular
area of activity , so in my view this is not what is being asked .
The transformational  issues here lie with GRI as an operating entity and not with the
products ie the guidelines, at its core how it " owns ", markets and distributes  its  work
not what it produces . I have always had difficulties with the idea  that it moves
companies to report on its standards  freely and once it is done there is no mechanism
to say YES  and you qualify  as a sustainability reporter The old abc rating was a night
mare of confusion as companies navigated against the common sense of A being the
best .The assurances by the accounting companies a very dysfunctional step which is
costly and unattainable to most companies .unfair advantage in the world on investment
attraction and unbalanced and contrary to the GRI " free for all " stance in providing
guidelines in the first place .
GRI lives in a complex world of business with a mentality of a civil society organisation
(NFP) and structure to boot .The Board would do well to seek a way of operating that
brings better financial outcomes that can sustain the " business " and indeed the survival
of the organisation beyond the " evangelical mind set " and its reliance on government

336



The CSR Reporting Blog Book 2014 and (most of ) 2015

funding .
More stakeholder consultation and smoke screens of accountability whilst retaining an
organisational structure and ineffective business model is not going to help .
They have a good product ie the guidelines and totally agree that this is a recognisable
leader in sustainability reporting but beyond that the organisation needs better and less
convoluted model of reporting and a better business model to sustain its own survival .
As to the others ie IR  etc mentioned in your article , the market has a way of speaking
for itself and filling the gap of knowledge and functionality for its "buyers "
GRI needs  a culture of business's as a core function  to show it understand the market
where it operates in my view not another "highway "of internal reporting .
It has produced great products , it was a pioneer in this field but it lacks the people and
resources to sustain it , relying heavily on an outdated civil society/ social club operating
business model in my view .
The transition to standard and the new structure will be interesting to watch .
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This is an unsustainability unreport unreview
Thursday, June 26, 2014
This is not a post. This is not a blog. This is not a review of EMC's latest sustainability
report.

Haha. Of course it is all of the above.

However, I wanted to draw attention to Kathrin (Kate) Winkler's brilliant unblog post which
totally made me want to read EMC's seventh annual sustainability report. I recommend
you read her post before you carry on reading mine. By telling us everything that she
wasn't going to do, or isn't going to do, Kate effectively describes everything she has
done.  It's  not  only  creative,  it's  truly  insightful  about  the value of  reporting and the
process, recognizes key players that made a contribution and totally has the effect of
getting you interested. Totally.

Naturally, I had to not take a peek. Which, in Kate's language, means, take a peek.

EMC has take a big (positive) step forward this year by organizing the report around
sustainability (material) issues rather than the traditional triumvirate of people, planet and
profit. This year, the body of the report is in 12 sections, representing the issues identified
as most material and displayed in this infographic.

Oddly, these are listed in alphabetical order. I wouldn't have thought this is particularly
helpful when reviewing material issues. Rather, order of size or magnitude of impact
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might  have  been  more  meaningful.  Perhaps  they  are  all  equal?  With  corporate
governance  at  the  top,  I  tend  to  think  that  makes  corporate  governance  the  most
important. As a result, since the report content is ordered in line with this list, you end up
with a whole bunch of corporate governance stuff at the start of the report. Now, anyone
who reads reports knows that corporate governance is the most boringly tedious mind-
melting yucky section of any sustainability report. Fortunately, at EMC, this is only two
pages. But it's still boring. So I skipped to what I thought would be the most fascinating
section: the role of IT in society.
Indeed. In this section, after some copywritery type generalistic stuff about how the cloud
is transforming our lives and Big Data has become Big Everything, EMC provides three
truly interesting case studies about the use of technology that makes a difference.

First: How better IT solutions have helped the fire service streamline its operations and
make it possible to help save lives in Australia, one of the world’s most susceptible areas
for bush fires.

Second: The ShieldMe App, activated in situations of distress when no immediate help is
available,  using virtual  channels to send out  various types of  SOS alerts.  This was
developed in India, in light of the increasing (despicable) situation relating to crimes
against women that we have been witnessing for some time.

Third: Providing IT support and interactive data visualizations to bring the reality and
impact of climate change to life for an online audience, during the 640-kilometer trek from
the Ross Ice Shelf in Antarctica to the South Pole by environmental campaigner Parker
Liautaud.

In each of these short summary stories, that indeed give a view of how technology is
helping make a difference, EMC provides additional clickable detail in the form of videos
or other website content.  If  you want more stories (I  did),  you have to download an
expanded customers section that is a supplementary piece of the executive summary
report, focusing on EMC's customer interface. (I did). There was one additional story ..
and  a  further  half  a  dozen pages  of  explanations  about  EMS's  Voice  of  Customer
program and other  background.

For EMC, "the role of IT in society refers to the impacts, both positive and negative, of the
use of EMC® technologies, products and solutions, with particular focus on the enabling
effects of cloud, Big Data, and Trusted IT." No negative examples, mind you.

As for the rest of the material issues, information security and privacy became the next
topic of most interest to me. More blurby copy. In order to get the full picture, we are
referred to three more sections to download. (I didn't).

Overall, I find EMC's report to have been developed with creativity and for that, I am
happy to magnanimously confer a CSR Blog Cone Award.
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The report comes in an Executive Summary of 40 pages and a suite of downloadable
report sections, that together form the entire report, that can be accessed separately or
as a comprehensive suite. Self-service menu style. It's a bit unwieldy. I prefer a good old
one-size-fits-all PDF. But it's creative. The Executive Summary is long and short enough
to get an appreciation of a range of positive impacts that EMC is advancing without it
putting you to sleep (except for the governance section haha). Each material issue starts
with describing EMC's approach and follows with highlights of the year's activities.

The section on Goals and Targets and Progress follows the material disclosures. Multi-
year targets for operational emissions and renewables show (good) progress made to
date. One target on ewaste was achieved. A range of other targets (all environment or
supply chain related, with the exception of two community involvement targets) appear to
be new targets. Most are detailed and measurable, as targets should be. And there is
even a is a hidden gem! In the supply chain highlights we can find this short but really
powerful update:

"Strategic direct material suppliers are now formally required to publish sustainability
reports to the GRI standard."

 And the 2020 target is:

 That deserves a load of cones:
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I have maintained for years that the way to get more companies to advance sustainability
practice in their business and report on sustainability is to have their customers require
them to do so. More than regulation, more than consumer pressure, the need to do
business will leave many companies with no choice other than to act and report. I am
pleased to see that EMC is making the commitment to drive this forward. I'd love to see a
list of EMC suppliers that have already published sustainability reports (especially the
ones that wouldn't otherwise have done so).
All in all, I am glad that Kate Winkler didn't write her blog post and that I didn't take the
time out of my busy ice cream schedule to take an unlook at the report.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me via www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm
Posted by elaine at 09:42PM (+03:00)

Comments
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1. Re: This is an unsustainability unreport unreview

- PatentAttorney October 01, 2014

I'm sure they'll be thrilled that they got the cone award!
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Beer is made of people
Wednesday, June 25, 2014
If you thought that beer was made of barley, yeast and hops, you would be only partially
right.  The  real  ingredient  in  beer  production  is  people.  At  least,  that's  the  story  at
MillerCoors,  and  with  the  recent  release  of  the  company's  "Great  Beer,  Great
Responsibility"  2014  Sustainability  Report,  you  can  understand  why.

Opening up with the story of the Phoenix team that provided 37,000 safe rides to prevent
drunk  driving  on  New Year's  Eve,  the  report  follows with  the  story  of  Brooke from
marketing and the campaign she created with Harley-Davidson to promote safe biking.
Enter Steve, who created a community entrepreneurship campaign, and Jay, who drives
talent development. Fernando Palacios, Executive Vice President and Chief Integrated
Supply Chain Officer then takes the floor to explain supply chain efficiency and Tyler
Shannon, environmental health and safety specialist displays pvc strips that are routed
for recycling at MillerCoors' Golden brewery in Colorado. Kate goes on to deliver her
philosophy on supplier diversity and Judy Jolly, an agronomist in the southern Colorado
region, talks about best management practices around water conservation in agriculture
and collaboration with MillerCoors.
While all of this reads a bit like a series of inspirational press releases, rather than data-
based case studies in a sustainability report, the intention is clear: get to know the people
behind the beer, and reinforce the message that beer is made of people.
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 This  was  my  insight  after  I  talked  with  Kim  Marotta,  Director  of  Sustainability  at
MillerCoors. Passionate about her role and the headway made so far, Kim was generous
enough to spare me some time to tell me about how MillerCoors is doing in sustainability
and what's been important to her in advancing the company's efforts and reporting on
sustainability performance. Here are her insights:
Your record on sustainability strategy? We have two parent companies, SABMiller plc
and  Molson  Coors  Brewing  Company,  and  they  both  have  an  influence  on  our
sustainability programs. But, we are all operating off the same sheet, in line with the
same broad strategy. When SABMiller or Molson Coors sets global targets, we play our
part to contribute to those targets. We track our performance and report our progress to
both our parent companies. However, as the U.S. joint venture, we are focused on the
issues that are material to our stakeholders in the U.S. For example, for SAB-Miller,
support relief for victims of HIV/Aids is a major part of their program. For the U.S., this is
not as material to our stakeholders. We prefer to work on things that are more directly
related to important issues in our own market and relevant to our local stakeholders.
Your record on reporting? We are always considering ways to do things differently in
order to get the message across more effectively. In this report, the main difference is
that we have devoted much more attention to the people in our business and telling their
stories. The reason we are successful is our people – they have a strong desire to make
things happen, we wanted to tell their story. We wanted to help others learn about our
people and get a glimpse of their world view and how that supports our organizational
goals, understand the daily pressures and challenges. In this report, we have tried to
bring this out much more than in the past.
Also this time, we aligned our reporting with GRI G4 disclosures, though we did not
specify core or comprehensive level. We had already done the work on materiality, so G4
did not pose a significant challenge.
Your record on water conservation? The initiative that makes me the most proud is our
water reduction achievement. We had set a goal in 2008 to reduce water consumption by
15  percent.  After  a  couple  of  years,  we  weren't  seeing  as  much  progress  we  had
planned. In 2008, we were using more than four barrels of water to make a barrel of beer,
and in 2009 and 2010 it was roughly the same. A group of leaders within our integrated
supply chain traveled to SABMiller’s plants in South America, which were doing well in
this area. Their water consumption was much lower. After a week learning the processes
employed there, they came back and immediately started to make changes. They set up
war rooms and solicited ideas from everyone in the brewery on how best to capture water
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savings. This really helped change the culture. In total, we’ve saved 1.1 billion gallons of
water since 2012. In 2013, we further reduced our water use by 9.1%. At the end of 2013,
we were at 3.48 barrels of water to make one barrel of beer. After getting every single
one of our breweries engaged, we hit our 2015 goal early at the end of 2013. This was an
incredible process.
Your record on waste diversion? One of the things that distinguish us as beer producers
is our record on zero waste to landfill. Six of our eight major breweries achieved zero
waste to landfill. We expect that to be eight out of eight in the not too distant future. I don't
think that too many companies can attest to zero waste to landfill. We are delighted with
the progress our teams have made to deliver this result.
Your record on drunk driving? The work that we do to promote responsible drinking and
preventing drunk driving is a core part of our sustainability efforts. We have reached 12
million people in our safe ride program. We have partnered with several organizations
around the country and created many opportunities for people to order safe rides or get a
free safe ride home. For example, Miller Lite is the exclusive sponsor of 1-800-TAXICAB,
a national dispatch service that connects passengers to locally owned cab companies.
During 2013, more than 700,000 calls were placed to 1-800-TAXICAB. We have ramped
up the amount of people taking a pledge to be a designated driver. We pay for public
transportation in certain cities for major holidays and events. All in all, we are making a
big difference in helping people stay safe and avoiding injury to others caused by driving
drunk. Ultimately, it's about enabling people to have fun and keeping them safe.
Your record on supplier diversity?  Supplier diversity has been an important objective for
MillerCoors. Supplier diversity helps us grow and be a better business. We have invested
more than two billion in contracts with diverse suppliers, and this includes partnerships,
mentoring relationships,  funding educational  opportunities and more.  We have one
person in a full-time role just looking after our supplier diversity program, identifying and
advancing opportunities. We work together collaboratively with diverse suppliers, it's not
just about compliance. For our purchasing people, this has become a regular way of
doing business. Our CEO maintains a personal interest and commitment, personally
reviewing the numbers and progress toward our goals.
The  MillerCoors  2014  Sustainability  Report  is  nicely  laid  out  in  a  friendly-design
hyperlinked PDF. The Materiality Map is prominently positioned and identifies 8 high
priority issues for MillerCoors.

Following  the  introductory  people  story  section,  the  report  splits  into  five  areas  of
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progress in 2013, each starting with a 2015 goal and recording progress made in 2013. In
each area, overall policy is described and examples of practice are provided. While this is
a look-good-feel-good type of report, providing little context beyond the specific activities
of MillerCoors, the company records progress across many fronts. Beyond water and
waste management, as mentioned above, highlights include:

• GHG emission reduction
• Strong employee safety performance
• LGBT community support
• Investment in education in the community
• Watershed risk assessments
• Packaging design environmental improvements
• Sustainable agriculture and water conservation techniques

Four external commentaries close out the report. They are also PR quotation material but
also indicate that good relationships are in place. Overall, the generally positive nature of
this  report  does not  detract  from the amount  of  progress in  evidence.  A little  more
balance and local  context  in  future reports  may add to  credibility  levels.
The G4 content index is indicatively included for a selection of G4 disclosures – 21
general disclosures (about two-thirds of the 34 required for core level reporting) and 24
performance indicators, 14 of these in the environmental category. The actual disclosures
in many cases do not meet the full requirements of the G4 Performance Indicators. A
material case in point is G4-EN8 – water consumption. MillerCoors reports a water-to-
beer ratio but no absolute data for water consumption or water withdrawal sources, as
required by the indicator.

 However, the GRI Content Index serves to help match disclosures with stated material
issues – and this, after all, is one of the main purposes of the index and one of the main
goals of G4: aligning disclosure with stated materiality.
And if you were thinking of giving feedback – MillerCoors will make it worth your while.
Unobtrusively positioned at the end of the report is an invitation to take part in a feedback
survey. Here is the link: https://www.surveymonkey.com/s/MCGBGR2014. After taking a
look, I realized that, in return for completing the survey and leaving my contact details, by,
I could win a tablet! So, if you need a tablet, telling MillerCoors what you think of their
report might just be the way to get one. I confess to being skeptical about these types of
survey, and their true value in helping understand what stakeholders want. In the worst
case, at least MillerCoors will know who wants a tablet.
It's  always good to read a report  and talk to the folks responsible for  developing it.
Reporting is always an opportunity to engage and I was impressed with the way Kim at
MillerCoors was happy to address my questions and provide a personal perspective.
And this brings me back to a point I often make. Not only beer is made of people. So are
sustainability reports.
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elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me via www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm
Posted by elaine at 08:04AM (+03:00)
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Using sex to sell ice cream at Nestlé
Thursday, June 12, 2014
By now, anyone that reads the CSR Reporting Blog knows how much I love ice cream.
So perhaps it's not by chance that a Facebook post about ice cream caught my eye.
Yesterday, I noticed a such a post by Eyal Carmi who criticized an advertisement for
Joya ice cream in Israel  by Osem, which is  63.7% owned by Nestlé.  His Facebook
comment drew attention to the soft-porno nature of the ad, apparently aired on prime time
TV.
I don't wish to promote Nestlé ice cream or lend any sort of support to this marketing
campaign, but, before I offer my thoughts, I have to let you judge for yourself. A screen
shot and the ad itself on Youtube - proclaiming Joya ice cream the hottest ice cream
around.

I have to wonder how this kind of marketing passes the ethics test at Nestlé.

Beyond the fact that I personally find this ad rather nauseating, serving only to make me
resolved NOT to try Joya ice cream, I wonder why it is even necessary to create such a
campaign that borders on pornography. Why does Nestlé need sex to sell ice cream?
Does fabricated sensuality really make people buy ice cream? What does this ad say
about  the  way  Osem-Nestlé  thinks  about  women,  when  corporate  marketeers  are
prepared to air a voluptuous woman lustfully sucking on a phallus-shaped ice cream bar,
vigorously licking her fingers, in what appears to be the way advertisers think women
scheme to attract a man's attention? Is this the kind of ad that should be seen by kids on
prime time TV? Or on YouTube alongside fun ads for kids' snacks on the company's
YouTube channel?

I sought another opinion from a respected colleague who is an expert in corporate and
business communications. This is what he said:

“I recall putting the issue of responsible marketing to the director of sustainability who
was speaking at a conference one day while his company was running an ad featuring
almost voyeuristic images of a woman’s body that bore no relation to the product being
sold. His reply - the the effect of “it wouldn’t happen if I was in charge of marketing” -
spoke volumes about the lack of integration of sustainability into day-to-day practices,
which  is  so  often  claimed by  corporations.  How companies  approach marketing  is
emblematic of the way they understand consumers but so often merely seeks to plug into
stereotypical, out-dated attitudes in order to grab (men’s) attention for the brand name."
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James Osborne, Senior Partner, Lundquist

Nestlé's Consumer Communication Principles is a four page document that prescribes
the way Nestlé companies should develop and air marketing content. It  states: "The
Nestlé Communication Principles have been defined as the highest standard on which all
marketing and communication to consumers must be based." Here are some of the
principles:

• The content of consumer communications must reflect good taste and social
responsibility in accordance with each country’s laws and regulations and voluntary
codes and standards. Although standards will vary from country to country, it must
not display vulgarity, bad manners and offensive behavior and there must never be
an intention to shock or offend.

• Advertising content must not depict attitudes that are discriminatory or offensive to
religious, ethnic, political, cultural or social groups.

• Advertising should avoid exploiting media events that could be in bad taste.
 Nestlé  is  no stranger  to  ethical  problems.  In  fact,  it's  one of  the corporations that
exemplifies  the  most  extreme  levels  of  emotion,  as,  one  the  one  hand,  the  most
boycotted company in the UK, and on the other hand, the most admired for its' work in
"creating shared value" and advancing global food science and technology for the benefit
of everyone. A quick internet search brings up a host of ethical issues over the years
related to different parts of the Nestlé business, including a recent $680,000 fine for anti-
competitive marketing tactics in the coffee business. In fairness, Nestlé claims to be
addressing many of the concerns of stakeholders around the world with several supply
chain assessments, and a host of other initiatives under the CSV banner, as you can
read  in  the  2013  Nestle  Shared  Value  Report.  The  company  even  made  a  bold
commitment to no deforestation traceable palm oil,  after the Greenpeace campaign
disaster that had everyone associating Kit-Kats with bloody orang-utan fingers.

It seems that as soon as one ethical problem dies down, another one crops up. This ice
cream advertisement is, in my view, poor judgment and poor ethics. If the marketing is in
bad taste, I wonder if the ice cream comes with a bad taste too.

Perhaps it's time to refresh that set of consumer communication principles and get the
folks that market ice cream at Osem-Nestlé up to date with today's values.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me via www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm
Posted by elaine at 02:34PM (+03:00)

Comments
1. Re: Using sex to sell ice cream at Nestlé

- JulieCoffeeampConservati June 16, 2014

Nestlé seems to have a knack for publishing often-lengthy documents regarding their
corporate responsibility...without making a lot of effort to adhere to them. I have learned
a lot about interpreting these documents from you, and try my hand at the sustainability
reports of coffee companies. My latest analysis was, in fact, of Nestlé. At 400+ pages, it
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was "much ado about nothing".
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Test your knowledge: 20 questions on G4
Saturday, June 07, 2014
Here is a chance to test your knowledge of the G4 Global Reporting Initiative Guidelines.
There are no right answers. Whatever you think is right, is right. That's because this quiz
was designed in  the spirit  of  G4.  But,  please note,  you might  want  to  involve your
stakeholders  as  you consider  your  answers.
Q1: Why was G4 launched? A: To keep the sustainability reporting debate alive
B: To make sustainability reports shorter.
C: To encourage companies to be more transparent.
D: To give sustainability reporting consultants lots of headaches.

Q2: Who wrote G4?
A: Optimists.
B: Psychics.
C: Experts in sustainability reporting.
D: Experts in anything but sustainability reporting.

Q2: What's the right length for a G4 report?
A: Extreeeeeeeeeeeemely short.
B: No more than 100 pages - where 97 pages are full-page graphics.
C: As long as your stakeholders can stay awake.
D: Longer than your main competitor's report.

Q3: Should a G4 report contain failures as well as achievements?
A: Only if you want to win an award
B: What? You had failures?
C: Only if you are publishing your report at the time of a global natural disaster. Then, no-
one will notice
D: The more the better. Then you won't be around to publish a report again next year.
That'll be a relief.

Q4: Do you understand the G4 Implementation Manual?
A: Of course. Except everything from page 5 onwards.
B: I don't' need to. I have a copy of Elaine Cohen's fabulous book: Understanding G4:
The concise guide to next generation sustainability reporting.
C: Is this a trick question?
D: I don't think G4 was actually meant to be understood.

Q5: What's the best thing about G4?
A: It's too soon to tell.
B: Not doing it.
C: It's now available in Chinese and Indonesian.
D: It rhymes with ignore.

Q6: What's the right number of material issues you should report?
A: More than most
B: What SASB says
C: There is no right number. There is only a relevant number.
D: Enough to create the impression of having completed a materiality analysis.
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Q7: Can you write a G4 report with just one material issue?
A: Yes, but everyone will be jealous.
B: Yes, as long as it's a very big issue, such as : contributing to global sustainability.
C: Yes, then the Materiality Matters check at the GRI will be really quick and won't delay
your report publication.
D: Yes. Consult with one stakeholder and ask about one issue.

Q8: G4 eliminated the A,B,C classifications and moved to Core and Comprehensive.
What's the difference?
A: There's no difference. If you write a comprehensive report you are more wonderful
than if you write a core report. Just like A, B, C.
B: With A,B, C, many reporters got an F. With core and comprehensive, everyone wins.
C: You have to change the title on your Press Release.
D: SMEs can now report at core level without reporting at C level.

Q9: Why does G4 list only 46 material Aspects?
A: GRI didn't want to make the manual too long. 266 pages is enough.
B: There is nothing else really really really important .
C: It was a design choice.
D: Sustainability Managers can only count up to 46.

Q10: How should you respond to General Standard Disclosure G4-11: Describe your
supply chain.
A: Keep it short. Our supply chain is short.
B: Add a little detail. Our supply chain is short and we have many suppliers.
C: Add substantial detail: Our supply chain is short and we have many suppliers. We also
have  a  few  warehouses  of  different  sizes  strategically  located  at  major  urban
intersections to guarantee immediate availability of our products to local customers.
D: Don't. Say it is an omission and you will report in 2018. That will give you time to
actually think about what your supply chain does.

Q11: How can you demonstrate the principle of stakeholder inclusiveness?
A: Hold a stakeholder party (with ice-cream).
B: Conduct an online survey and send it  to everyone including your mother and her
mother.
C: Just keep repeating it in your report.
D: Identify your stakeholders and include them. It's that simple, isn't it?

Q12: How many times does the G4 implementation manual contain the word "material" or
"materiality"?
A: I lost count after 3,473.
B: More than it contains the words ice cream.
C: Why count? It's hard enough defining it let alone counting it.
D: Enough to dilute its meaning so that it refers to everything that's not material as well.

Q13: Is it OK to publish the G4 content index separately from the actual report?
A: Yes, as long as you do so within the same decade.
B: Yes, provided you are referring to your report and not another company's report.
C: Sure, then you can conveniently forget to upload it to your website.
D: Yes. Then it is easier to recycle every year.

Q11: Must a G4 report be externally verified?

352



The CSR Reporting Blog Book 2014 and (most of ) 2015

A: Only if you have a VERY BIG budget.
B: Only if you are on a suicide mission.
C: No, but you risk people not finding mistakes that the verifiers wouldn't have found
anyway.
D: No, what's written in black and white must be true.

Q14: What if your Aspect Boundaries change while you are preparing the report?
A:  This  depends.  If  the  Aspects  and  the  Boundaries  change,  Houston,  we  have  a
problem.
B: If the Boundaries change but not the Aspects, then you can readjust and no one will
notice.
C: If the Aspects change but not the Boundaries, then you probably didn't define the
Boundaries well in the first place.
D: Can someone actually explain to me what Aspect Boundaries really are?

Q15: What if the CSR Manager resigns while you are preparing your G4 report?
A: Get another one.
B: Get a lawyer.
C: Use last year's report and change the dates.
D: Make it an In Accordance report with a lot of omissions.

Q16: How much ice cream do you need to consume while preparing a G4 report?
A: A lot.
B: A very lot.
C: More than that.
D: You don't want to know.

Q17: Which G4- expert consulting firm was the first in the world to help clients deliver
three G4 reports before the end of 2013?
A: Beyond Business Ltd
B: Beyond Business Ltd
C: Beyond Business Ltd
D: Beyond Business Ltd
E: Beyond Business Ltd
F: Beyond Business Ltd
G: Beyond Business Ltd
H: Beyond Business Ltd

Q18: How does preparing a G4 report change your personality?
A: It brings on fatigue and disorientation disorder, commonly known as G4 disease.
B: It makes you anxious, irritable, impatient and critical, until it's published. Then you
sleep.
C: It makes you a better person. Yes, it does. It does. Seriously.
D: It's doesn't change your personality, so if people are calling you weirdo, crazy person
and zombie they are probably mistaken.

Q19: Does publishing a G4 report mean you are a great company?
A: Of course. Being transparent about your bad results makes you really great.
B: Of course. Doesn't G stand for Great?
C: Of course. If we weren't before we will be after.
D: Of course: Greatness comes from the knowledge that you transparently disclosed your
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most material issues and called them Aspects.

Q20: What will happen when every company in the world produces a G4 sustainability
report?
A: G5
B: The world will suddenly become a brighter place.
C: Climate change will stop.
D: Poverty will be eliminated.
E: All of the above.
F: Not.

How did you do? By now, you all know that I love G4 and I think it has definitely moved
sustainability reporting in the right direction. But,  like everything, if  we take it  toooo
seriously, we are likely to miss out on some of the fun. Hope you enjoyed this little test.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me via www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm
Posted by elaine at 03:44PM (+03:00)

Comments
1. Re: Test your knowledge: 20 questions on G4

- MarjellaAlma June 07, 2014

WOWWW!!!!
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Digitizing materiality
Friday, May 30, 2014
 This week was a fun week! Amidst all the intensely intensive intensity of G4 reporting for
several months as clients race to meet reporting deadlines and us with them, I was able
to take a couple of serene days to spend time with fabulous people, enjoy fabulous food
in a fabulous setting, and hear some fabulously new stuff. Yes, I was at the Lundquist 6th
annual  CSR  Awards  conference  and  event  in  Milan,  a  gathering  of  specialist
communications  and  CSR  experts  from  all  over  Europe.  Lundquist  is  a  strategic
communications consulting firm based in Italy, and the company boasts a team of leading
thinkers in the digital corporate communications space. The recently published Lundquist
survey results with trends and practices around CSR and the online universe can be
downloaded here:

 The research shows an acceleration of the uptake of social and digital technologies
compared  with  previous  editions  of  the  research.  Now,  virtually  all  sustainability
professionals (94%) are on social media with three quarters of these doing so in relation
to CSR and sustainability. Video and infographic content are gaining popularity and CSR
Managers have become the new social media stars, with everyone wanting to hear from
them online. It's always fun to know what frustrates people and the Lundquist research
confirmed what we already know - that too much good news is not good news.

 The full results and the details of the CSR award winners can be downloaded here.
Deutsche Post DHL took first prize, with Nestle and Unilever close behind.

 In the Lundquist home market, Italy, Telecom Italia, Hera Group and Snam took the
trophies.
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Lundquist's research and analysis is really quite fascinating and contains much that
should be of interest to CSR corporate communicators. Well worth studying!

During the two day conference, I was pleased to facilitate a workshop with presenters
and panelists from Hera Group, Birra Peroni (SAB Miller) and Adidas. I opened up (my
presentation  embedded  below)  with  an  overview  of  opportunities  and  risks  in  the
digitization of materiality and stakeholder engagement. While there is incredible potential
to  reach  to  stakeholders  using  online  tools,  there  are  also  dangers  arising  from
inappropriate use. Not everything that is online provides real insight that is relevant
enough to deliver a robust materiality conclusion. The fact that Survey Monkey is free
and there is a (G4) stakeholder engagement materiality box to tick does not mean that
stakeholder engagement happens. As an element in a set of digital and non-digital tools,
there is a place for online surveys. But let's not dumb down stakeholder engagement to
the point of mindlessness by going through the motions without due planning and focus.

Materiality in a digital world - elaine cohen presentation at the Lundquist CSR Awards
May 2014
One of the questions that generated the most debate in our workshop was how to find the
right balance between, on the one hand, targeted engagement of experts that can make
a contribution based on knowledge, experience and critical analysis and, on the other
hand, reach to the general mass consumer population that is, after all, the group that
decides  whether  to  buy  a  company's  product  or  not.  We shared  lots  of  views  and
recognized that each company needs to assess what tools will deliver the most useful
materiality input and most reflect stakeholder views in a representative way. Not all
stakeholders are equal but no single algorithm can determine which are the most equal.
All  in all,  a stimulating couple of days, professionally and skillfully organized by the
Lundquist  team.

My photo gallery from the CSR Awards conference and event

 a fabulous colorful place to stay - Hotel Mediolanum
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 Kicking things off with digital disruption

 Joakim Lundquist who kept the two days moving at a pace
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 Are sustainability reports really dinosaurs?

 The Gala Dinner - in anticipation

 The Gala Dinner - home straits
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 Gotta keep talking

 James Osborne, the CSR social media stats and trends wizard

 hate turgid
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 David Connor @davidcoethica raring to present on the ways of using social media

 Christine Hermann of Orange talks about what's important

 My daughter's new ear piercing - oops, how did that get in here?

elaine cohen, CSR consultant, award-winning Sustainability Reporter, HR Professional,
Ice Cream Addict. Author of Understanding G4: the Concise guide to Next Generation
Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive Advantage
Through  Transparency  AND  CSR  for  HR:  A  necessary  partnership  for  advancing
responsible business practices . Contact me at www.twitter.com/elainecohen or via my
business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and
Sustainability Reporting firm)
Posted by elaine at 06:50PM (+03:00)
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Three Big Ambitions at Tesco
Thursday, May 22, 2014
I love retail. It's fascinating - so varied, so full of so many different ways of impacting and
influencing our lives. So many different priorities and so many opportunities to drive
change.  The  retail  sector  is  highly  visible  and  constantly  in  the  public  eye.  Not
surprisingly,  as  most  of  us  interact  daily  with  the  retail  sector  for  the  products  we
consume, ranging from food, to personal care, clothes, home appliances, furniture and
almost everything else. The choices that retailers make affect millions of lives each day.
The  retail  sector  is  no  stranger  to  scrutiny  and  it's  probably  true  that  corporate
responsibility and sustainability leaders at the large retailers have a job that is anything
but boring. Such is the case with Josh Hardie, Group Corporate Responsibility Director at
Tesco. Today is one of those totally non-boring days:

First, Tesco announced it is to remove sweets and chocolate from checkouts across the
full range of its stores by the end of the year. Tesco found nearly two thirds (65%) of
customers said removing confectionery from checkouts would help them make healthier
choices.  Just  over  two  thirds  of  parents  (67%)  told  Tesco  that  confectionery-free
checkouts  would  help  them  make  healthier  choices  for  their  children.

Second, Tesco released its annual corporate responsibility communication, the 2014
Tesco and Society  Report.  More  about  that  later.  First,  I  was  pleased to  have the
opportunity on this non-boring day to chat to Josh and hear his insights about what made
today not boring. Josh has been in his role for around 18 months, having managed Tesco
UK Community activities for three years prior to that.

Me: Well done on getting rid of sweets at the checkouts.....
Josh: Yes, we believe we are the first in the industry to do this. It's an absolute fit with our
approach to helping people manage their health, and their family's health, by not creating
temptations that don't support a healthy lifestyle.

Me: And this on the day you publish your Tesco and Society Report...
Josh: We are working all the time to advance our objectives and make a positive impact.
The news is not the publication of the report. It's about how we are fulfilling our role in
society. This is a fundamental change. In the past, it was all about the report. Anything
you wanted to know about CR at Tesco, you would have to go to the report. Now we are
trying to make this much more of a continuous communication, updating our website,
much more real-time. While the report is important, it should not be the only way we
communicate.

Me: CSR at Tesco has been changing ....
Josh: Essentially, around 18 months ago, we realized that the way we were approaching
CSR  wasn't  really  doing  the  job,  and  was  rather  fragmented.  Apart  from  carbon
management, where we had done some great work and achieved impressive results, our
overall CSR activity was not having the measurable social and commercial impact that
we aspired too. Therefore, we took a long, hard look and what was going on and tried to
reframe how to move forward.

Me: And Tesco and Society was born....
Josh: Yes, we learnt from what we did in the carbon area. It had been entirely embedded
in  the  business,  and  all  parts  of  the  business  had  a  role  to  play.  It  was  managed
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integrally, rather than just being a project lead by community managers. We decided to
take a proper look and adopt a more issues based approach, focusing on the issues
Tesco people care about. We had hundreds of conversations internally and externally,
and came up with our three big ambitions around reducing food waste, improving health
and creating opportunities. These issues truly resonate with Tesco employees and they
also meet pressing social needs.
Me: But that's not all ....
Josh: Of course not. But the rest is completely non-negotiable. Trading responsibly,
reducing  our  impact  on  the  environment,  being  a  great  employer  and  supporting
communities - these aspects of doing business are now so fundamental that they are just
part of the way we work. We need to maintain and improve our performance in all these
areas. However, the three big ambitions are the areas where we can take a leadership
position, given the size, scale and impact of a business such as Tesco. This can lead to
truly meaningful change.

Me: And a culture change......
Josh: Yes, this is the hardest part. You can't change culture in a day. It takes time in an
organization like Tesco. Refocusing the way we think about these issues, and our role in
advancing solutions, and truly embedding them so they become part of the work that
people  do  all  the  time  and  not  just  a  project  here  and  there  is  a  really  major
transformation  for  our  business.

Me: Aligning with global directions in sustainability...
Josh: We have learnt from what other companies are doing in sustainability, especially
the companies that have broken the mold such as Nike. Our approach aligns with the
way materiality is driving big change, based on a more holistic view of our role in society.
We have flipped the way we are thinking, and this is the start of our new journey.

Me: But I didn't notice any targets...
Josh: Work in progress. Changing the way we think and identifying the big issues we will
address has been the focus of our energies so far. Also, setting targets in some of these
areas is  a  real  challenge.  How do you measure the impact  we have on customers'
health? Do you look at the healthy content of shopping baskets, or calorie content, or
something else? We are reviewing the way we can measure our impact across all our CR
performance areas, especially our three big ambitions, and plan to have firmer targets
developed by the time our next report is published. We have a new advisory panel that is
helping us in this area as well.

Me: I also didn't notice G4 showing up...
Josh: We take guidance from the Global Reporting Initiative framework, but we have
chosen not to apply the framework in full. We feel that it's a very useful guide and has
challenged us to improve our materiality and disclosure, but prefer the flexibility to do this
in a way that is specifically relevant to our strategy.

Me: What else isn't in there?
Josh:  All  the answers.  We have tried to reflect  our  approach and performance in a
modest way, focusing on the issues, expressing the start of a journey and the challenges
ahead in a more realistic way than just saying how wonderful we are. One of the most
difficult things is going out to the public with a declaration that we plan to do something in
the area of food waste, health or anything else, when we don't have all the answers.
Whatever we communicate triggers a debate. With this report, we have had to have the
confidence that  we mean what  we say and that  we will  work  toward delivering our
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promises, even though we can't provide all the detail today.

Me: And the next report
Josh One thing we might do better in the next report  is reflect  the different pace of
progress in  our  three ambitions.  In  this  report,  we have given all  three fairly  equal
weighting when in practice, we are far more advanced in the area of food waste, we are
starting to motor just now in the area of improving health, and in the area of creating
opportunities, we have some way to go. In the next report, we should try to reflect this in
a way that gives each issue a more appropriate weighting.

Me: Not going to be a boring year, then...
Josh: Anything but.

And now.. to the Tesco and Society 2014 Report

As Josh Hardie mentioned above, this report is designed around the Tesco and Society
approach that was developed last year and introduced in the 2013 report. Despite this not
being a G4 report (you all know how I love G4!), the report has a priority-issues-based
structure that enables us to clearly navigate to what Tesco is doing in the areas that
matter.
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The three big ambitions take center stage, and are well explained. At this point, as it is
still early days in the "scale for good" journey for Tesco, it's as much about intention as it
is about performance, and time will show how Tesco progresses in future reports. This
report is very appealing to a wide readership - clear narrative and infographics galore - it
might even appeal to Tesco customers. Maybe Tesco should place copies of this report
at the checkouts instead of sweets :) Haha. Just joking. I think.

For the more professional reader, the report is rather light on 2013 performance data in
areas  I  would  expect  a  large  company  sustainability  report  to  cover,  such  as,  for
example,  employee  diversity  (other  than  gender),  health  and  safety,  and  water
performance relative to prior years. Also, while the focus on the three big ambitions is
valuable, other issues that we might expect to be discussed in a corporate responsibility
report of a major grocery retailer didn't hit the radar - socio-economic impact of store
location and placement, construction and green building, sustainable agriculture, supplier
diversity,  sell-by dates,  product  labeling and all  the other  businesses that  Tesco is
involved in from mobile phones to banking services to petrol filling stations and more.
However,  the Tesco website contains a wealth of  additional  information including a
catchy business model animation and deeper dive reports into specific  issues.
In  the meantime,  Tesco is  doing more than reporting.  It's  driving a  culture  change
throughout its business, and that's infinitely more challenging. This, of course, is what will
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make a difference to the lives of the half a million employees of the company, and the
many more millions that go to Tesco to shop in several countries. Reporting about it
reinforces and leverages that  culture change.  I  am cautiously optimistically  looking
forward to the next  report  already.

elaine cohen, CSR consultant, award-winning Sustainability Reporter, HR Professional,
Ice Cream Addict. Author of Understanding G4: the Concise guide to Next Generation
Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive Advantage
Through  Transparency  AND  CSR  for  HR:  A  necessary  partnership  for  advancing
responsible business practices . Contact me at www.twitter.com/elainecohen or via my
business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR consulting and
Sustainability Reporting firm)
Posted by elaine at 09:23PM (+03:00)
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18 winning CSR Reports
Saturday, May 17, 2014
Congrats to the big three winners of CRRA '14. Coca Cola, The Cooperative Group and
Novo Nordisk. They've all done it again!
These three giants have picked up FIVE of the nine first place winning category votes,
including the Best Report going to Coca Cola. In total they picked up ELEVEN of the
available 27 top spots - winner and two runners-up in each of the nine award categories.
That's 17% of the winning reports gaining 40% of the top spot votes. Pareto didn't quite
get it totally right this time, but it's close :)
Coca Cola is no stranger to winning votes in the annual CRRA line-up. Over the years,
the company has picked up SEVEN first place awards, and a total of FOURTEEN top
three spots.
The Cooperative Group has done pretty well too, with NINE top three spots, of which
FIVE are first place awards, since 2008.
Novo Nordisk has not been outdone either, gaining TWO winning places and a runner-up
place in CRRA '14, with a total of EIGHT first place awards, and TWO more runner up
awards since the beginning of time. Or the beginning of CRRA.
All three companies have had first place winning reports every single year since the start
of the CRRA competition, except for Cooperative Group who did not enter in CRRA '07,
but won a first place in every other year. No other company since the start of CRRA has
achieved this feat.
In total in CRRA '14, 18 reports won the top 27 spots, out of the total 88 organizations
that entered CRRA '14, with around 53 reports shortlisted. Interestingly ALL the winning
reports in the top three places in all categories are GRI based reports. I think this is the
first time this has happened in the history of CRRA. NINE of the 18 winning reports came
from the U.S. and there was one winning report from nine other countries. Of the SEVEN
winning reports in first place in nine categories, FIVE came from the U.S. and one from
the UK and one from Brazil. The longest winning report in first place was 198 pages
(Smithfields Foods) and the shortest was 56 (Ernst and Young Americas).
Here are the winners:

Best Report Winner: Coca Cola Enterprises CR & Sustainability Report 2012 / 2013
1st  Runner-up:  BMW Sustainable Value Report  2012 2nd Runner-up:  Co-operative
Group Limited Sustainability  Report  2012

Best First Time Report Winner: Ernst & Young Americas Patterns of Progress 2012 1st
Runner-up: Chocolats Halba Sustainability Report 2012
2nd Runner-up: LG U Plus Corporation Sustainability Report 2012

Best Integrated Report
Winner: Novo Nordisk A/S annual report 2012 1st Runner-up: Smithfield Foods Inc 2012
Integrated Report
2nd Runner-up: Natura Cosmeticos SA Natura Report 2012

Best Carbon Disclosure
Winner:  HP 2012  Global  Citizenship  Report  1st  Runner-up:  Royal  Dutch  Shell  plc
Sustainability Report 2012 2nd Runner-up: Coca-Cola Enterprises CR & Sustainability
Report 2012 / 2013
Creativity in Communications
Winner: Coca Cola Enterprises CR & Sustainability Report 2012 / 2013 1st Runner-up:
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Novo Nordisk A/S annual report 2012
2nd Runner-up: H &M Sustainability Report 2012
Innovation in Reporting Winner: Bloomberg LP 2012 Sustainability Report
1st Runner-up: Coca Cola Enterprises CR & Sustainability Report 2012 / 2013
2nd Runner-up: Merck & Co Inc Corporate Responsibility Highlights 2012

Relevance & Materiality Winner: Co-operative Group Limited Sustainability Report 2012
1st Runner-up: Miller Coors 2013 Sustainability Report
2nd Runner-up: Novelis Inc Sustainability Report 2012
Openness & Honesty Winner: Smithfield Foods Inc 2012 Integrated Report 1st Runner-
up: Microsoft Corporation Citizenship Report 2013
2nd Runner-up: Co-operative Group Limited Sustainability Report 2012
Credibility through Assurance
Winner:  Novo Nordisk  A/S annual  report  2012 1st  Runner-up:  Co-operative  Group
Limited  Sustainability  Report  2012
2nd Runner-up: Vancouver City Savings Credit Union (Vancity) 2012 Annual Report

Well done to all the winning reports and to the repeat repeat repeat repeat winners.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 09:20AM (+03:00)
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Gone fishing. You coming?
Friday, May 09, 2014
When you are in the process of preparing a sustainability report, there is something you
can't help but notice. It happens very frequently, with the best of intentions. It's the fact
that people keep coming to you with things they did last month or last week and saying:
"That would be good to put in the report." There seems to be a universal expectation that
almost anything people did that was slightly "good" should be part of the sustainability
report,  because  (a)  sustainability  report  should  contain  "good"  things  and  (b)
sustainability reports should contain everything - aka - the more you can cram in, the
more transparent you will appear to be and that can only be a good thing, right?
This approach is not surprising, really. For years we have been talking about "doing
good", giving back", "being nice","good business" and all the other fun phrases you can
probably  think  of.  It's  not  surprising  that  everyone  in  organizations  thinks  that
sustainability reports should be a compilation of the highest number of good things an
organization can muster up, irrespective of how significant they are. We held an Easter
Egg hunt for a local school. We installed a recycling bin in our office. We hired a disabled
person. We installed a low-flush toilet in the CEO's private office. We planted six trees in
a park near our  factory.  We thought  about  carbon emissions.  Four employees now
carpool to the office. We donated left-over carrots from lunch to the local homeless
shelter. Things can get a little ridiculous. Although these little things can actually be
tremendously important for the individuals involved, in the grander scheme of things, and
in the less grander scheme of sustainability reporting, they are probably not quite so
mindblowing.
Similarly, for years we have been talking about transparency. More is more, not less.
More data, more transparent, more sustainable. More details, more respect. More stories,
more  trust.  Transparency  became  this  great  megalithic  everything  that  was  more
important that the substance itself. Transparency at all costs. This had everybody aiming
for the iconic GRI "A", oft noted in press releases as the highest achievement or even the
highest accolade for a sustainability report.
In a culture which was rewarding maximum positive transparency, it's not surprising that
every time someone thought of some small  magnanimous action, it  was considered
eligible narrative for the sustainability report.
But that was then. That was before G4. G4 has helped shift  our mindset to relevant
transparency, not maximum transparency. To the point that, as I conduct the hundreds of
conversations with people in organizations that I  serve as I  help them prepare their
forthcoming  sustainability  reports,  I  sort  of  consider  myself  to  be  somewhat  of  a
fisherwoman.
I fish for the information the report needs, I don't always catch the information the people
want to give.
Writing a sustainability report is like going fishing. You need a good rod, proper bait,
some ice cream to help you pass the time while you reel in several empty rods or old
shoes,  and  infinite  amounts  of  patience  as  you  wait  for  the  prize  fish  to  show.  A
sustainability report made up of prize fish is infinitely more useful than one which contains
a not very discerning collection of general garbage. Haha. If this resonates, get a new
fishing rod.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
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Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)

Posted by elaine at 03:42PM (+03:00)

369



The CSR Reporting Blog Book 2014 and (most of ) 2015

G4 reporting: what's wrong in the financial
services sector?
Wednesday, May 07, 2014
How do you assess the quality of a G4 report? Sustainability reports are complex things
and must meet a wide range of goals, objectives, stakeholder interests in qualitative and
quantitative data, style, tone and conceptual elements and more. Some reports tell a
great story, some tell too great a story, some are more authentic, some are less. Some
reports reflect a maturity of sustainability approach and some reflect the first stages on
what promises to be quite a long journey. Some get the message across, some actually
get the message through. Reviewing sustainability reports is always a challenging task
and often reflects more about the reviewer than the report itself. However, there is one
aspect of G4 sustainability reporting that is not open to interpretation and that is quality.
By quality, I refer to the way in which the report has adhered to the G4 guidelines. Not
just  quality in a general  sense, whether the writing is of  good "quality"  by whatever
standards you choose to apply, or if the data is presented coherently. I mean quality in
the very specific sense of the extent to which the G4 report adhered to the G4 framework
it  declared.  More like integrity.  Whether the report  does what it  declares to do.  If  a
company prepares a G4 report, and declares it to be in accordance with the core or
comprehensive reporting level,  then I  expect to see the elements of  the G4 core or
comprehensive reporting level guidelines reflected in that report. Anything less is poor
quality. Maybe even poor integrity.
However, in the 100 day grace period - which for our purposes can mean the first G4
report issued - we can expect G4 to be a learning process. There are some aspects of
G4 that require some interpretation and judgment - and others which are crystal clear. As
anyone  who  has  read  my  book  Understanding  G4:  The  Concise  Guide  to  Next
Generation Sustainability Reporting will know, a G4 report starts from a different place
than the old generation G3 reports. We would expect to see G4 reports look different, not
just G3 reports with a G4 index. G4 is a different ball game. It is to be expected that the
first G4 reporting cycle, and maybe the first few, will contain some areas of learning,
misunderstanding and inappropriate adaptation, no matter whether this is for all the right
reasons or for all the wrong ones.
The GRI Materiality Matters check, I must admit, is not all that helpful. While it focuses on
checking disclosures against a core set of material indicators, it only goes half way. It
checks whether certain general disclosures exist, it doesn't check whether the issues that
are stated to be material are actually specifically reported. That's a shame. GRI could
play a much bigger role in helping advance the quality of reporting, not just the quantity.
This  has  been  a  problem  I  have  raised  several  times,  and  have  always  failed  to
understand the reluctance of GRI to do more, notwithstanding the immense role GRI has
had and continues to have in driving awareness and scaling reporting to unprecedented
proportions, including through legislation. The quality of reporting is not keeping pace
with the scale of reporting. We are in danger of getting more sub-quality reports faster.
The good news is that G4 has taken off and is fast becoming the standard. In my view,
that  is  definitely  a  step  in  the  right  direction.  Since  the  May 2013 launch,  the  GRI
database shows more than 150 G4 reports that have been published to date. I expect
that will triple by the end of this year.

Coming back to quality,  the encouraging uptake of G4 has regrettably inherited the
sloppy quality of G3. I selected the financial services sector with the largest number by
sector of G4 reports published to date to do a quick review of how G4 is being applied in
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practice by these pioneering organizations. My analysis of 7 randomly selected reports
from this sector is constructive criticism, I hope, and an opportunity to demonstrate how
report quality can be improved. I will focus on the way material Aspects are reported.

Let's  remind  ourselves  what  G4  material  Aspects  are.  Material  Aspects  are  the
sustainability  topics  that  have  been  determined  to  be  most  material  following  an
evaluation  and  prioritization  process  including  input  from  internal  and  external
stakeholders. Organizations may identify hundreds of sustainability topics and then, after
due process, select a shortlist of topics that are representative of the organization's most
significant impacts. Once prioritized, topics are aligned with predefined material Aspects,
of  which  there  are  46  in  6  categories  in  G4  and  more  in  the  Sector  Disclosure
supplements. Where there is no alignment (i.e. the organization prioritizes an issue which
is not one of the predefined Aspects), G4 provides for the organization to retain the topic
as material and deal with it in the report in the same way it deals with Aspects. The GRI
content index shows the location of disclosures relating to material Aspects, both the
DMA (Disclosures on Management Approach) and the performance indicators. Where a
topic that is not an Aspect is selected, the organization must still  report a DMA and
performance indicators.

Simply put: We should quickly be able to see what's material (Aspects) and how these
are reported (DMA and indicators). The G4 Content index should provide the "audit trail"
for these material disclosures, in the prescribed format. In this way, the material Aspect is
the first identifier and then all the relevant performance indicators should be reported in
support of that Aspect disclosure.

Absa (Barclays Africa)
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Barclays  Africa  publishes  an  Integrated  G4 report,  163  total  pages,  with  separate
downloadable G4 Content Index. There is also a Citizenship Report 2013 which declares
itself to be a G3 report, Application Level B, but refers to the GRI Index online which is
actually a G4 Content index. A little confusion among the ranks at Barclays Africa, it
seems to me.
The Integrated Report is declared as in accordance with G4 core level, and the material
issues are identified on page 10:

Barclays Africa defines 24 material issues (topics) in five categories. Within the report,
the bank discloses against these topics using its own Balanced Scorecard approach and
performance indicators. There is no alignment here with G4 material Aspects. Barclays
Africa provides a G4 content index, but this is not presented in a way which enables
correlation between indicators reported and material issues. The material Aspects are not
correlated to issues, they are just listed (as in a G3 report).

There is no easy way to correlate these disclosures to the material issues stated, nor
understand if  the  issues have been reported in  full.  The GRI  content  index makes
reference  to  the  Citizenship  Report  but  no  GRI-based  performance  indicators  are
included in this report. After spending quite some time going back and forth, I conclude
that the Barclays Africa report does not meet the requirements of a G4 core report. That's
not to say it's not a transparent report, and there is a certain logic to Barclays Africa
presenting  its  performance using  the  company's  own Balanced Scorecard  system.
Performance measures are noted in each section and data is disclosed. However, this
Integrated Report declares itself to be in accordance with G4 core, and I do not believe it
is.
Australian Ethical Investments Ltd
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 Australian Ethical published a Sustainability Report for year ending June 2013, G4
comprehensive level with a Materiality Matters GRI check. It  is 61 pages.
The company has identified nine material Aspects and these are listed as: compliance
(product responsibility),  product portfolio,  active ownership,  governance, ethics and
integrity, client experience, shareholder confidence, responsible and ethical investment
and climate change. You may notice that these material Aspects do not entirely align with
the G4 prescribed material Aspects list, but my expectation was that the company would
provide DMA and performance indicators for each nonetheless.
Australian Ethical created a separate appendix for DMA disclosures and used the content
index for performance indicators. However, in the content index, only four material issues
are noted, including one which was not stated as material. Australian Ethical reports
against the material Aspect Employment, but this was not noted as a material Aspect by
the company.

In addition, three material issues - compliance, product portfolio and active ownership -
are reported but the remaining five issues identified as material are not. This report
reflects the company's sustainability performance in many ways and presents quite some
detail. However, there remains a disconnect between what is stated as material and what
is actually reported.  Therefore,  in my analysis,  I  would not confirm this report  as in
accordance with G4.
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Banco Bradesco

Banco Bradesco of Brazil published an Annual Report 2013 which is "in accordance" with
G4. It's a 130 page report in Portuguese - the English version does not seem to be
available just yet. While I don't speako the lingo mucho, I was able to get the gist of this
report. The first thing that struck me was that I couldn't find any declaration that this
report is in accordance at core or at comprehensive level. G4-32 requires this to be
stated, because if it is not, the report is not in accordance. Banco Bradesco's response to
G4-32  in  the  G4  content  index  says  this  is  disclosed  but  I  couldn't  find  it.  This  is
especially surprising as this report has been assured twice! Alongside the self-declarared
in accordance, both assurers, DNV and KPMG, also declare this report as de acordo,
and even, em totos os aspectos relevantes. Here are the statements. Please tell me if the
language barrier is misleading me here, because if it is not, and Google Translate is
doing its job, the assurers apparently are not.

In  this  report,  Banco Bradesco declares  seven material  issues  and aligns  them to
"Aspectos GRI G4" although not all of these actually seem to align with the G4 Aspectos,
as far as I can tell.  I  am not even sure they align with the Financial Services Sector
Supplement.
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 Banco  Bradesco's  G4  content  index  is  G3-style  -  a  list  of  indicators  and  a  list  of
responses. No reference to disclosures on management approach (DMA). No linkage
between the Aspects and the G4 content index.

Another one bites the dust. Apparently.

Danske Bank Group
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 Danske Bank published its 2013 Corporate Responsibility Report, a G4 core report of 64
pages, with a separate online only G4 content index. The report  shows 19 material
issues.

However, Danske Bank does not disclose performance indicators for any of these issues.
None of the issues are aligned with the G4 predefined material  Aspects. In fact the
content index is rather a waste of time.

The DMA disclosures are one-liners that could have been written by almost any company
and offer little value to the reader of this report.  They are rather poorly written. The
reason equal opportunity and non-discrimination is material is stated as "Attaching any
significance  in  work-related  contexts  to  differences  in  nationality,  religion,  sexual
orientation and gender, should be avoided." Duh.Equal opportunity is a material Aspect in
the Labor Practices and Decent Work category, and the required performance indicator
for  a G4 report  is  G4-LA12.  "Composition of  governance bodies and breakdown of
employees per  employee category  according to  gender,  age group,  minority  group
membership, and other indicators of diversity." The content index refers us to pages 48
and 49 of the Corporate Responsibility Report and to the company website (where the
same information is duplicated). In neither case is the information supporting G4 LA-12
reported.  Some supplementary  information  is  provided  (but  not  referenced)  in  the
separate  Corporate  Responsibility  Fact  Book,  but  even so,  this  does not  meet  the
requirements of G4-LA12. Here again, Danske Bank may have done an interesting job in
delivering another sustainability report full of facts and figures and interesting information,
but it is not in accordance with G4 core.

I will take a quick time-out to highlight a nice touch in the Danske Bank report. It includes
several dilemma pages - issues the bank faces that provide particular challenges in
sustainability terms. It's a nice way of demonstrating that finding the best way forward to
address complex challenges is not always so simple. All companies go through this. I like
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the way Danske Bank presents these dilemmas and helps us understand the issues.

dunia Finance

 This 99 page 2013 Sustainability Report is a self-declared G4 core report. It is dunia's
first sustainability report and should therefore be applauded. Clearly, significant efforts
have gone into its production and it contains a lot of interesting and important information.
However, the organization has not quite grasped the meaning of the G4 guidelines and
the in accordance declaration. No material issues are stated anywhere in this report. In
response to G4-19, page 5 is indicated as the disclosure location.

 This  is  page  5.  There  are  no  material  issues  and  no  mention  of  any  process  for
identifying  material  issues.
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This is the G4 content index for performance disclosures. dunia has selected some
performance indicators and notes page ranges where disclosures and DMAs can be
found. There are just a few.

 Great intention, but this is not an in accordance G4 report. Another one not. Grupo
Santos Seguros
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 This was one of the very early G4 reports, the Reporte de Sustenabilidad 2012/2013, a
99 pager at G4 core level. First, there is a table of material issues and the corresponding
material Aspects in G4. There are 12 material issues, and the relevant G4 Aspects are
noted by material issue. Very clear presentation.

 The G4 content index is presented in order of  the material  Aspects defined by G4,
supported by selected performance indicators for each with the enfoque de gestion
(DMA) identified for  each material  Aspect.  This makes it  rather difficult  to correlate
actually  what indicators related to what material  issues.

 Also, there are several material issues without performance indicators, either because
the G4 content index refers to general disclosures, which are not actually performance
indicators, or because there are none. For example, one of the material issues which is
about programas sociales relaiconados a la prevencion y seguridad con la sphere de
influencia doesn't  appear to be associated with any material Aspect or performance
indicator at all.
Now, the Grupos Seguros report is a massive undertaking in transparency, scope, detail
and data. It aligns with G4, UNGC and ISO26000. In fact, it makes so many links and
cross-references  that  you  lose  the  storyline  completely  and  the  report  becomes  a
nightmare in navigation. In any language. In accordance with G4 - extremely borderline....
probably not in the strictest sense. OP-Pohjola Group
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 Op-Pohjola Group has published a Corporate Social Responsibility report for 2013 of 60
pages in accordance with GRI G4 comprehensive level and containing the Materiality
Matters check logo. Op-Pohjola has identified 23 material issues, shown in a matrix in the
body of the report, and later, by G4 relevant categories (with 30 material Aspects).

This  has  the  advantage  of  not  over-facing  the  reader  with  G4 jargon  in  the  report
narrative - enabling the reader to follow the flow while ensuring alignment of material
issues to the G4 material Aspects. Unfortunately, however, both these versions don't
match,  and it  is  not  clear  in  the  structure  of  the  report  itself  where  what  has  been
disclosed. Not only this, but the report does not include Disclosures on Management
Approach in full. For example, the first and most material issue is Customer Privacy.
While G4-PR8 has been reported under the heading "Product Responsibility", there is no
DMA relating to privacy. The G4 content index is a list of indicators unrelated to the
material  Aspects presented. Therefore, in order to follow the "audit  trail"  of material
issues to Aspects to performance indicators, you need to be somewhat of a detective.
Here again, while this report does present a range of relevant sustainability information,
G4 exactly it is not quite. Despite the Materiality Matters check!
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 So, what does all this tell us?

First, the companies are delighted to adopt the G4 guidelines but their behavior doesn't
appear to have changed all that much. G4 is a paradigm shift. It says: decide what's most
important and restructure your thinking, strategy, actions and reporting all around that. It's
not  just  about  doing  what  you  always  did  and  reordering  the  paragraphs  of  your
sustainability report. Of the reports I have reviewed above, there is no real evidence of
this shift in thinking. Instead of using the materiality driven approach, companies in this
sector seem to be doing what they have always been doing and adding in a materiality
matrix or list in order to tick the box. Not the kind of quality we hoped for when G4 was
launched.  Second,  there is  a  certain  appeal  in  delivering a G4 report,  and even in
achieving the Materiality Matters check. It shows you are a leader. But what's the point of
leading if you don't lead well? If you do not understand, or do not want, or cannot get
organized effectively enough to deliver a G4 report in the proper way, then stick with G3
until you can. Or get a GREAT consultant, haha, just saying. Third, let's be clear, all
sustainability reporting is progress and this analysis does not ignore the fact that all the
reports analyzed above are very impressive in many ways, and include many disclosures
that  are important,  relevant  and even material.  In many cases,  they may well  meet
stakeholder  information  needs  and  provide  valuable  insight  into  responsible  and
sustainable business practices. This post is not intended to undermine such positive
practice. However, there is no good way to point out opportunities to improve without
highlighting opportunities to improve. And to end off on a positive note, one of the few
admirable examples I have seen of a G4 report that links material issues to performance
indicators in a coherent way (aside from the ones I have supported writing :)) is Vodafone
India 2012-2013 Sustainability Report.

 This report is structured around the core material issues. See the issues and the content
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list >>>>

And the performance indicators are aligned with these issues and material Aspects, quite
clearly, quite transparently, and quite cleverly.

 The report design is pretty cool as well. All in all, G4, simple, straightforward and clear.
Evidence of deep thinking and integral strategy. Short, compact, coherent report. It can
be done.
So, what went wrong in the financial services sector?

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)

Posted by elaine at 09:33PM (+03:00)
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What would you say to the UN?
Friday, May 02, 2014
If you had the attention of the UN General Assembly in a debate about "Elements for a
Monitoring and Accountability Framework for the Post-2015 Development Agenda", what
would you tell them? I suppose it depends on who you are, where you come from and
what you see.
If  you have been one of  the  leaders  of  the  most  dominant  business  accountability
organizations for the last ten years and have had a top position in the Dutch government,
in charge of human rights, climate change, and scientific research, and had several
international leadership positions, such as chair of an OECD Working Group, OECD
President of donor governments to the Sahel, and Vice Chair of the Oversight Committee
of the Consultative Group on International Agricultural Research (hosted at the World
Bank, with UNPD, FAO, IFAD and 60 governments) and climate change director during
COP 6, when agreement was reached on the Kyoto protocol  under the UN Climate
Change Convention, what would you say?

If you are also a board member of WWF Netherlands, the second largest national WWF
network with almost 1 million contributing members, and of the International Institute of
Environment and Development,  a global  leader in sustainable development,  and of
CORDAID,  a  large  international  development  organization  with  almost  a  thousand
partner organizations in 36 countries, combining emergency aid and structural poverty
eradication, and of the SEED Initiative, a global partnership for action on sustainable
development and the green economy, and of Women in Europe for a Common Future
(WECF),  an  international  network  of  over  100  women’s,  environmental  and  health
organizations implementing projects in 40 countries and advocating globally for a healthy
environment for all, assuming you found the time to take a trip to New York, what exactly
would  you  tell  the  UN  General  Assembly,  headed  by  Ban  Ki  Moon  and  including
delegates  from  193  countries?

If you are a dynamic, thoughtful leader with a vision for a better world where business
plays a positive role, how would you formulate your advice to the UN delegates?

This person did that yesterday, May 1, 2014, in the General Assembly. Yes, of course, I
am talking about Teresa Fogelberg, Deputy Chief Executive of the Global Reporting
Initiative. And this is what she said:
"
A  successful  post-2015  Development  Agenda  will  require  a  robust,  inclusive  and
transparent monitoring and accountability framework. Accountability extends beyond
government,  and applies to all  stakeholders being held accountable for their  role in
implementing a universal development agenda. And that is what I will do today: address
business accountability.
There is a unique momentum bringing together two global currents, two movements: 1)
the business and stakeholder movement behind the growing integration of sustainability
considerations in business and 2) the growing accountability practice developed in the
field of Sustainability Reporting over the past years, with the overall inter-governmental
monitoring of Sustainable Development Goals (SDGs).
The reality is that the private sector is diverse. Fortunately the number of companies that
appreciate the importance of their social and environmental performance is growing. But
this realization is still far from universal. The UN Global Compact, the World Business
Council for Sustainable Development and the Global Reporting Initiative are the central
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global  players  advancing this  practice.  We have joined forces in  a  new Alliance to
establish  a  strong  link  between  this  growing  practice  among  business  and  their
stakeholders and the SDGs. We call our alliance the Post-2015 Business Engagement
Architecture. We felt  proud when UN Secretary-General Ban Ki-moon launched it  in
September 2013.
The plan is to develop private sector guidance that will help companies enhance their
sustainability management and reporting with a view to global sustainable development
goals and targets. The Alliance partners will work together to add a chapter to GRI’s
global standard to make the connection to the forthcoming SDGs. This would provide an
important  element;  a  crucial  piece  of  the  jigsaw  in  crafting  the  Monitoring  and
Accountability Framework for the Post-2015 Development Agenda. It would mean that
the wheel would not have to be re-invented, and that thousands of companies would
bring their commitment and experience to the post-2015 implementation arena.
So what is the current global business accountability mechanism, used today as standard
practice by thousands of companies from all  continents? The topic of private sector
accountability has appeared prominently on the agenda for over two decades now. The
drivers have been a lack of  public trust  and a more restrictive operative license for
companies. Opportunities for establishing a green economy and new markets have also
arisen. There is no accountability without transparency – so sustainability reporting has
become a key accountability tool for many companies and their stakeholders.
This  is  how  the  Global  Reporting  Initiative  (GRI)  was  born.  It  started  as  a  multi-
stakeholder movement by companies, civil society, labour unions, the World Bank and
various foundations.The UN Environment  Programme (UNEP) welcomed GRI  as  a
collaborating center and facilitated its establishment as an independent international
organisation, based in the Netherlands (and now with satellite offices on all continents).
GRI established key partnerships through Memorandums of Understanding with inter-
governmental organisations like UN Global Compact (UNGC), the OECD and UNCTAD,
where GRI actively contributes to the intergovernmental Working Group on International
Standards on Accounting and Reporting (ISAR). Over the years, investors and stock
exchanges  have  increasingly  become  engaged  in  business  accountability  and
sustainability reporting or disclosure, as they call it. One important initiative launched in
Rio in 2012 is the Sustainable Stock Exchanges Initiative, hosted by UNEP/FI, UNGC
and UNCTAD.

Governments first referred to environmental reporting at the United Nations Conference
on Environment and Development in 1992. In Agenda 21 of the Conference, they agreed
that  business  and  industry  should  be  ‘encouraged  to  adopt  and  report  on  their
environmental records, as well as on the use of energy and natural resources’. Building
on this, the World Summit on Sustainable Development also underlined the importance of
reporting by noting the need to enhance corporate environmental and social responsibility
and accountability, including through actions such as ‘public reporting on environmental
and social issues’.

In 2002, at the UN World Summit on Sustainable Development in Johannesburg, GRI
launched the first mature version of the GRI Guidelines. These had been created as a de
facto standard through a formal multi-stakeholder due process, with all  stakeholder
constituencies and geographic regions represented. GRI was referenced in the World
Summit’s Plan of Implementation. Paragraph 18 of the Report reads as follows:

Enhance corporate environmental and social responsibility and accountability. This would
include  actions  at  all  levels  to:  (a)  Encourage  industry  to  improve  social  and
environmental  performance  through  voluntary  initiatives,  including  environmental
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management  systems,  codes  of  conduct,  certification  and  public  reporting  on
environmental and social issues, taking into account such initiatives as the International
Organization for Standardization standards and Global Reporting Initiative guidelines on
sustainability  reporting,  bearing  in  mind  principle  11  of  the  Rio  Declaration  on
Environment and Development; (b) Encourage dialogue between enterprises and the
communities in which they operate and other stakeholders;  (c)  Encourage financial
institutions to incorporate sustainable development considerations into their decision-
making  processes;  (d)  Develop  workplace-based  partnerships  and  programmes,
including  training  and  education  programmes.
The GRI Guidelines consist  of  accountability principles and standard disclosures or
indicators  in  the  environmental,  social,  and  economic  and  governance  spheres.
Examples of standard disclosure fields are employment, gender equality, human rights,
climate change, biodiversity, pollution, water use, corruption, as well as payments to
governments  and  local  communities.  All  of  these  disclosures  are  based  on  key
sustainable development-related UN Conventions (for example, the Universal Declaration
of Human Rights, the three Rio Conventions, many ILO conventions, and CEDAW). In
addition, the GRI guidelines provide a reporting language for three of the most important
international  normative  frameworks:  the  UNGC ten  principles,  the  OECD Guiding
Principles for MNEs and the UN Guiding principles for Business and Human Rights.

In May 2013, GRI launched the fourth generation of the most widely used comprehensive
sustainability reporting framework in the world, its Sustainability Reporting Guidelines -
G4. The launch marked the culmination of two years’ extensive stakeholder consultation
and dialogue with a diverse constituency of hundreds of experts across the world. G4
places the concept of materiality at the heart of sustainability reporting. This means
encouraging organizations to report only on issues that are material to their organization,
on the basis of a dialogue with their stakeholders. This in turn will result in sustainability
reports that are more strategic, more focused, more credible, and easier for stakeholders
to navigate. Such reports will center on the issues critical for achieving the organization’s
main  goals,  and  managing  its  economic,  environmental  and  social  impacts.  An
organization might monitor many sustainability indicators, but it should report only on the
most material ones.
The result is stunning. Today, 5,800 companies from around the world measure their
sustainability performance, and can be held accountable through their public reporting.
The majority of these (3,600) are officially registered GRI reporters. However, 5,800
companies is just a small part of the 80,000 or so existing large companies. The single
largest  factor  in  the  acceleration  of  business  accountability  is  government  policy.
Governments use different policies to advance sustainability reporting, ranging from
incentives such as transparency awards (for example in the Netherlands), credit and
investment facilities, and voluntary guidelines, to regulation and mandatory reporting. As
the “Carrots and Sticks” research by UNEP, GRI and Stellenbosch University has shown,
there has been a steep increase in reporting policy. The latest data - collected in 45
countries - indicate that there are 180 regulations, of which over 70% are mandatory.
Research by  the  Harvard  Business  School  has  revealed that  mandatory  corporate
sustainability  reporting  increases the  social  responsibility  of  businesses.
In the last month alone, there have been three key examples of government policy and
regulation in this area:

The EU Directive on disclosure of non-financial and diversity information by certain large
undertakings and groups which was adopted last month by the European Parliament
introduces measures that will strengthen the transparency and accountability of about
6,000 companies in the European Union. Public interest enterprises with more than 500
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employees will soon have to report on environmental, social anti-corruption, bribery and
human rights-related matters on a ‘report or explain’ basis. The statement will have to
include a description of the policies, outcomes and the risks related to those matters.
There will be no strict requirement on the reporting framework, however, – companies are
expected to rely on one of the internationally recognized frameworks (GRI amongst
them). The EU regulation is inspired by Danish national reporting legislation. The Danish
Government has held an annual review of effectiveness and impact of this regulation,
performed  by  the  Copenhagen  Business  School  in  collaboration  with  the  Danish
Business Authority. The results are quite encouraging. More information is available on
the business performance on sustainability and human rights; and the motivation by
business is high.

The  State-owned Assets  Supervision  and  Administration  Commission  of  the  State
Council in China is currently working on an updated document called the Suggestions on
State Owned Enterprises’ Fulfilment of Social Responsibilities, the first iteration of which
was issued in 2008. They have invited a team of experts to review the first draft and
provide  feedback.  The  Head  of  the  GRI  Focal  Point  China  was  included  in  the
consultation  process.

India has legislated company expenditures on Corporate Social Responsibility, as of April
1 of this year. The Companies Act 2013 mandates that companies—including foreign
firms—with a minimum net worth of $500 million and net profit of at least $5 million spend
two percent of their profit on CSR. An estimated 8,000 companies are affected. All these
regulations will have a multiplier effect on business accountability.

The Group of Friends of Paragraph 47 is a government-led initiative that was born in
June 2012 following acknowledgement of the importance of corporate sustainability
reporting  in  Paragraph  47  of  the  Outcome  Document  of  the  2012  United  Nations
Conference on Sustainable Development (Rio+20) – ‘The Future We Want’. The Group,
which was initially formed by countries who were pioneers in the practice of sustainability
reporting such as Brazil, Denmark, France and South Africa, now has ten government
representatives. UNEP and GRI support the group in a Secretariat capacity and provide
technical support and guidance in concert with others.

As I explained above, the Alliance partners will work together to add a chapter to the
GRI’s  global  standard  to  make  the  connection  to  the  forthcoming  Sustainable
Development  Goals  (SDGs).  This  adapted Sustainability  Reporting Framework will
provide business, stakeholders AND governments with a tool to assess and to create
dialogue about their contribution to the SDG’s. Governments can use the disclosure and
reporting  by  companies  at  an  aggregate  level,  to  review  the  performance  of  the
companies in their countries. But they can also use it to get information about foreign
companies investing in  their  countries.  And civil  society  and consumer or  research
organisations can use the data to benchmark business performance per sector,  per
region.

Preparation work is now fully underway. We cooperate with the Sustainable Development
Solutions Network (SDSN), which maps and develops performance indicators, targeted
at  government  and national  levels.  Performance indicators  for  business demand a
specific methodology. This addition to the global standard would include new elements,
depending on the goals that are agreed. One example could be more explicit or detailed
disclosure  on  the  financial  contribution  by  companies  to  the  post-2015  means  of
implementation. That would help governments, auditors general and other stakeholders,
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to  monitor  and  review business  contributions  in  their  own countries.  There  is  also
cooperation with the UN Statistics Division: here, the ambition is to facilitate the capture
of the private sector’s contribution to sustainable development in the macro-economic
indicators being developed to measure progress on SDGs. Sustainability reporting can
help with data publicly disclosed by companies.

In conclusion: the private sector is a huge force in a post-2015 development agenda. It is
extremely important  that  companies around the world measure,  monitor  and report
publicly on their contribution to the SDGs – both in terms of their financial contribution to
the means of implementation, as well as on the impact of their core business. Let’s use
today’s business accountability framework in the field of sustainability reporting: and let’s
transform this into a post-2015 Business Accountability Framework. GRI, as a member of
the Business Architecture Alliance,  and its  many partners,  is  ready to help make it
happen.
"

That's what Teresa Fogelberg said, and it was well said.

In  a  world  where  not  enough  companies  are  engaged  in  advancing  sustainable
development, and those that are have a lot more to do, despite progress made so far,
Teresa's call to action to make sustainability reporting more central to business, more
relevant,  more transparent where it  counts, and more aligned with the needs of our
shared future, is exactly what the UN General Assembly needed to hear. I just hope they
listened.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 10:47AM (+03:00)

Comments
1. Re: What would you say to the UN?

- ANTONIOVIVES May 03, 2014

Do not these efforts to expand the remit and power of GRI end up making it more elitist
and complicated for the millions of non-multinationals?

How many companies have impact and can/should report on the SDGs?

Do we need a GRI fro the other 99% of companies?

IIRC and SASB do not exist anymore?

2. Re: What would you say to the UN?

- elaine May 03, 2014

Hi Tony, I think it is an interesting approach to review how sustainability reporting can
align with what are considered to be the most pressing issues facing the future of society
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and planet. I am not sure this means excluding those companies who use G4 from
continuing to report. As now, some companies will be more aligned with global issues,
some will be closer to issues that are more directly relevant to their operations. Yes I
think 99% of companies should disclose on sustainability impacts at some level. No,
IIRC and SASB do not exist in this space, they never have done, they are both tools of
financial interests, value creation and risk mitigation, and not necessarily aligned with
the advancement of global sustainability. elaine

3. Re: What would you say to the UN?

- ANTONIOVIVES May 03, 2014

Agree, but is a matter of priorities and impact.

No, I do not mean that it will exclude those using G4 (elite, with resources to spend), it
will scare away those that use G3 or no G at all.  Shouldn´t they be concerned about
getting more companies to report?

Now we are about to increase the confusion between Corporate Sustainability (original
GRI mandate) and Planet Sustainability.  Yes, one depends on the other but for the non-
elite, non-multinationals, for the 99% of business the relationship is weaker, a lesser
priority. GRI instead of broadening the market to bring more companies to do and report,
it is expanding the scope for the elite, members of WBCSD.

IIRC will eventually (long term) lead companies to have to measure and report on their
impact on the non-financial capitals, natural, social, relational, intellectual, etc.

SASB will also lead companies to focus on their impacts.

Yes, they are "tools of financial interests", but isn´t our objective in life to make sure
sustainability impacts financial returns, so that money is directed to it?

All of this is fine, but I afraid GRI is losing its direction. Putting politics and image before
impact.

Sorry for the long winded arguments, but the discussions (the two "sustainabilities" and
the expansion of reporting and hence action) must be had.

Regards

4. Re: What would you say to the UN?

- MikeRiddell May 04, 2014

I agree with Antonio that sustainabilty reporting is complicated, elitist, expensive and
largely meaningless.

Why is it meaningless? Because it is complicated and elitist and the majority of people
don't understand its relevance to them as consumers or citizens.
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6,000 European Sustainability Reports... coming
soon
Thursday, April 17, 2014
Get  ready,  folks.  The  sustainability  reporting  revolution  has  just  heated  up.
Congratulations to  the European Parliament  for  taking this  major  step towards the
transparency and accountability of European business. On 15th April, 599 members of
the European Parliament passed a vote to amend Directive 2013/34/EU and require
mandatory  disclosure  of  non-financial  and  diversity  information  by  certain  large
companies and groups on a "report or explain" basis for all  European-based "Public
Interest Entities" (PIEs) of 500 employees or more (or by parent companies of European-
based 500+ PIEs). This Directive will come into force when ratified by the EU Member
States in the European Council which is expected to formally adopt the proposal in the
coming weeks.

(PIEs include listed companies as well as some unlisted companies, such as banks,
insurance companies and other companies that are so designated by Member States
because of their activities, size or number of employees.)

 RCV= Roll Call Vote: In favor, against, abstentions on 15th April 2014
For those of you who want to see all the detailed published by the EU Commission, you
can find them here. For those of you who want the headlines that I picked out from the
EU communication docs, including the Q&A, read on (red highlights are mine).

Companies covered by the Directive,  aka PIEs,  will  be required to disclose in their
management report relevant and material information on policies, outcomes and risks,
including due diligence that they implement, and relevant non-financial key performance
indicators  concerning environmental  aspects,  social  and employee-related matters,
respect for human rights, anti-corruption and bribery issues, and diversity on the boards
of directors.

This information should include:
• a brief description of the group's business model
• a description of the policy pursued by the group in relation to those matters, including

due diligence processes implemented;
• the outcome of those policies
• the principal risks related to those matters linked to the group's operations including,

where relevant and proportionate, its business relationships, products or services
which are likely to cause adverse impacts in those areas, and how the group
manages those risks

• non-financial key performance indicators relevant to the particular business.
Where the group does not pursue policies in relation to one or more of those matters, the
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consolidated non-financial statement shall provide a clear and reasoned explanation for
not doing so.

Companies will  retain flexibility to disclose relevant information in the way that they
consider most useful, whether this is as part of their annual report or in a separate report.
References to acceptable international frameworks include the UN Global Compact, the
German Sustainability code, ISO26000, OECD Guidelines for Multinational Enterprises
and of course, GRI.

Currently,  around  2,500  large  EU  companies  disclose  environmental  and  social
information regularly. This Directive, applying to PIEs with more than 500 employees, will
affect around 6,000 large companies and groups across the EU. Millions of SMEs are
excluded from this legislation, which makes sense.... for now.

The Directive does not require comprehensive reporting on environmental and social
aspects (although the Commission certainly encourages it). The Directive requires only
the disclosure of certain information on policies, outcomes and risks. This is estimated to
result  in an additional  direct  cost  for  large companies of  less than €5,000 per year.
(Though who knows how this was calculated!)
Several  measures  have  been  taken  to  limit  the  administrative  burden  for  larger
companies. For instance, the disclosure requirements may be fulfilled once at group
level, rather than by each affiliate in the group, and auditing aspects are limited to an
annual check. However...
The Directive requests that the Commission examines and reports back by July 2018 on
the possibility of introducing an obligation requiring large undertakings to produce, on an
annual basis, a country-by-country report,  containing information on, as a minimum,
profits made, taxes paid on profits and public subsidies received.

The Directive focuses on environmental and social disclosures. Integrated reporting is a
step ahead, and is about the integration by companies of financial, environmental, social
and  other  information  in  a  comprehensive  and  coherent  manner.  To  be  clear,  this
Directive  does  not  require  companies  to  comply  with  integrated  reporting.

 The Commission shall prepare non-binding guidelines on methodology for reporting non-
financial information, including non-financial key performance indicators, general and
sectoral, with a view to facilitating relevant, useful and comparable disclosure of non-
financial information by Union undertakings. In doing so, the Commission shall consult
relevant stakeholders. The Commission shall publish the guidelines no later than 24
months after the entry into force of this Directive.

YEAH!!!

This is a great leap forward for business transparency. The EU statement boldly makes
the point:

"Transparency leads to better performance. This is true not only about disclosure of
financial  information,  but  also  as  regards  information  on  environmental  and  social
matters. Transparent companies perform better over time, have lower financing costs,
attract and retain talented employees, and are ultimately more successful."
I  am  sure  many  many  people  have  been  instrumental  in  working  towards  this
achievement, but I would like to highlight a few that I personally know have been behind
this great news.
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At the GRI: Ernst Ligteringen, Teresa Fogelberg and Pietro Bertazzi, and the rest of the
GRI team. This legislation is a fabulous validation of the tireless work of GRI over many
years. Teresa Fogelberg, the dynamo behind GRIs government relations and advocacy
team, said in the GRI Press Release:

“This directive is the vital catalyst needed to usher in a new era of transparency in the
largest economic region in the world. This is a truly historic moment and I am confident
that this is just the beginning of a new era for transparency and sustainable and inclusive
growth in the EU.”
This is also a fabulous conclusion to an era at GRI which has been led by the formidable
Ernst Ligteringen. Ernst announced his intention to step down from 11 years of GRI
leadership earlier this month, and he continues as Chief Executive while the organization
seeks its next leader. It is very fitting that this culmination of so many years of effort
should  be  just  in  time  to  constitute  a  tribute  to  his  leadership  and  contribution  to
sustainable  and  transparent  business.
At the EU: European Parliament Rapporteur on Corporate Social Responsibility Richard
Howitt MEP proposed this change way back in 1999, and has been working consistently
since then to get the Euro folks moving. I heard Richard talk passionately about the need
for this legislation a couple of years back, hearing his confidence that such legislation
would become reality in the not too distant future. This is a validation of his efforts, as well
as all the other EU parliamentarian pioneers that drive positive change in our society.
See Richard's notes on Facebook here.

For further light reading, some articles already published:

eRevalue blog: Tuesday April 15th 2014: a good day for the corporate world
The Sustainability Report: European Parliament adopts standards for ESG disclosure
Compliance Week: European Parliament approves new rules for non-financial disclosure

This Directive is, I believe, very wise.

It  is  non-prescriptive  enough to  allow flexibility  about  the  nature  of  disclosure  and
frameworks and data points so as to enable companies to get on board whatever stage
of the journey they are at, without having to start again from a blank page. At the same
time, it clearly sets a new standard of expectation for disclosure.
It focuses on relevance, materiality, process and outcomes. Coincidentally, or perhaps
not so coincidentally, this is the heart of G4. Disclosure is not for disclosure's sake. It is
part of an entire connection of business impacts on society and the environment. This
approach will hopefully ensure we don't see just a list of numbers clumped together in an
Annual  Report,  but  a  serious  and  sensible,  meaningful  and  valuable  account  of  a
company's  impacts.
It exempts smaller and non-listed companies. For the time being. Completely logical. With
a target of a total of 6,000 companies, of which only 2,500 currently report, this is going to
be tough enough to implement and enforce. Maybe later.... the scope could be expanded.
All that is needed now is a further Directive which requires all adults in the EU to actually
take an interest in the non-financial disclosures of PIEs and provide feedback to such
companies as to how they are or are not meeting their expectations. However, I guess
that's a Directive which might take a little longer to approve. In the meantime, we are
making progress. Well done to all those involved. Good luck to all those affected.
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elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 08:08AM (+03:00)
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20 Illities of Sustainability Reporting
Thursday, April 10, 2014
There are many different elements - I am calling them call them illities - which are worth
taking into account when producing a sustainability report. As I witness the transition of
G3 to G4... yes.. more than 50 G4 reports to date in my personal G4 database ... and
more on the way.... I thought it might be worth taking a step back and highlighting some
of the features that make sustainability reporting sustainability reporting. In a good sense,
that is. You may recognize some of my illities as part of our regular reporting frame of
reference, but I added a few new ones as light refreshment. Accessibility: If people can't
find your report in two clicks, it's not accessible. Navigability: If I can't quickly find what I
want in your report through a keyword or content index, or super interactive hyperlinked
document, your navigability sucks. Usability: If your report contains clearly articulated,
relevant,  material  information  and  good  data  charts,  then  people  can  use  it  in  a
meaningful  evaluation  of  your  company's  performance  and  sustainability  impacts.
Comparability: Comparability for me is really about comparing yourself to your former
self. In reporting, comparing companies to other companies is like comparing gummy
bears with jelly tots, but comparing companies against their own prior performance and
declared targets is infinitely more interesting and insightful. G4ability: This term is not yet
in the dictionary. But it will be. If your report is G4, then it should be G4. The scope for
interpretation of the G4 guidelines, significant though it is, does not usually stretch to
doing anything you want and calling it G4. Which is what a proportion of the 50 reports in
my aforementioned database apparently have felt it's ok to do. More about this in future
posts. Bet you can't wait. Credibility: Yep, don't forget the bad news. Remember that
every bad story has a good side. I am still  finding that there is a great reluctance by
companies to present challenges (gentle translation: things that didn't go so well) when
really that's the first thing people look for in sustainability reports to prove that it's not all
green, blue and whitewash. Reliability: Can we rely on your information and your data?
How do we know? Assurance doesn't seem to cut it as a sole measure of the reliability of
your report content,  and is not a substitute for consistent,  substantiated information
presented clearly. Salvageability: This is important if you produce a very bad report. You
will have to use other means to restore (salvage) your reputation. Appability: This term is
not yet in the dictionary. But your report should be totally appable. Even though I tend not
to use report apps so much, I want them. Digestibility: If I can't read your report without
getting indigestion, Houston, we have a problem. Adorability: Who would've thought this
word could appear on the same page as the words sustainability report? Well, I have
news for  you.  I  adore the reports  I  write,  and find many of  the reports  I  read quite
adorable too. Change your paradigm. Illegibility: This is what your report should be not.
Squeezabiltiy: You should test your report for squeezability before you publish. Squeeze
out the redundancy, repetition, schmaltz, self-congratulations and all the bits where you
say  you  are  proud  of  what  you  have  achieved  but  there  is  more  to  be  done.
Weatherability: You should report, whatever the weather. Metaphorically speaking of
course. Political weather. Company profitability weather. Public controversy weather.
Don't  let  the weather stop you delivering your report.  It's  always reporting weather.
Visibility: Put your report where people are. Reports shouldn't be hidden away behind a
firewall.  If  you  published  it,  get  it  out  there.  Don't  wait  for  people  to  look  for  it.
Translatability: If you use totally jargonified babbly techy speaky, Google Translate will do
a  really  bad  job  with  your  report.  And  Bing  will  completely  decimate  it.  Help  your
stakeholders by enabling your report to be read in 123 languages at the click of a click.
Biodegradability:  If  you print  your  report,  make sure it  can be broken down into  its
constituent parts. And if necessary, be sent to landfill without causing soil contamination.

393



The CSR Reporting Blog Book 2014 and (most of ) 2015

Recyclability: Of course, any sustainability report should be recyclable. In fact many are. I
call this the copy-paste syndrome. Some reports are too recyclable. Combustibility: This
is something that every report should be. Some of them, before they are even published.
And finally, the totally most important ility for any sustainability report is ..... Memorability
The reports that we remember are the ones that change us, and change the way we
relate  to  the  companies  that  published  them.  We remember  the  fact  that  we were
impressed, or otherwise, with the report, or we may remember a visual, or a quotation, or
a piece of information. Good or bad. We remember that. In other words, your report is
always memorable. Your objective is to ensure it's positive memorable and not negative
memorable. elaine cohen, CSR consultant, winning (CRRA'12) Sustainability Reporter,
HR Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to
Next  Generation  Sustainability  Reporting  AND Sustainability  Reporting  for  SMEs:
Competitive  Advantage  Through  Transparency  AND  CSR  for  HR:  A  necessary
partnership  for  advancing  responsible  business  practices  .  Contact  me  at
www.twitter.com/elainecohen or  via  my business website  www.b-yond.biz  (Beyond
Business Ltd,  an  inspired CSR consulting  and Sustainability  Reporting  firm)

Posted by elaine at 12:41AM (+03:00)
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The Commoditization of Materiality Feedback
Thursday, March 06, 2014
A popular post of a while back related to us poor cheapskate consultants not accepting to
do work for free. I got a lot of feedback on that post, all of it positive and supportive. This
time, I want to refer to a different challenge, as while some of the symptoms generally
show up in the same form, this is rather different.
Let's start with a case in point. I recently received the following email - representative of
several of those I receive on an every increasingly frequent basis.
Dear  Ms.  Cohen,  We  are  undertaking  a  review  of  our  most  material  corporate
responsibility (CR) issues and would greatly appreciate benefiting from your expertise
and perspectives. XXXXXXX has commissioned sustainability consultancy XXXXXXXXX
to undertake half hour telephone interviews and facilitate the materiality analysis. The
Interviews will be between XXXXXX 10th and XXXXXX 28th. The topics covered in the
interview are: • What do you consider to be the most important CR issues relevant to
XXXXXX? • Which areas do you see as current XXXXXXXX strengths and weaknesses
related to CR? • Do you have any expectations or suggestions for XXXXXX future CR
focus? In appreciation of your participation, we will make a $100 donation in your honor
to XXXXXXXX, which helps to reforest communities devastated by natural disasters.
Please let me know by this XXXXX 7th if you are interested in participating and we will
follow up to schedule a 30 minute phone call at your convenience.
And this was my response (to which I have received no reply:)):
Many thanks for your invitation. I believe XXXXXXXX has shown significant leadership in
sustainability matters and in general, I have a high level of admiration for your work.
However, I will respectfully decline to participate in your stakeholder interview session. As
a consultant in the sustainability and CR space, I  assume you approach me for my
professional opinion, rather than just any person who might use XXXXXXX services. The
issues  I  could  mention  "off  the  cuff"  from my general  knowledge of  the  sector  are
probably fairly  obvious and similar  to those which other stakeholders will  raise and
therefore wouldn't add much value. Therefore, providing a professional response would
require specific research and preparation on my part for which I charge a fee. If you are
interested in a professional consultation, I could provide you an offer for such services.
However, I do not feel I can meaningfully contribute in a 30 minute conversation without
proper preparation. Thanks for your understanding and good luck with your process
Now, the point there is not that I am being asked, again, to give professional opinion for
free, but the way in which companies are going about obtaining input for their materiality
processes. These bulk approaches to anyone and everyone are anything but focused
and designed to deliver a result which, in my view, will be of rather limited relevance to
the companies involved.
I call this the commmoditization of materiality feedback. Instead of being knowledgeable,
focused, relevant, and driven by both a level of expertise in the subject matter and a
knowledge of the company in question, and also some basis of relationship with the
company involved as an interested stakeholder of  the company, materiality  input is
becoming broad-scale, technical, hit-and-miss and reminiscent of the days when we all
ticked boxes in order to demonstrate sustainability progress. Ticking the materiality
feedback box is apparently the activity du jour. Cast your net wide and you catch some
fish, but let's not forget, all fish were not created equal.
In the case of the above company, I would barely call myself a stakeholder, beyond the
fact that, as a citizen of the world, I am a stakeholder of every company in the world that
has an impact on anything in the world. But that's taking the concept of stakeholder to
unmanageable proportions.
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GRI defines stakeholder as (my highlights):
"Stakeholders are defined as entities or individuals that can reasonably be expected to be
significantly affected by the organization’s activities, products, and services; and whose
actions can reasonably be expected to affect the ability of the organization to successfully
implement its strategies and achieve its objectives. This includes entities or individuals
whose rights under law or international conventions provide them with legitimate claims
vis-à-vis  the organization.  Stakeholders  can include those who are  invested in  the
organization (such as employees, shareholders, suppliers) as well as those who have
other  relationships  to  the  organization  (such  as  vulnerable  groups  within  local
communities,  civil  society)."

As a consultant and critic of reporting, I may refer to this company's report on the CSR
Reporting Blog or other reviews I publish. But I still don't think this meets the definition of
stakeholder as it's doubtful that my writings can reasonably be deemed to affect the
organization etc.

I suspect we will be seeing many more companies attempt to engage us all in their new
we-have-seen-the-light materiality investigations. This is a good thing. Materiality is
becoming part  of  the new sustainability  awareness of  corporations.  Companies are
wanting to get focused. That's fabulous. But moving in a new direction requires a new
mode of transport. Trying to get to a different place using the same behaviors that landed
you here ain't gonna cut it. You just end up in another wrong place.

The objective of the stakeholder material engagement process is not to reach out to as
many voices as possible. The objective is to reach out to the voices that count. Voices
count  because  they  belong  to  meaningful  stakeholders,  who  have  some  form  of
relationship with the company, or who are leading external expert voices in matters
relating to a company's sector and have, or can develop, enough specific knowledge to
provide focused and useful input. In my view, it is far better to have conversations with a
few relevant people that engage at a deeper level than to consult the masses and get
input which is so broad and varied that it is of no use in making decisions. With great
respect for James Suroweicki whose book I tremendously enjoyed, I fear that stakeholder
engagement is not a case for the "wisdom of crowds". It's a case for widsom. Period.

In this sense, company XXXXX above was moving in the right direction - by asking to
have a telephone conversation rather than send me a SurveyMonkey link. However, in
selecting me, a stranger to their company and one who is not known for expertise in their
industry sector, it indicates to me that the approach to materiality analysis is off track. It's
like me asking a train driver if she thinks I should buy a new refrigerator. The train driver
might have an opinion but well, unless she is a former refrigerator saleswoman, is her
input really of so much value? (PS. I don't need a new refrigerator at present, but if
anyone has any suggestions just in case ....  )

The new drive for focused materiality is causing companies to rethink the way they
develop  sustainability  strategy  and  report  on  performance.  I  am genuinely  seeing
companies wanting to change and leading processes to help them define material issues.
It  is  happening.  It's  actually  really  encouraging.  It's  also  engendering  a  phase  of
materiality  experimentation.  That's  also  good.  Many  roads  lead  to  materiality,  as
someone  wise  once  said.  I  think.

But let's not ignore the dangers. Tickboxing is a bad habit  in terms of sustainability.
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Whether  this  is  tickboxing  a  number  of  stakeholders  we  interviewed  or  sent  a
questionnaire to, or tickboxing a list of material issues that appears in a SASB standard
or in the newly-published 10 GRI G4 Sector Disclosures without having done the analysis
and engagement work, it's bad. Stakeholder engagement and dialog is not something
you can commoditize. It always has to be targeted, relevant, meaningful and supportive
of processes which have decisions at the end of them.

A  respected  colleague-consultant,  Dwayne  Baraka,  recently  published  a  guide  to
materiality, and it might be relevant for the companies that are currently grappling with
defining or validating materiality ... including XXXXXXXXXX ... to read it.

In the meantime, anyone who has invented a questionnaire-fatigue antidote stands to
make millions over the next few years.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 11:50PM (+02:00)

Comments
1. Re: The Commoditization of Materiality Feedback

- KumarAle March 07, 2014

Dear Elaine,

None of my business but I wish you were on LinkedIn, so that I could share your article
with my friends there.

Sincerely,

Kumar Ale
(P.S.: I don't work for LinkedIn)

2. Re: The Commoditization of Materiality Feedback

- IanWood March 07, 2014

And I wonder whether you were identified as a 'stakeholder' by company xxxxx or
sustainability consultancy XXXX

3. Re: The Commoditization of Materiality Feedback

- JenBoynton March 11, 2014

I got the same inquiry as you Elaine. I agree with you that the organizers were after your
professional opinions (which they should pay for).

I do think those - your opinions as a professional -  are useful to the materiality and
stakeholder feedback processes. We are stakeholders as people with an interest in the
quality of reporting conducted by companies. The intel companies receive from our
feedback is useful to the materiality process, but it does need to come in addition to
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feedback from other kinds of stakeholders (as you so aptly state).

4. Re: The Commoditization of Materiality Feedback

- elaine March 12, 2014

Thanks for comments. Ian, no idea who identified me as a "stakeholder" and Jen, yes,
we agree!
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Rights is the new black
Thursday, February 27, 2014
At the Third Smarter Sustainability Reporting conference this week in London (more
about that to come on the CSR Reporting Blog), we were privileged to hear from Erinch
Sahan, Policy Advisor, Private Sector, Oxfam GB about the updated Behind the Brands
Scorecard, released today, 26th February. Erinch gave a passionate, informative and
entertaining overview of the work he and his team have been leading at Oxfam. Sort of a
Behind the Scenes at Behind the Brands.
As you may know, Behind the Brands is part of Oxfam’s GROW campaign to help create
a world where everyone has enough to eat. Oxfam says that while the food system is
complex and its  problems multi-faceted,  we know that  the world’s  largest  food and
beverage  companies  have  enormous  influence.  Their  policies  drive  how  food  is
produced, the way resources are used and the extent to which the benefits trickle down
to the marginalized millions at the bottom of their supply chains. The Behind the Brands
Scorecard assesses the agricultural sourcing policies of the world's 10 largest food and
beverage companies. It exclusively focuses on publicly available information that relates
to the policies of these companies on their sourcing of agricultural commodities from
developing countries. Companies selected are those with the largest overall revenues
globally,  and  are  included  in  the  Forbes  2000  annual  ranking,  which  measures
companies on the basis of composite sales, assets, profits and market value. The intent
is to provide stakeholders with information about the brands they engage with, and also
urge them to take action to drive these companies to do more to address issues in their
supply chains.

The work of the Oxfam team started with an initial assessment a year ago, and during
that time there have been significant instances of engagement with the companies in the
Behind the Brands scorecard and several achievements can be noted. For example, on
issues relating to lack of gender ineqality in chocolate supply chains, Mars, Nestle and
Mondelez all committed to investigating barriers to women and making plans to address
these,  as  well  as  signing  the  UN Women's  Empowerment  Principles.  Similarly,  in
focusing  on  the  issue  of  land  acquisition,  Oxfam was  able  to  drive  change.
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Since  this  campaign,  which  urged  companies  to  establish  and  implement  a  zero
tolerance policy on land grabbing, including adherence to the principle of FPIC (free prior
and informed consent) in the operations of the company and its suppliers, Coca-Cola
announced a set of industry-leading commitments to protect the land rights of farmers
and communities in the world’s top sugarcane-producing regions. Other major companies
have followed suit with declarations of policy and new action in this area. Behind the
Brands, therefore, is not only a review of policy but a powerful  tool  to drive change
through transparency, engagement and focus.

When the original Behind the Brands scorecard was published, I admit to having some
reservations about a tool which tracks only declared policy rather than actual practice. I
asked Erinch Sahan about this. Here are his thoughts:

1. We chose policies that link to processes that would be harder to disclose without
changing behavior.
2. Tracking policy also allows others to hold companies to account. Once there is a public
commitment from global companies to do something, local efforts to improve practices on
the ground have greater legitimacy and influence.
3. Most importantly, most of the indicators require companies to be more engaged in their
supply chains collect information on the issues and often, conduct joint projects with
suppliers and stakeholders to address issues and have the right requirements in supplier
codes and guidelines. In our experience, these correlate strongly with the companies who
are doing more on the ground.

After hearing about the massive progress that has been made in issues largely ignored in
most of  the Sustainability Reports of  large food companies to date,  I  am tending to
believe that Behind the Brands is indeed an effective tool to drive performance change,
proving one of  my long-time mantras:  transparency (and reporting) is  a catalyst  for
performance improvement.

Erinch was kind enough to send me some further information explaining the updated
Behind the Brands Scorecard. Here are his words, a sort of rare "guest post" on the CSR
Reporting Blog.

*******
A year later, Big 10 improving but more is needed
It’s a year since we launched our scorecard. Having clawed through company reports,
analyzing  every  commitment  and  policy  of  the  world’s  10  largest  food  and  drinks
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companies (‘the Big 10’), we scored companies on a range of issues impacting the lives
of people living in poverty around the world. A year later, having rigorously updated the
scorecard, we reflect on how companies are tracking on the seven issues we cover:
workers, farmers, women, land, climate, water and transparency.

Most are improving
The companies are on the right track. All but General Mills have improved their overall
scores since February 2013. The top three (Nestle, Unilever and Coca-Cola) separated
themselves  further  from the  pack  and  saw the  biggest  jump in  scores  with  overall
increases of 10 percent, 14 percent and 13 percent. The companies in the middle of the
pack (Danone, Mars, Mondelez and PepsiCo) saw mild improvements. There were some
improvements  also  at  the  bottom  of  the  scorecard.  Associated  British  Foods  and
Kellogg’s - previously ranked 10th and 8th respectively - saw increases in scores of 7 and
6 percent respectively. As a result, General Mills is now at the bottom of the rankings.

High performers emerging
A year ago, no company could be classified as having “good” policies on any issue
(scoring 8 or above out of 10). There are now two that achieve this feat. Unilever, with its
score of 8 for farmers, has shown true leadership in pursuing supply chains that are
inclusive and fair for smallholder farmers. Nestle (scoring 8 on climate) continues to lead
all companies on climate, where we assess both efforts to reduce emissions and to help
farmers  adapt  to  a  changing  climate.  In  both  cases,  the  results  mirror  broader
assessments of these companies. The Carbon Disclosure Project’s Leadership Index
puts Nestle first  among its  peers,  and Unilever is  widely recognized for  its  work on
dealing more fairly  and inclusively with smallholder farmers.

No longer ignoring land and women’s rights and improvements on climate
A year ago, it was clear that the industry was failing on two key issues: how it addresses
women’s inequality and land rights. Scores were woeful and none of the Big 10 had an
approach that addressed the plight of women working on farms around the world and
none were making suppliers respect the rights of communities over land. In response, we
spent the last year reminding companies about these blind-spots, asking supporters
(nearly 400,000 supporters spoke up), investors (representing billions of dollars asked
the companies to act) and civil society to join us in urging the Big 10 to start addressing
gender and land issues.

The results are encouraging. Led by Coca Cola,  six of  the Big 10 now endorse the
principle of Free, Prior and Informed Consent on land acquisition. This is key in ensuring
communities have a say over what happens to the land they depend upon. Seven of the
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Big  10  have  signed  on  to  the  UN  Women’s  Empowerment  Principles,  which
demonstrates a commitment to ensuring the industry starts addressing the barriers faced
by women on farms and markets around the world. Similarly on climate, companies have
started putting in place targets to reduce emissions and start disclosing more about their
carbon footprint.

Too many issues remain unaddressed
While we saw impressive improvements on women’s rights, land and climate change, we
didn't see the same level of movement in the workers, farmers and water themes. On
these  themes,  (apart  from  Coca  Cola  on  water),  no  company  showed  significant
improvements. On water and workers issues, companies had already picked off the ‘low
hanging fruit’ and taken some steps to strengthen their commitments. For instance, a
year ago, most companies had already recognized the International Labor Organization’s
labor rights conventions and were disclosing key water information through the Climate
Disclosure Program’s Water Program. But a year later, still only PepsiCo recognizes the
UN Human Right to Water and no company has set a specific target to reduce its water
use along its whole supply chain.

On farmers, only four companies (Danone, General Mills Nestle and Unilever), mildly
improved their performance over the course of the year. Most continue to ignore the
importance  of  ensuring  dealings  with  farmers  are  fair  and  inclusive  (e.g.  through
transparent  contracts  and  ensuring  farmers  are  paid  fairly).

What are they hiding?
The industry has started to disclose a little more about their agricultural sourcing, but
many still shy away from revealing who they buy from. Allowing consumers, the public
and communities to work out which producers connect to which global brands is key for
accountability. Though the Big 10 are by-and-large preventing this.

The updated scorecard now also assesses a critical new component of transparency –
taxes – focusing on whether companies disclose information linked to the use of tax
havens. New indicators on transparency now ensure that we better capture this important
theme. People and corporations using tax havens are depriving the world of more than
$150 billion in lost revenue, enough money to end extreme poverty twice over. Through
our new tax indicators Oxfam aims to identify which companies are most open and
accountable in their tax dealings. With the exception of Unilever and Coca-Cola, all the
companies fail miserably in tax disclosure. This helped drag the transparency scores of
four  companies  down  by  1  point,  with  only  Unilever  slightly  improving  its  overall
transparency  score  over  the  course  of  the  year.

What next?
We’ll continue to score the companies on these issues, highlighting where they improve
and  drawing  attention  to  where  they  don’t.  We’ll  also  keep  talking  to  supporters,
investors, civil society and governments to get others to also deliver the message on fair
and sustainable agriculture to the Big 10.

If companies are to show leadership on these issues (and see their scores improve), they
have to start taking some tougher actions, such as:

1. Pay a sustainable price
Addressing sustainability comes at a cost. In many circumstances it may seem to cost
more in the short term to grow ingredients in a way that respects rights, pays farmers and
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workers fair prices and wages, and protects the planet. But the farmers who grow the
ingredients capture a tiny amount of the value of the prices paid by consumers, with
cocoa farmers receiving as low as 3.5 per cent of the price of a chocolate bar, coffee
growers receiving as little as 7 per cent of the price of coffee in supermarkets and tea
farmers getting as little as 1 per cent of the price of tea. With so little of the final price
going to the farmers, ensuring farmers get a fairer and more sustainable price for their
producer won’t necessarily require consumers to pay. It can be covered by a marginal
shift  in  how value and profits  are shared between farmers and the rest  of  the food
system.  For  company  commitments  to  be  more  meaningful,  there  needs  to  be  an
assurance  of  their  intention  to  pay  the  price  for  fair  and  sustainable  production.

2. Proactively find and address problems
The UN Guiding Principles on Business and Human Rights (‘the Ruggie Principles’),
which are quickly becoming the consensus on how responsible companies approach
human rights, ask companies to be proactive in finding human rights risk. It is no longer
acceptable to wait  passively for  problems to pop up.  Too many companies are still
struggling to show they know where the problems are in their operations and remain
uncomfortable opening up their supply chains to scrutiny.

3. Focus on rights and give the poorest real voice
Emerging issues like land and women’s rights are rising up the agenda. Rights is the
‘new black’  in  sustainability  and  recognizing  and  respecting  rights  should  be  core
business for any company. However, ‘voice’ is quickly joining the rights agenda as the
‘next black’. Giving marginalized people a say over their lives (like on land rights where 5
of the ‘Big 10’ are giving communities the right to free, prior and informed consent) is
critical. Whether it’s workers having a say in their working conditions through collective
bargaining,  farmers  able  to  control  their  destiny  through producer  organizations or
women able to raise concerns via women’s organizations, there are many ways the ‘Big
10’ can use their immense power to give people with little power a real voice.

4. Avoid catastrophe on climate change
Climate  change  is  already  having  a  terrible  impact  on  the  lives  of  agricultural
communities around the world. Extreme weather is also impacting the supply chains and
operations of the Big 10. The Big 10 need to both reign in their own emissions (and those
of their suppliers) whilst also helping farmers adapt to a changing climate. More broadly,
the planet needs their powerful voice needs to get behind broader action to tackle climate
change. Oxfam will be increasingly speaking up on this issue.

*****
Behind the Brands seems to me to be doing great work. I guess we will be seeing more
of these issues showing up in the Materiality Matrices of the Big 10 in their new G4
Sustainability Reports in coming years. Thanks to Erinch for great insights and for the
guest post!

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
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Posted by elaine at 02:32AM (+02:00)
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Smarter Sustainability Vacations
Monday, February 24, 2014
And just in time, ahead of the start of the Smarter Sustainability Reporting Conference in
London on Tuesday this week, a quick review of TUI Travel and the exciting world of
sustainable tourism.

TUI Travel plc is one of the world’s leading leisure travel companies, with over 240
brands in 180 countries and more than 30 million customers. With an aim to "make travel
experiences special", TUI Travel employs 54,000 people in 31 key markets.

TUI Travel is a seasoned sustainability reporter and has published five reports to date.
The most recent is a GRI G3 Application Level C report and its a really interesting read.
Apparently tourism accounts for 1 in 11 jobs globally, and 9% of global GDP, so this
industry has a massive impact around the world. TUI outlines some groundbreaking work
in the area of sustainable tourism. It's worth taking a look.

You can track the different ways TUI Travel supports sustainable tourism by going on a
little sustainable holiday journey:

I  managed to get  some perspectives from James Whittingham, Group Environment
Manager, TUI Travel, who will speak at the Smarter Sustainability Reporting conference
on the subject of carbon emissions reporting.

405



The CSR Reporting Blog Book 2014 and (most of ) 2015

 James coordinates TUI Travel plc's work on reducing carbon impacts and other key
environmental impacts and manages the delivery of the TUI Travel's 7 current carbon
commitments that form TUI Travel's Sustainable Holidays Plan 2012-2014, and supports
a wide range of activities including external environmental reporting. James has held the
position of Group Environment Manager since the merger that created TUI Travel in
September 2007 (bringing together the TUI Tourism businesses of TUI AG and First
Choice Holidays plc). Before that, he was the Environment Manager for First Choice
Holidays plc from 2004.

Tell us about your professional background and how you came to be Group Environment
Manager, TUI Travel. What specific experience prepared you for this role?James: I went
on a 6-month secondment  to  First  Choice Holidays in  2003 from an Environmental
Consultancy – basically, I never left! TUI Travel was created from the merger of First
Choice Holidays and the tourism businesses of TUI AG in 2007 and I went from being the
Environment Manager for a company with 14,000 colleagues to the Group Environment
Manager at a company with 50,000 colleagues. Consulting was a good foundation for
getting a broad range of  experience in  different  business segments –  construction,
aviation, healthcare and more. The diversity of TUI Travel means that today I could be
working on supporting our Airline Environment Managers and tomorrow helping one of
our Cruise businesses – variety is the spice of life and all that!
What are your current priorities? And looking toward the next few years?James: To
ensure we deliver as many of TUI Travel plc’s sustainability commitments called the
Sustainable Holidays Plan by the end of this financial year, FY14 – year three of three.
These  commitments  are  arranged  across  four  key  “pillars”:  carbon  management,
colleagues, customers and destinations and I  tend to work primarily  on carbon and
destinations related commitments. These are three-year commitments [2012-2014] and
they  are  scheduled  to  be  delivered  in  a  little  over  six  months  so  I  am  supporting
colleagues from around the business to deliver these and already looking at the next
phase of SD strategy. In the next few years, the business will continue to focus on SD
and I envisage we will be addressing carbon emissions, water, waste, biodiversity, supply
chain and ongoing environmental improvements to destinations we take customers to as
well as the source markets in which we operate.
Tell us a little about the key trends you perceive in sustainable tourism and the most
important  environmental  impacts  that  are important  to  travelers?James:  There is  a
growing awareness among our customers about sustainability, such as the impact of
carbon emissions from flying and the need to ensure that local people get a fair deal from
tourism. Although these issues are not the major deciding factor for most people when
they choose a holiday, it is in the interest of our destinations and the environment that it
becomes a strong influencing factor. In several of our key source markets we have found
a positive correlation between more sustainable holidays and customer satisfaction. We
are encouraging holidaymakers to engage in sustainable tourism through our kids’ club
activities,  school  education initiatives,  customer donation schemes and sustainable
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tourism campaigns.
How does TUI Travel differentiate itself in this space?James: It starts with our core values
– Responsible Leadership is one of these 4 values and we try to use this as a guiding
principle. As one of the world’s leading leisure travel organisations, we need to lead by
example. For the first time, in our FY 2013 Annual Report, one of the “reasons to invest in
TUI Travel” related to our approach to tackle SD risks and opportunities. Sustainability is
ingrained in our business culture, not just for our own future as a business but as industry
leaders to set an example to the wider travel industry and beyond.
What have been your key achievements in this area over the past few years?James: Our
businesses have been facing up to this challenge for over a decade. For TUI Travel,
responding to these issues means bringing sustainability centre stage, to build on the
efficiency and resilience of our business and the services it provides. Our Sustainable
Holidays Plan is a major step forward in our journey towards providing special travel
experiences whilst minimising environmental impact, respecting the culture and people in
destinations and bringing real  economic benefit  to  local  communities.  Some recent
highlights:

• For the sixth consecutive year, TUI Travel was featured in CDP’s Climate Disclosure
Leadership Index (CDLI) and was ranked in the top 10% of the FTSE 350 for our
approach to carbon disclosure and governance.

• For the third consecutive year TUI Travel was featured in the RobecoSAM
Sustainability Yearbook which highlights the best performing 15% of companies who
submit data to the Dow Jones Sustainability Index (the largest 2,500 companies
globally)

• TUI Nederland was the first major travel company to be certified to the new Travelife
standard for tour operators

• We were actively involved in the development of the industry’s first ever Global
Welfare Guidance for Animals in Tourism, produced by ABTA – The Travel
Association, and launched in June 2013

• TUI UK & Ireland worked with blueContec and Responsible Hospitality Partnership to
provide their differentiated hotels with dedicated environmental consultancy. Of the
circa 40 hotels who participated, reductions in energy and water consumption have
already generated cost savings of c. €2 million to date

• TUI Nederland won the ‘Overall winner’ award and the ‘Best for child protection’
award at the 2013 World Responsible Tourism Awards

• TUI Travel has been working with the Travel Foundation, a sustainable tourism
charity, since it launched in 2003.

• We are the largest industry supporter and donor which over the last 10 years has
trained more than 10,000 local people in skills to boost tourism, reduce
environmental impacts and improve customer experience – and also trained 800
hotels to reduce energy, water and waste.

• We achieved our airline carbon reduction target of 9% (2008-2014) one year ahead
of schedule with a reduction in our airlines’ per passenger carbon emissions of 3.2%
year-on-year in 2012.

• Fritidsresor, our brand in Sweden, was ranked most sustainable travel company in
Sweden in the 2013 Sustainable Brand Index.

 We are committed to sustainable development and to making a positive impact on
society. We know leadership has to be earned and we never take it for granted. We
celebrate local differences and actively seek to contribute to a better world.

What  are  the  most  significant  challenges  for  you  in  the  sustainability  reporting
process?James: As a business located and operating in regions all over the world, we
need to ensure we can appropriately capture the essence of what progress is being
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made – both in the context of an increasingly mandatory set of requirements (EU ETS,
Carbon Reporting, etc.) as well as the breadth of disclosure encouraged and expected –
e.g. CDP. As a core team, the Group SD Dept. has 4 people working full time on SD
matters  –  the  challenge is  to  get  the  balance between “doing”  and “reporting”  and
supporting our 200 brands to make this happen through our network of SD managers
across the business.

*****

Thanks,  James,  you  make  a  Sustainable  Vacation  sound  like  a  really  good  idea.
Perhaps, after chairing the Smarter Sustainability Reporting Conference, I might just
deserve one. In the meantime, I am preparing a ton of super-provocative questions for
our speakers and panelists so that all those attending will get great insights and not just
more of the same-ole conference jargon that tends to do the rounds. Interested? There
might still be one or two places left if you hurry :)

And if I don't see you there, let's meet up on my next sustainable vacation.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 12:51AM (+02:00)

408



The CSR Reporting Blog Book 2014 and (most of ) 2015

Banking on Smarter Sustainability Reporting
Saturday, February 22, 2014
Here I am again in the UK, looking forward to the third annual Smarter Sustainability
Reporting Conference (SSR '14) in London next week. We have a fabulous line-up of
speakers again this time around, so if you haven't already booked your place, NOW is the
opportunity. The conference will take place on 25th February and we will be discussing
all things related to the evolution of sustainability reporting with some of the best experts
and practitioners around. Check out my posts about presenters from Tiffany & Co, and
from The Crown Estate.

 In preparation for the conference, I checked out Lloyds Banking Group's latest report.
Lloyds Banking Group is a UK-headquartered financial services group providing banking
and financial services to more than 30 million personal and corporate customers through
brands including Lloyds TSB, Halifax, Bank of Scotland and Scottish Widows. Lloyds
Banking Group has over 92,000 employees.

With the financial services sector being the least trusted industry globally, according to
Edelman's 2013 Trust Barometer, and with the UK down in the bottom third of the trust
levels in the financial services league table, reporting becomes a critical tool to support
business reputation, relationships, customer reach and employee engagement.

Lloyds Banking Group (LBG)'s 2012 Responsible Business Report is structured around
the Group's Responsible Business Strategy which was developed in 2011. It focuses on
the contribution of LGB to greater prosperity in the UK. That's going to be even more of a
challenge these days, following the devastating flooding in the south of the UK - just this
month LBG announced a £250m fund to provide fee free lending for businesses and
farmers, as part of a range of measures for businesses and individuals affected by the
floods across Britain.

LBG's Responsible Business Strategy is set out in this way:
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The priorities for LBG are clear, and the report includes specific performance targets and
results for 2012 and new targets for 2013.

I was grateful for the opportunity to ask Caroline McCarthy-Stout, Head of Strategy &
Reporting at LBG, a few questions. Caroline will be presenting on "Innovative ways to
outline the progress of your responsible business activities" at SSR '14.

Tell us about your professional background and how you came to be Head of Strategy &
Reporting, Lloyds Banking Group. What specific experience prepared you for this role?
Caroline: I’ve worked in the field of sustainability and public affairs for several years. I
started my career working in retail, managing the environmental and social management
programme for  B&Q across  their  store  estate.  Prior  to  leaving  to  join  their  parent
company  Kingfisher  in  2005,  I  headed  up  a  Community  Development  team  and
developed an award-winning 5 year Community Regeneration Strategy which, at that
time, supported the UK Government agenda. I was also instrumental in producing B&Q’s
first CSR report.  I  then joined Kingfisher to help further develop its international CR
activity and build a sustainability-related public affairs function. Prior to leaving Kingfisher
early 2012, I was seconded to Business in the Community to help it shape its ‘Visioning
the Future – Transforming Business’ programme - this included supporting business
company members in picturing, planning and building sustainable business models. I
have been involved in  a  number  of  networks  and forums over  the years,  including
Cambridge University Corporate Leaders Group on Climate Change, and chaired the
CSR  Experts'  Group  for  the  trade  association  Eurocommerce  in  Brussels.  I  was
recognised as a Business in the Community ‘Game Changer’ in 2011 – an honour given
to individuals who have changed business behaviour and advanced CR within their
companies. I joined Lloyds Banking Group to lead Responsible Business (RB) reporting,
investor indices and benchmarking work and help with the RB communications strategy. I
participate  in  the  RB Committee  and have had a  lead role  in  helping to  shape the
Responsible  Business 2020 vision.

What are current your priorities in role? And looking toward the next few years?Caroline:
As part of our 2020 vision, we are launching a ‘Helping Britain Prosper Plan’ focused on
the areas where the Group can make the biggest difference and where we can bring
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about change for the benefit of our customers colleagues and communities across the
UK. Our Helping Britain Prosper Plan is simple but ambitious. It  sets out seven key
commitments and over 20 independently verified ’prosper metrics’ which cover the areas
where  we  can  make  the  biggest  difference  for  our  customers  across  households,
businesses and communities. It directly supports our business strategy to be the best
bank  for  customers.  People  across  Britain  are  facing  some  big  issues  -  a  lack  of
affordable housing, the challenge of finding a job or escaping the problems associated
with being financially excluded, planning for later life and the difficulties of starting or
running a successful business in tough times. The Helping Britain Prosper Plan is our
response to some of the issues we're best placed to help our customers tackle. Our
Commitments include supporting more than 80,000 first time buyers in 2014, lending over
£1bn to SME’s on a net basis in 2014, having 40 percent of senior roles filled by women
by 2020 and donating at least £100m to the bank’s Foundations between now and 2020.
A full set of commitments will be available in our 2013 Responsible Business report. We
are the first bank to measure economic and social impact in this way and a big focus for
us during 2014 will be to measure and report our progress and to continue to engage our
colleagues to deliver against our Plan and bring it to life within our branches and across
all brands.
The reputation of the banking industry in general has suffered over the past few years.
How do you view that and how does it affect your work?Caroline: I think it’s important to
say that I would not have joined LBG if I didn’t believe in the leadership commitment to
this agenda. There’s a heritage of ‘helping Britain to prosper’ spanning over 300 years
and a culture within the business of wanting to do the right thing. We recognise our past
mistakes, of course, and know we need to rebuild trust in our business – our Helping
Britain Prosper Plan will demonstrate and measure the ways in which we are going to try
and  achieve  this.  We must  be  able  to  provide  meaningful  commitments  and  allow
ourselves to be independently measured against those. I believe our Helping Britain
Prosper Plan measures can help deliver a positive step-change in regaining positive
public sentiment and trust in our industry.
What are the most significant challenges for you in the reporting process?
Caroline: Responding to the requirements of all of our many stakeholders and reporting
against  the  things  that  they  expect  to  hear  from  us  and  meeting  our  regulatory
requirements without creating 100 page documents. Integrated reporting takes us a long
way but stakeholder demands mean we have to find new, innovative and simple ways to
communicate. We have an independent stakeholder panel and work with verifiers to
ensure the issues we report upon are reflected in a balanced way.
Who  do  you  expect  to  be  the  main  audience  for  your  report?  Caroline:  The  main
audience has traditionally been the investment community. The analysts particularly use
the report to profile the business. We've worked hard to ensure our reporting attracts
other stakeholders and through our independent stakeholder panel, we’ve been able to
get a better insight into what information people want to receive from us. We’ve also
undertaken a comprehensive materiality review, and tried hard to find innovative ways of
communicating both online and in summary format.
How do you evaluate the effectiveness of your reporting process?Caroline: We evaluate
hits on our website and we monitor the feedback we receive. Our stakeholder panel and
wider  focus  groups,  undertaken  by  them,  enables  us  to  understand  the  report’s
effectiveness.  Our  report  is  also  aligned  to  the  Global  Reporting  Initiative  (GRI)
framework. Many organisations report on a yearly basis and then put it in the drawer for
the next nine months. At Lloyds, the approach is very much a strategic one and the report
needs to have multi-purposes as a management tool. For example, bringing our RB
report  forward  in  line  with  the  Annual  Report  and  Accounts  not  only  supports  an
integrated approach, but also enables up to date information and data to be used to
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support key investment indices such as the Dow Jones Sustainability Index. This whole
approach helps  us  to  identify  gaps  and drive  performance.  We also  believe  in  the
importance of assurance and verification, giving readers the confidence that what is
being reported is true and accurate.
****

So, interesting perspectives and insights from Caroline. I am looking forward to asking
her more questions next week and hope loads of CSR Reporting Blog readers will be
there to do the same. In the meantime, thank you to Caroline for sharing thoughts and
information to help whet our appetite ahead of the conference. Talking of appetite ,
wonder if  Lloyds have any good ice cream companies among their  clients?

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 11:54AM (+02:00)
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5 Reports from the Mining Sector
Friday, February 14, 2014
Back  again  with  my  sector  series  based  on  the  new  CR  Sector  Reviews  from
CorporateRegister.com . Previous posts in this series include the Forestry and Paper
Sector and the Automotive Sector. The CR Sector Overview series covers 11 sectors so
far and they are free to subscribing members of CorporateRegister.com but I have kindly
been provided with a full set, so that I can share some of my own insights about each one
with the CSR Reporting Blog readers.

Some context about the mining industry from the CorporateRegister.com CR Mining
Sector Review: The mining sector extracts valuable minerals from the earth. Among the
most common products of the mining industry are coal, gold, bauxite, copper, salt, iron
ore, zinc, diamonds, lead, silver, clay, and limestone. Extraction of these raw materials
takes place either through surface mining or underground mining, although the former is
nowadays far more commonplace than the latter. Surface mining, including quarrying,
generally consists of stripping away layers of topsoil and bedrock to reach ore deposits,
while underground mining is classified according to the type of access tunnels used –
shaft mining for vertical shafts, drift mining for horizontal tunnels, or slope mining for
operations with diagonally sloping access shafts.
The mining sector can be a highly profitable business: the top 40 largest companies had
revenues of more than $700 billion in 2011, on which they made combined profits of $133
billion, according to PWC. Total assets of the top 40 amount to more than $1 trillion. The
International  Labor  Organization  estimated  that  in  2010,  1.5  million  people  were
employed in the sector in developed nations, and 2.2 million in developing and emerging
nations.
The review lists six top material issues for this sector, with five more issues high on the
radar.  Among these top 11 issues are,  as you might  expect,  are health and safety,
remediation, and general environmental impacts. One of the most well-known bodies that
drives ethical behavior in this sector is the Extractive Industries Transparency Initiative
which publishes the global transparency standard for improving governance of natural
resources.
As usual, I'll take a look at the top five reports from this sector, which has tended to be
one of the leading reporting sectors in all industry, ranking in the top ten of all sectors.
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The  top  five  miners  all  published  GRI  A+  level  reports  in  2013  with  542  pages  of
scintillating content.  Benefit  of  the doubt,  please. Although, Glencore Xstrata was a
runner up in the 2014 Public Eye awards, which give recognition for irresponsibility and
unsustainability, and Vale won a Public Eye ward in 2012. Rio Tinto won Greenwash
Gold's award in 2014, BHP Billiton has a website devoted to monitoring its activities by
stakeholders who are concerned about its impacts. South African miners who developed
tuberculosis working in gold mines recently won a landmark payout from Anglo American.
If any sector needs sustainability reporting, it's this one.

As I look at these top five reports, I will consider the way each company has reported the
key sustainability material issues:

• Health and Safety
• Remediation
• Environmental Impacts

BHP Billiton was one of the early users of the GRI Framework, having published a first
environmental report back in 2001. The current 2013 Sustainability Report is a GRI A+ 59
pager.

 BHP Billiton describes its approach to material risks, but you have to look for these in the
Annual Report. In terms of sustainability materiality, there is no matrix or prioritization, but
a whole wheel of sustainability issues, none of which are particularly sector-related at this
headline level:
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What's good about this is that the page in which each issue is covered is indicated, so
that you can link focus areas with the report narrative. What's less good is that there is no
prioritization so we are left guessing as to what is considered MOST material by BHP
Billiton and its stakeholders.

Health and Safety: With 128,000 employees and contractors, health and safety is an area
of significant impact for this company. BHP Billiton covers this in two separate sections:
workplace  safety,  and  health  and  wellbeing,  the  latter  being  about  controlling
occupational exposures at their source and providing a healthy work environment. Health
risks faced by BHP Billiton employees "include fatigue and occupational exposure to
noise, silica, manganese, diesel exhaust particulate, fluorides, coal tar pitch, nickel and
sulphuric acid mist". In FY2013, the incidence of occupational illness was 47.9 cases per
10,000 employees, and this includes in increase in muscoskeletal diseases which may be
caused or  exacerbated by single or  recurring incidents of  "manual  handling,  heavy
physical work, fixed work postures, sedentary work, frequent bending and twisting, lifting
and forceful movements, repetitive work and vibration." Safety record has been improving
over the past few years, but in FY2013, BHP Billiton records a total recordable incidence
frequency of 4.6 per million hours worked, and three work-related fatalities. An interesting
aspect of employee safety is aviation risk. BHP Billiton moves over 450,000 people each
year by chartered aircraft so this is quite a significant. BHP's reporting in this area is
mainly about addressing risk, rather than understanding opportunity. However, in Chile,
you can take a moment out of your day to undertake "gentle stretching exercises". Maybe
I should try that myself.

 gently stretching on the clock at BHP Billiton Chile Remediation: Called rehabilitation by
BHP Billiton, this report goes into no detail about what this company does to remediate
areas which the company has exited. There is a general statement: "The rehabilitation of
land no longer required for our activities continues to be a central part of our approach to
managing our effects on land. We are required to rehabilitate disturbed areas consistent
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with the pre-disturbance land use or alternative land uses developed in consultation with
stakeholders." What has been done in FY2013 is not clear, despite performance data
showing over 43,000 rehabilitated hectares in FY2013.

Environmental Impacts: BHP Billiton focuses on climate change and energy, biodiversity
and  land  impacts  and  water  management.  Environmental  performance  data  is
summarized on two additional pages at the end of the report and covers only this year
and prior year. Given this company's long reporting history, we might have expected to
see some trend data over a longer period of time. Emissions are higher in FY2013 than
every year since 2010, but this doesn't prevent the CEO from claiming "In FY2013, our
GHG emissions were lower than the FY2006 baseline, which keeps us in line to achieve
our target of maintaining our future FY2017 greenhouse gas emissions below FY2006
levels." Some form of intensity measure linking emissions to output would be helpful in
understanding whether BHP Billiton is actually making progress or otherwise. Also, BHP
Billiton devotes a page to explaining all about fracking (hydraulic fracturing) which has
been the subject of quite some controversy. While the depth of the protests against
fracking appears rather understated (see a Telegraph article from August 2013), BHP
has done the right thing by disclosing its approach and policy in this respect.

Vale SA of Brazil, the worlds largest iron ore producer, produced a mammoth 218 page
GRI A+ Sustainability Report for 2012, with a super-navigable hyper-linked PDF which is
a pleasure to work through. Vale's reporting style is direct, if not a little technical, and
data is presented clearly.

Material issues are clearly laid out by Vale, although the two most material issues -
communities and people - are very broad and could cover a host of related issues under
these generic headlines. None of the Vale material issues are particularly sector specific.
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Health and Safety: Of the 195,000 people employed by Vale, an injury rate of 2.8 per
million hours worked is recorded, as well as the fact that 15 families suffered tragedy
through employees who lost their lives at work in 2012. Injury rates decreased in 2012
versus  prior  years,  and  in  2012,  safety  became an  explicit  element  of  employees'
performance reviews. Prior year data of fatalities is not provided so I checked back to the
2012 report and there were 15 fatalities in that year too, and 11 in 2010. Seems that Vale
has a long way to go to achieve its zero harm target.
Remediation: This topic doesn't  appear specifically in Vale's report,  through a lot of
narrative is devoted to biodiversity and land use, and the work Vale is doing to restore
forests, and protecting speleological heritage. Gotcha. Speleogy is the study of caves. I
learn something new every time I read a Sustainability Report. Vale has been doing
some interesting speleology stuff. Vale has a program of closure plans to identify and
plan to address social, environmental and geotechnical impacts.
Environmental impacts: Vale's environmental impacts focus on land-use, climate change
and energy, water and waste. In 2012, Vale generated one million tons of waste of which
97% was hazardous - 70% more hazardous waste than in 2011 - of which just over half
goes to landfill and the rest is reprocessed or treated. Although Vale refers to plans to
reduce generation of hazardous waste, results are trending in the opposite direction. In
terms of GHG emissions, Vale has a target to reduce GHG emissions by 5% by 2020 (not
sure what the baseline year is), and while Scope 1 and 2 emissions are lower than the
2010 level, they increased in 2012 versus 2011. Lack of intensity measures means that it
is difficult to assess the underlying carbon management performance of Vale.

RioTinto's Sustainable Development Report for 2012 is online and the PDF download is a
website copy of 93 pages.
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Material  issues are shown in the following chart  with 13 issues highlighted as most
material. Material issues are stated in generic headline terms, with no sector specific
orientation. Rio Tinto has a set of strategic goals and specific, measurable targets, which
more or less align with these material priorities.

Health and Safety: Rio Tinto devotes much space to reporting on health and safety and
record an accident injury rate of 0.67 per 200,000 hours worked. If my math is correct,
this equates to a rate of 3.35 per million hours worked, a measure more frequently used.
Fatality levels have decreased over the years to two in 2012, and data is shown since
2003 in interactive charts (for all key performance data) which is a benefit of the online
presentation.

Remediation: Rehabilitation is dealt with in detail by Rio Tinto and more interactive charts
show the level of rehabilitation of land by type (agriculture, forestry, recreation etc). Rio
tinto also has an internally developed Land Use Stewardship Standard to govern its
activities in this area.
Environmental  impacts:  Rio  Tinto  has  been  controlling  energy  consumption  and
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emissions and includes intensity measures in its reporting so we can see that underlying
performance is improving in most areas.

Anglo American's Sustainable Development Report for 2012 includes a list of material
issues presented on a full page with links to more detailed narrative and performance.
Five years of performance data is provided in a separate section in the report.

 The seven issues highlighted are compliance, community, human rights, water, climate
change and energy, employee health and safety and workforce management.

Health and Safety: Anglo American reports a lost time injury rate of 0.6 per 200,000
hours across its 85,763 employees. In 2012, 13 lives were lost in work related incidents
(and an additional 5 in public transportation and criminal incidents). The good news is
that fatality numbers have been reducing since 2008; the bad news is that in 2008, there
were 27 fatalities, an outrageous number of people killed during the course of their work.
Anglo American may be getting safer, but tell that to the 13 families that suffered tragic
losses in 2012. Anglo American says "We do not accept that any employee or contractor
should have to risk their life while working for us." Err, sorry, but they do accept it. Every
year since 2008 between 27 and 13 individuals have not only risked their lives but lost
them. Fatalities, as we have seen so far, appears to be a characteristic of the mining
sector. I wonder what would happen if manager salaries (or even jobs) were linked to the
number of  fatalities? I  don't  see any company in the mining sector making that  link
explicitly. Anglo American also reports transparently on the tuberculosis incident rate - an
occupational disease - and it surprised me to learn that 958 employees out of 100,000
had tuberculosis in 2012, including 667 new cases. Again, this is lower than in prior
years,  demonstrating  progress  in  addressing  this  issue,  but  even  so,  it's  rather  a
horrendous discovery. This is in addition to 170 new cases of other types of occupational
disease.

Remediation: Anglo American also engages in rehabilitation efforts and has a toolkit for
mine closure planning. Of the 98,561 hectares of land that have been disturbed by Anglo
American's mining activities, 17,903 hectares have been rehabilitated. I am not quite sure
why there is a big gap between what was disturbed and what was rehabilitated - this is
not explained. In fact, the entire issue of rehabilitation is rather skimpily covered by Anglo
American, IMHO.
Environmental impacts: Anglo American provides 3 year data, showing increases in

419



The CSR Reporting Blog Book 2014 and (most of ) 2015

energy and water  consumption but  slightly  decreased in  GHG emissions.  Water  is
highlighted by Anglo American as one of the most material business risks, with more than
70% of the company's mines in water stressed areas. 60 projects for water saving were
implemented in 2012, and Anglo declares a strategy to be water neutral at new mines by
2030. The Water Efficiency Target Tool is appropriately acronymed WETT. Nonethelקss,
total water consumption has been increasing, so Anglo American has some work still to
do in this area.

Glencore Xstrata was formed in 2013 after a merger between Glencore and Xstrata,
making it  one one of  the larger  companies in  this  sector  with  over  150 mining and
metallurgical sites and other facilities, employing over 190,000 people, with the products
that get into pretty much almost anything you might find in your home or business or
anywhere else you might be. The newly merged company generated revenues of $214
billion in 2012, turning it into the largest company in this sector.

Glencore Xstrata's material issues are generally similar to those we have seen in the
other  leading  mining  companies,  though  human  rights  and  license  to  operate  are
explicitly  noted,  alongside  safety,  environment  and  compliance.

Health and Safety: Lost time accident rate in 2012 was 2.03 per million hours worked.
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Fatalities numbered 27 in 2012, bringing this company to the top of the leaderboard for
killing people in the course of duty, not something I suspect the company will be proud of.
The company opens up the safety chapter in the report with a section from its Code of
Ethics:

 Time to turn that belief into a reality. Glencore Xstrata includes several pages of detail
about enhanced safety procedures and incident reporting. Hopefully, 2013's report will
show some improvement.
Remediation: Rehabilitation is briefly covered in a couple of short paragraphs. With the
size and scope of this company's operations, we might have expected to see greater
detail on this topic.
Environmental impacts: Water, emissions and waste (including hazardous waste) are the
key areas reported by Glencore Xstrata, and some case studies provide insight into
specific initiatives to manage impacts. Emissions increased in 2012, but overall water
withdrawn (excluding agricultural activities) reduced.

Overall,  my  review  of  the  mining  sector  reports,  very  superficial  though  it  is,  has
reinforced to me how complex these large business are and how many sustainability
issues they must deal with, from the most basic, such as the safety of their employees, to
the  most  specific,  such  local  community  grievances  about  anything  from noise,  to
transportation to air quality and more. As a result, the sustainability reports tend to be
rather dry and technical, with a lot of data, in general, presented clearly.
I suspect, though, not being an expert in the sector, that there is also quite a lot that I
miss. That's why the CorporateRegister.com Sector Review was helpful - highlighting
some of the core issues the sector faces, and helping us understand where we need to
be vigilant. The fact that tens of people are dying every year in the service of the mining
industry  leading companies  has to  be unacceptable,  not  to  mention  the  amount  of
suffering caused to employees and their families through work-injuries - I did a rough
calculation for these five companies at an average 3.5 per million hours injury rate, and
got a result of almost 5,000 people injured every year in these companies alone, some
possibly very seriously injured. Surely it's time we worked out how to make work safer?
Similarly, environmental impacts are varied and significant. Hazardous waste levels are a
little scary, and in many cases, despite declarations of environmental  love, impacts
continue to get negativer and negativer.
The fact that the sector is one of the top ten reporting sectors enables us, at least, to be
aware of these issues and ensure we keep this industry on its toes.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 10:56PM (+02:00)
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Sustainability Reporting in the Year of the Horse
Thursday, January 30, 2014
The Year of the Horse should be extremely promising for Sustainability Reporting. In the
coming year, Susan Levitt tells us what to expect: "In Chinese astrology, Horse year is
considered a fortunate year that brings luck and good things......  Energy is high and
production is rewarded. Decisive action, not procrastination, brings victory. But you have
to act fast in a Horse year. If you are not 100% secure about a decision, then don’t do it.
Events move so quickly in a Horse year that you don’t want to gallop off in the wrong
direction.....Keep in mind this year that Horse energy is free spirited, wild, willful, and
independent. ......Horse year is time to act fast, buy that home, launch that business,
travel the world, make a big purchase, get a promotion at work, have a breakthrough –
take a leap and fly."

In the Sustainability  Reporting world,  that  means....  publish your first  Sustainability
Report,  move to G4 reporting,  get  a great  new reporting consultant  :).
I love Chinese astrology, it's really quite interesting. I was first introduced to it by a French
friend when I was living in Paris as a student. That was when I first discovered I was...
wait for it... yes... of all things... a PIG. I became quite proud of being a pig. And I am a
rather typical pig. Especially when I am eating ice cream. Consequently, I am looking
forward to a wonderful  2014, as the pig in the Year of  the Horse is by all  accounts
supposed to fare fairly well. This means I will be writing lots more Sustainability Reports,
and having lots more after-report parties.
Anyone who keeps horses may be interested in green horsekeeping. Or you might want
to  take  a  leaf  out  of  the  book  of  D’Arrigo  Racing  Stables,  established  in  1990,  a
thoroughbred training and racing farm in Cumberland County,  N.J.  D’Arrigo Racing
Stables has demonstrated superb environmental best management practices such as
minimizing storm water run-off, establishing controls to reduce soil erosion, maintaining a
low stocking density, and meticulous pasture care - and even won a sustainability award.
And if you are passing by the University of Oregon, you might make a short detour to visit
the Sustainable Horse Demonstration Farm.

As a tribute to the Year of the Horse, I did a quick PDF search on CorporateRegister.com
to come up with reports that talk about horses. You may be surprised at the number of
different ways horses appear in sustainability reports, most of them without really being
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horses.
The first  result  that  came up was the Jaguar  Land Rover  2012-2013 Sustainability
Report.  What  have horses got  to  do with  Jags? See this:

A super-sustainable hybrid Jag with 502 brake horse power. Wonder if they'll take my
train pass as trade-in?

The next Sustainability Report to hit the horse radar is the Growmark 2013 Sustainability
Report.

GROWMARK, Inc. is a regional agricultural cooperative based in Bloomington, Illinois.
GROWMARK is owned by local member cooperatives and provides those cooperatives
and other customers with energy products, crops nutrients, crop protection products,
seed, structures, equipment, and grain marketing services. The only mention of horses is
in the community section, where an animal shelter owner takes in dogs, cats and horses
and was thrilled to receive food donations to help feed them. No horse photos, though.
SanLucar goes even further in their community activities with horses.
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 The SanLucar 2012 Sustainability Report references support for the therapeutic center
“Pferde Stärken”, where therapy with horses for people with special needs is applied.
Horses are also involved in sports and gaming and Ladbroke's 2012 Fair Play Report
notes the economic contribution derived from a contribution to sport through advertising,
sponsorship, and media rights payments and support for the horse racing and greyhound
industries through taxes and voluntary funding.

Another equine reference can be found in Consol  Energy's 2012 CR Report,  in the
performance  highlights  of  Consol's  Central  Appalachian  operations.  Reclamation
activities are conducted alongside mining activities, and Post Mine Land Use (PMLU)
requirements of  Consol Energy's permits require Hay and Pastureland PMLU’s that
support local farmers and landowners that raise horses and cattle. So, if ever you are in
the Central Appalachian region, expect to see plenty of horses enjoying life to the full.
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I was intrigued when the Vestas Wind Systems report for 2012 appeared on the list of
reports with a horsey mention. Where do horses and wind power come together? Did you
know, for instance, that horse latitudes are "two belts of latitude where winds are light and
the weather is hot and dry......The term horse latitudes supposedly originates from the
days when Spanish sailing vessels transported horses to the West Indies. Ships would
often become becalmed in  mid-ocean in  this  latitude,  thus severely  prolonging the
voyage; the resulting water shortages would make it necessary for crews to throw their
horses overboard." I thought that the Vestas report might even make reference to the
WindHorse. "The wind horse is an allegory for the human soul in the shamanistic tradition
of  East  Asia and Central  Asia.  In  Tibetan Buddhism, it  was included as the pivotal
element in the center of the four animals symbolizing the cardinal directions and a symbol
of the idea of well-being or good fortune."

Imagine my disappointment when I realized that the horse reference in the Vestas Report
is  not  really  a  horse  reference  at  all.  Rather  it  is  part  of  the  name of  a  School  of
Engineering  which  appears  in  the  resume of  one  of  the  executive  managers.

I couldn't finish this horsey post without a frustrated reference to the Tesco and Society
Report for 2013.
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Although the Brits find humor in most situations, as demonstrated by my post of January
2013, when the Tesco horse meat dressed up as frozen beefburger scandal hit the grills,
there wasn't actually anything terribly funny about the appalling lapse in quality standards
of  food products  hitting the Tesco shelves.  The Tesco 2013 report  doesn't  avoid a
mention of  the issue:

And there are a couple of other references to the unacceptability of Tesco products being
anything other than perfect. However, what I fail to find in the Tesco report is a clear
description of specific actions taken as a result of what The Guardian called "the biggest
food fraud of the 21st century", and specific plans to prevent recurrence. While it's good
that Tesco admits to completely misleading customers regarding the content of certain
food  products,  and  completely  botching  certain  supply  chain  quality  processes,  I
personally find the glossy Tesco rhetoric in the 2013 report to be lacking in depth and
accountability and transparency. People deserve better, and so do horses.

So,  in  the coming Year of  the Horse,  in  which Sustainability  Reporting will  flourish,
beefburgers will be beefburgers, horse power will drive us forward, and horse therapy will
help those in need, we pigs will apparently know great prosperity, and we hope you will
too. With great respect for horses, I wish everyone a wonderful Chinese New Year.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 09:05PM (+02:00)
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Comments
1. Re: Sustainability Reporting in the Year of the Horse

- LindaLowsonEsq February 18, 2014

Splendid post, Elaine, we all need some comic relief, and yours was especially funny.
Well-written as always.  I too am an avid fan of Chinese Astrology.  2014 is the Year of
Wooden Horse.  Wood is related to tree or green. Therefore, 2014 is also called Year of
Green Horse--which confirms your optimism that 2014 will be a great year for
Sustainability Reporting!
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CSR Reporting Blog Books
Sunday, January 26, 2014
For all past, present and future followers of the CSR Reporting Blog, please be aware
that you can download the first  five or so years of the CSR Reporting Blog in three
separate ebooks containing all  posts and comments.
2009-2010 :Click here for PDF
2011:Click here for PDF
2012 -2013 (It says 2010 on the cover (!) because I forgot to edit it, but it really is 2012-
2013) : Click here for PDF.
The  great  thing  about  all  these  ebooks  are  that  they  are  totally  utterly  absolutely
incredibly  completely  onehundredpercently
FREE

Thanks to Bill Baue (@bbaue) who reminded me that I hadn't updated everyone about
the  blog  books  and  to  Tony  Vives  (@tonyvives)  who  made  a  recommendation  in
espagnol  about  a  libro  gratis  en  ingles  to  all  the  RSE  folks.

PS: This is  the shortest  post  ever on the CSR Reporting Blog.  Now you can check
whether this is  true by combing through five years of  ebooks.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 11:50PM (+02:00)

Comments
1. Re: CSR Reporting Blog Books

- CSRIndia February 17, 2014

Thats great to share the CSR PDF's among all and thanks a lot for sharing
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Sustainability Reporting: It's all about Trust
Saturday, January 25, 2014
What's a sustainability report worth if it doesn't contribute to building and maintaining
trust? (Hint: nothing).

As I read many many many sustainability reports, I am confronted with platitudes, PR-
speak and declarations of commitment which are completely divorced from the results
that we see in the world, and the information that is provided in the very same reports.
We  are  committed  to  advancing  women.  But  women  are  not  advancing.  We  are
committed to environmental stewardship. But carbon emissions are increasing. We are
committed to human rights. But our supply chain audits show that people are being
abused. We are committed to transparency. But our communications contain everything
but the stuff that people really want to know. We have followed the GRI Framework. But
the fully reported indicators are nowhere to be found in the narrative or the multitude of
other  irrelevant  numbers.  The  degree  of  credibility  and  trustworthiness  of  a  large
selection of sustainability reports is questionable, and it's up to more of us to take more of
an interest and help more companies be more credible and drive more trust to create a
more sustainable future.

To balance things up, however, I read some reports which do cause me to believe that a
company is authentic, genuine in its sustainability efforts and reporting, and yes, by and
large,  trustworthy.  Generally  speaking,  though,  it  is  only  after  several  annual
sustainability reports that my trust is reinforced and becomes a basis for a change in my
attitude toward a particular company. Many companies can deliver a first sustainability
report. It's the consistent, year after year, reports, that demonstrate, first and foremost,
advances  in  sustainability  performance,  and  then  transparent  and  accountable
disclosure, that really create a firm basis for trust. This is the kind of trust we seek to have
in corporations that impact our lives.
Trust  is  at  the core of  the mission of  Barbara Kimmel,  who has invested enormous
resources and built an entire network to advance the kind of trust we all seek, through the
organization she founded: Trust Across America -  Trust Around the World.  Barbara
Kimmel  is  an  award-winning  communications  executive  and  former  consultant  to
McKinsey who has run her own firm, Next Decade, Inc., a firm that has been unraveling
and  simplifying  complex  subjects  for  over  twenty  years.  During  this  time  she  has
published award-winning reference books; created media campaigns; publicized books,
authors  and  businesses;  and  consulted  to  start-ups  on  building  marketing  and
communications programs. In 2012 Barbara was named one of 25 Women Who are
Changing the World by Good Business International.

Trust Across America - Trust Around the World has been publishing lists of trustworthy
companies and individuals who advance trust  for  some years.  I  was honored to be
included in previous lists, and no less honored to be awarded a fabulous certificate as
recognition of my inclusion in the 2014 list:

TOP 100 THOUGHT LEADERS IN TRUSTWORTHY BUSINESS 2014
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And just  so you know what  a set  of  brilliant  other  individuals whose company I  am
humbled to be in,  take a look at  this:

 You can read about all these trustworthy business leaders on the Trust Across America
website here.
And while we are at it, if you didn't download the poster of 2014 weekly quotes about
trust, for daily reminder and inspiration, you can do so here:
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One more thing. Barbara Kimmel has edited a truly worth-reading book, all about trust,
full of insights and advice with contributions from several trustworthy experts. The book,
Trust, Inc., was published at the end of last year, and deserves to be at the top of the
reading list for every corporate CEO and executive in any company anywhere. Check it
out on Amazon.com.

I'll be writing a detailed review of Trust, Inc. on my CSR-Books blog sometime in the near
future.
So, back to sustainability reports... you have an opportunity to vote for the sustainability
reports you believe deliver the most trustworthy accounts of their sustainable business
performance in the current CRRA '14 online reporting awards (see my last post).
More than this, you have an opportunity, every time you are working on a sustainability
report for your company, to consider the ways in which your reporting builds trust. For
example, I am pleased to acknowledge the recent honor bestowed on my client, Novus
International, by NAMA in its annual awards. In addition to an award for the best brand
film, Novus received a "Merit award in the category of Company Publications – Annual
Reports for the annual Sustainability Report. The Sustainability Report provides detailed
information and examples of how the company works hand-in-hand with its stakeholders
and network of business partners to improve and advance sustainability efforts." Novus
International is a privately-owned company that has been reporting anually for five years
on  its  sustainability  performance.  Recognition  of  this  kind  is  an  example  of  how
consistent  reporting  contributes  to  building  trust.

For  report  readers  and  users,  you  have  an  opportunity  to  engage  with  reporting
companies to help them understand how their reports stack up on the trust continuum.
Peter Firestein, in Trust, Inc. writes: "To earn trust, you must trust." Companies that
publish sustainability reports are also placing their trust in us, their stakeholders, that we
will share a certain responsibility in advancing sustainability. This means telling them
when we think they have got it wrong... or right.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 06:37PM (+02:00)
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Will you influence the future of sustainability
reporting?
Friday, January 24, 2014
There are some that say that governments will  influence the future of  sustainability
reporting with reporting regulation. There are some that say that consumers will define
what they want to hear from companies. There are others that think that NGOs are
driving sustainability  transparency forward.  And academics,  producing research on
sustainability reporting, think they have the key to making it all work differently. All this is
fine and every stakeholder group has the power to make a difference. But there is one
additional way in which we can all influence the future of sustainability reporting and
that's by giving recognition to the reports that inspired us for different reasons and helping
them gain exposure.

That's why, around this time of year, every year, voting in the CRRA online reporting
awards has to  be on the to-do list  of  everyone that  has an interest  in  the future of
sustainability  reporting,  which  has  proven  itself  to  be  a  process  which  helps  drive
sustainability  performance and  yes,  save  the  planet.

Looking at the line-up for CRRA 14, there are over 50 worthy (some more, some less!)
report candidates that are just waiting for you to take a look and vote.

Here are some entirely random quotes from most of the reports in the CRRA 14 line-up
which may inspire you. I selected lines that made me smile, or cringe, or nod, or agree, or
raise my eyebrows....... but I won't say which is which :)

Note that these quotes are taken out of context, though I hope that this is not misleading
in any way. However, perhaps this is why you may be intrigued to open up the report and
take a look yourself.

(I didn't check out two reports which did not offer a PDF download. I like PDFs.)
Ascendas Pte Ltd: "As a progressive organisation, Ascendas continues to be forward-
looking and expeditious in adopting best practices." Bloomberg LP: "Data is the life-blood
of policy-making and the capital markets. Even with the most sophisticated assumptions,
regulations and financial models formulated on unreliable information are liable to miss
the mark and, worse still,  compound the problem." BMW AG: "For us, sustainability
means: making decisions weighing up the environmental, economic and social aspects of
our actions. But we also examine all decisions on sustainable activities with regard to
their profitability. This pays off." British American Tobacco plc : "If you think nicotine
causes most smoking-related diseases then you are not  alone.  Even some doctors
believe this." China Southern Power Grid Co Ltd: "When most people have been enjoying
modern convenience brought by electricity, there was a time when some people in the
five provinces and region in South China did not have access to it but relied on kerosene
lantern and pine tar for light. Modern civilization was far away from them." Chocolats
Halba:  "It  is  not  possible  to  manufacture  chocolate  sustainably  without  procuring
sustainable  raw  materials."  Coca-Cola  Enterprises  Inc:  "We  have  mapped  our
stakeholders  into  key  groups  and  continually  review  this  landscape  to  ensure  we
understand their views and are able to communicate effectively and respond to their
concerns on issues of interest." Colas Limited: "Road safety has been identified as a key
focus for our social responsibility. This issue is closely related to our operations and
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presents an important opportunity to make a big difference." Co-operative Group Limited:
"With a history as long as ours it’s  inevitable that  we’ve experienced all  manner of
challenges, but throughout, we’ve always stuck resolutely to our Values and Principles
and today is no different." Doosan Infracore Co Ltd: "The VC 630 / 5AX from Doosan
Infracore is a high-rigidity vertical machining center capable of controlling five axles
simultaneously. Functionality, productivity and operator convenience are all outstanding."
Ernst & Young Americas: "While formal learning plays a crucial  role in our people’s
development, it is but one leg in the EYU “tripod.” Experiences and coaching form the
other two legs and are equally important." Fibria Celulose SA: "Fibria Cellulose's 2012
Sustainability Report is an education in the detail  of sustainable forest management
practices, and projects a deep-seated commitment to high standards of environmental
stewardship and good citizenship." (haha, disclosure, I said that, in the review piece I
wrote for Fibria in this report.) Flughafen München GmbH: "Crises cannot be planned –
but reactions to crises can be." Fromageries Bel SA: "Beyond the purely commercial act
of buying something, consumers are looking for products that resonate with their own
awareness of societal issues and desire for commitment, and the societal commitment
they perceive in brands which they want to continue to trust." GSK Latvia: "Vaccination
(immunization) is the most effective method of  preventing widespread diseases – it
prevents  an  estimated  annual  2.5  million  deaths  in  children  worldwide."  (Another
disclosure: I helped write this report.) H & M Hennes & Mauritz AB: At H&M, we like to
think of sustainability as a word of action, something we do rather than something we
simply say." Hess Corporation: "Tragically, we suffered two separate fatalities in 2012,
our first since 2008. These fatalities serve to remind us that our work to keep our people
safe can never stop as we continue to strive to eliminate all accidents from our business.
Hewlett-Packard Company: "We are committed to maintaining renewables as a part of
our energy mix to make continued emissions reductions." Hydro Québec: "Hydro-Québec
takes steps to prevent or mitigate noise from facilities near sensitive environments, such
as residential neighborhoods. To prevent noise pollution, the company installs quieter
equipment." IHS Inc: "Colleagues are passionate and understand that IHS is building a
very unique company focused on providing tremendous value to customers, communities
and stakeholders." International Flavors & Fragrances Inc: "Vanilla has global appeal that
crosses cultures and demographics, making it one of the world’s most popular flavors."
JSR Micro Inc.: "JSR Micro did not seek external assurance for this first report. However,
to the best of our ability, we have confirmed that all information in the report is accurately
disclosed and presented." Koninklijke BAM Groep nv: "The earlier we get involved in a
development the greater the opportunity we have to influence the sustainability of the
development at a lower cost." Korea Water Resources Corporation: "Communication with
stakeholders  is  the  best  way  for  corporations  to  search  for  means  to  coexist  with
stakeholders." Kuwait Petroleum International: "Sustainable growth is embedded in our
commitment and we bring it to our workplace every day to make sure this company has a
sustainable  future."  La Trobe University:  "To support  the development  of  staff,  the
University invested over $2.5 million in staff training and conference participation in 2012,
or $792 per full‑time equivalent on average." LG U Plus Corporation: "The donation fund
accumulated through the employee Quit Smoking Program is used for the U+ Study
Room of Love, which is a project for building a study environment for the youths of low
income families. The Regional Children Center in Sangam-dong is designated as the
Study Room of Love and the fund was used to install IT devices, redo the wall paper, and
to exchange the boiler." Maynilad Water Services, Inc: "The Company is very strict to
ensure that gender discrimination is not tolerated in any way. Employees’ salary and
compensation are based on their  performance and designations, but never on their
gender."  Microsoft  Corporation:  "The  people  who  power  our  innovations  drive  our
success." MillerCoors LLC: "Drunk driving fatalities are on the decline, and in 2011 were
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at record-low levels in the U.S." MOL Group: "2013 could be just as challenging as 2012,
taking  into  account  slow  economic  growth  in  Europe  or  the  tightening  regulatory
environment in many countries." Monsanto Company: "We live in dynamic times." Natura
Cosmeticos SA: "A Natura consumer for 16 years, Geni Alves is a frequent buyer of
perfumes from the Humor line. With a birthday party scheduled, she purchased the gift
over a week in advance." Nizhny Novgorod Engineering Company - Atomenergoproek:
"We are committed to responsible designing and construction of nuclear and thermal
power energy facilities and acknowledge that functioning of Company’s subdivisions and
branches, as any other anthropogenic activity, may lead to a negative impact upon the
environment."  Novelis  Inc:  "Aluminum’s  infinite  recyclability  is  the  other  essential
component of its sustainability footprint, and recycling aluminum uses dramatically less
energy than manufacturing primary aluminum." Novo Nordisk A/S: "Most annual reports
these days talk about how the state of the global economy and the ensuing austerity
measures put pressure on businesses. This report is no exception." Pacific Hydro Pty
Limited: "In relation to energy infrastructure of all types, we believe that the community
needs confidence in the regulatory and planning authorities and the information provided
by them about wind farms." PanAust Limited: "We continue to be very impressed by the
progress we observe in our Lao workforce." Port Metro Vancouver: "Canada is a trading
nation. From coast to coast to coast, people rely on the goods that move through ports."
Royal Dutch Shell plc: "The world is at the beginning of a transformation in energy use.
Global population is rising, living standards are improving for many and more people are
moving to cities. Demand for energy could rise by up to 80% by around 2050 as it powers
rapid economic development." SK Hynix Inc: "There is a saying that the future, despite
being unpredictable, is the present to those who challenge and create." SK Telecom Co
Ltd:  "When people  and companies  explore  new possibilities  for  a  better  world,  SK
Telecom always stands by and works with them to be "happy together." Smithfield Foods
Inc: "As a food company, we believe we have a responsibility to help feed families who
are struggling to afford the food they need." STMicroelectronics NV: "Energy-efficiency
and eco-design are now key consumer requirements for products." The British Land
Company plc: "Our strong reputation for community engagement makes us more likely to
become the partner of choice for local authorities and others." The Crown Estate: "We
are privileged to own and manage some of the most diverse assets in the UK." Tieto
Corporation: "Based on the employee survey, people feel that their competences are well
matched to role expectations. We also rate our leaders higher than ever before." Toronto-
Dominion Bank: "I have long held the view that a bank’s primary purpose is to create
wealth in the real economy." Vancouver City Savings Credit Union (Vancity): "Where we
allocate  capital  today determines our  society's  future  health."  Wilderness Holdings
Limited: "Thirty years ago the founders of Wilderness fell in love with remote and wild
places in Africa. They realised that many of these places were not getting the attention
they deserved." Wm Morrison Supermarkets plc: "We also accepted smaller broccoli,
leeks and swedes in our standard vegetable range and courgettes that  were lightly
marked by wind and rain."
Got inspired? Smiled? Cringed? Nodded? Learned something new?
Go VOTE! Influence the future of sustainability reporting NOW! This is your chance! Do
something  to  save  the  planet!  Ok...  I  am getting  carried  away...  but  I  do  think  it's
important to give recognition to great reporters...so I think it would be great if you could
include your voice.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
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Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 11:35AM (+02:00)
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GRI vs IIRC vs SASB: Round Nine. All lose.
Tuesday, January 21, 2014
We are witnessing a leadership battle for ownership of sustainability transparency and it's
not a good thing. Instead of playing to everyone's strengths, we are risking moving the
needle back to only one strength. The state of everyone's bank account. The battle is
being played out on the respective turfs of the IIRC, SASB and the GRI, where IIRC and
SASB are focused on what investors want to know in order to make more money and
GRI is focused on what companies are doing to the world that makes it more or less
sustainable. If I were a publicly listed corporation, I would probably find myself rather
confused, amused or bemused.

Creating a harmonized corporate transparency pathway which enables consistent and
non-overlapping disclosure frameworks does not need to be a lost cause, although it
looks that way at present. Even the definition of a core concept such as materiality is not
consistent across these three leading organizations, as explained eloquently by Dunstan
Alliston-Hope and Guy Morgan of BSR in a great article to which I have referred in the
past.

As  I  was  considering  this  fascinating  state  of  affairs,  I  noticed  that  a  few  other
accomplished experts have also discussed what Dwayne Baraka calls the disconnect in
ESG reporting. In an article which outlines the strengths and weaknesses of the IIRC,
SASB and GRI frameworks, Dwayne concludes that "each of the approaches will add
something to various types of investors, and dialogue might increase, but companies and
investors need to be involved if CEOs and responsible investors are to have a meeting of
minds  on  the  state  of  ESG reporting."  Another  article,  by  Cornis  van  der  Lugt,  an
independent consultant and researcher with a sharp mind, was published back in May
2013,  just  after  G4 was revealed,  entitled "Time to  align forces".  This  was his  first
message of caution: "Used in combination, IR1 [Integrated Reporting Framework version
1] and G4 can have significant impact on measurement and disclosure by companies
world-wide. Yet used non-aligned, and perceived to be competing, years of work on non-
financial reporting and corporate sustainability may be lost." Cornis goes on to present a
fabulous  evaluation  of  the  IIRC  and  G4  frameworks  and  even  offers  his  updated
comparative  analysis  of  both  freely  to  all  those  who  are  interested.
However,  even  before  the  pronouncements  on  the  state  of  affairs  post-G4,  the
chronology of this leadership battle for corporate sustainability transparency was already
apparent. These are my observations from afar and some, possibly irreverent and highly
subjective assumptions about what's been going on.
Round One: May 2010: GRI goals in Amsterdam Integrated Reporting is in the air. The
May 2010 GRI conference ended up with CEO Ernst Ligteringen making a bold if not
rather surprising declaration to 1,200 participants from over 70 countries. Two goals for
the GRI.
(1)  By  2015,  all  large  and  medium-size  companies  in  OECD  countries  and  large
emerging economies should be required to report on their Environmental, Social and
Governance (ESG) performance and, if they do not do so, to explain why.(2) By 2020,
there should be a generally  accepted and applied international  standard which will
effectively  integrate financial  and ESG reporting by all  organizations.
This second element, the surprising one, was clearly an expectation that GRI would
become an integral part of the fabric of anything the IIRC would eventually come up with.
It was also a clear expectation that it was going to take quite some time - ten years to
develop an international standard for integrated reporting.
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This was the twilight period. Everyone was optimistic that we could have it all. Eventually.
Round Two : August 2010 : Formation of IIRC

There was a big buzz of excitement and anticipation when the IIRC was formed in 2010,
called at the time the International Integrated Reporting Committee, with a lot of support
from  Prince  Charles,  who  was  moving  full  steam  ahead  with  the  Accounting  for
Sustainability  Project  at  the  time.  IIRC  (renamed  in  2012  to  Council  rather  than
Committee) was chaired by Professor Mervyn E. King, the then Chair of GRI. Was this a
conflict of interest? Apparently not at the time, when, to all onlookers, GRI and IIRC were
completely full of themselves and of each other, and travelling along apparently parallel
paths, euphorically optimistic that the solution to all the world's ills had been found in
Integrated Reporting of the kind that would be jointly owned and nurtured by GRI with the
IIRC filling in the gaps and making the connection to investors.
Soon the landscape would look rather different. However, three GRI places were on the
original steering committee and working group of IIRC, and the shared objective to create
a globally accepted standard for accounting for sustainability was the glue that stuck
everyone together. (Apart from money of course. Let's not forget that the original IIRC
governance bodies were composed of  53 members of  whom 31 (58%) represented
financial services institutions or associations or the financial function of corporations in
one way or another. Contrast this with the governance bodies of the Global Reporting
Initiative which has always been a collection of elected representatives from corporations,
NGOs, labor institutions, academic institutions, consulting firms and individual experts,
representing  all  corners  of  the  sustainability  spectrum  including  human  rights,
environmental protection, labor standards, economic development and more. IIRC and
SASB are squarely focusing on an investor audience and therefore target publicly traded
companies, while GRI is focusing on any and all audiences, and therefore targets all
organizations, including government agencies, SMEs, non-profits and trade associations
who are not required to deliver Annual Reports, integrated or otherwise).
The creation of IIRC was not entirely out of the blue. It followed the publication of the
campaign book, One Report, by Eccles and Krusz, a heroic, if not a little rose-colored,
effort to extol the benefits of integrated reporting, and the announcement of the South
African Stock Exchange in June 2010, that listed companies would be required to deliver
an integrated report  if  they wanted to stay listed, a coup-de-grace for non-reporting
companies, masterminded by Mervyn King, the leading light in creating a pre-global
South African Integrated Reporting Committee. The fact that King would ultimately find
his home at the helm of the IIRC was probably not yet entirely predictable as, at this
point, all seemed hunky-dory on the reporting horizon.
In the GRI 2010-2011 Year in Review, the optimistic intertwining of IIRC and GRI is
evident:  "GRI’s Reporting Guidelines offer  comprehensive and trusted guidance for
sustainability reporting, and are an excellent tool for progressing towards integrated
reports.  GRI  also aims for  its  Guidelines to  be a  provider  of  robust  content  for  the
forthcoming integrated reporting framework. GRI is present in the IIRC’s Secretariat and
Committee, and in its content Working Groups and task forces."
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Round Three: October 2011 : King defects
Leaving the GRI to go dedicated at the IIRC, Mervyn King signals where he sees the
future. Optimistic nevertheless that this is a shared future, GRI makes King an Honorary
Chairman and says: "Professor Mervyn King has been an outstanding Chairman for the
Global Reporting Initiative, pushing the sustainability reporting agenda forwards in pursuit
of  a  sustainable  global  economy.  GRI  congratulates  Professor  King  on  his  new
appointment  and  as  an  active  member  of  the  International  Integrated  Reporting
Committee the GRI is looking forward to continue to work closely with Professor King in
the  important  endeavor  of  promoting  the  development  of  Integrated  Reporting."
Nonetheless, this divorce, amicable though it may be, sends a message to the aspiring
Integrated Reporters of the world: Investors are King. (No pun intended). The Chief Exec
of GRI, Ernst Ligteringen, however, remains in the loop as a Board Member of IIRC with
its reorganization in late 2011.

During  the  period  up  to  the  publication  of  the  Integrated  Reporting  Framework  in
December 2013, IIRC is generating quick wins and momentum for integrated reporting. It
gets the concept on the agenda at Rio, and a declaration (the famous Paragraph 47)
which talks of "integrating" sustainability information in to the reporting cycle", publishes a
draft integrated reporting framework for public comment and a consultation draft and
establishes alliances and memorandums and a pilot program and more. Driving forward
relentlessly, IIRC pretty well overlooks, it seems, a similar major reporting event which is
taking place at the same time. The new-improved GRI Reporting Framework.
Round Four: Mid 2012 Enter SASB

In October 2012, the newly-formed full-of-promise Sustainability Accounting Standards
Board put out a press release claiming that "SASB will be the U.S. voice for material non-
financial  issues  and  how  to  recognize  and  account  for  them  as  part  of  corporate
reporting." With bold plans to create a Materiality Map and a series of sector-based
standards that identify material non-financial issues that should be included in mandatory
reporting by publicly traded companies, SASB starts to shake up the mix. Notably at this
point, SASB maintains a distance both from GRI and from IIRC, carving a place for itself
on the reporting landscape which will rather disturb the status quo and leave corporations
even more challenged and possibly, amused, bemused or confused.

Round Five: February 2013 IIRC and GRI agree to agree

 Just as both GRI and IIRC are developing their  respective frameworks, an MOU is
signed between the two organizations, declaring that both parties will proactively engage
with  each  other  by  sharing  information  and  striving  for  "complementarity"  in  their
respective frameworks. Shame they didn't agree to agree on a definition of materiality.
That  would have been an MOU with teeth.  Instead,  GRI made some more tangible
resource commitments to IIRC. IIRC made rather  fewer to GRI.
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Round Six : May 2013 GRI good news

May  2013  was  alive  with  the  sound  of  eager  applause  at  the  GRI  conference  in
Amsterdam, hailing the new G4 as the superhero way forward for sustainability reporting,
with  a  materiality  focus,  and  a  shorter,  sharper,  cleaner,  quicker  way  to  relevant
corporate  transparency.  Although  ditching  comparability,  the  process-oriented  G4
framework was seen by (almost) all as a massive improvement on previous GRI reporting
framework iterations and would substantively change sustainability reporting for the
better. Oops. Just one thing missing. Despite the stated objective of creating a sort of
plug-and-play sustainability element which would fit snugly into integrated reports, by
"offering guidance on how to link the sustainability reporting process to the preparation of
an Integrated Report aligned with the guidance to be developed by the International
Integrated Reporting Council (IIRC)" the G4 framework excluded all serious mention and
reference to integrated reporting and all guidance relating to the process linkage. Why?
Well, the IIRC was powering up full steam ahead with its own framework, and apparently
didn't have the time to stop to think about how G4 could work to its advantage. Or it
thought that G4 wouldn't work to its advantage. The official line was that the timelines for
these two developments were different.
Round Six Part Two : G4 Research on Integrated Reporting
In 2013, GRI also demonstrated an interest in the progress of integrated reporting and
led  a  piece  of  research  which  examined the  sustainability  perspectives  of  existing
integrated reporters and other experts. One of the key conclusions placed G4 squarely
into the round integrated reporting peg, describing GRI as "a compass of sustainability"
saying that "Some of them [reporters] want to see GRI hone key performance indicators
specifically from the perspective of integrated reporters. Others appreciate how GRI
‘opens their eyes’ to the breadth of potential sustainability concerns for their business,
and find the GRI reporting process a good reference point as they construct an integrated
report. As one pioneer put it: ‘GRI guidelines helped us right from the start to answer the
question: what does it take to be a sustainable company?’"

Round Seven: December 2013 IIRC Framework Publication
Hot on the heels of the publication of the G4 Framework came the IIRC Framework, in
December 2013, announcing that the framework marks "an important milestone in the
market-led evolution of corporate reporting." The definition of the Integrated Report, in the
framework  is:  "a  concise  communication  about  how  an  organization’s  strategy,
governance, performance and prospects, in the context of its external environment, lead
to the creation of value over the short, medium and long term." And we are left in no
doubt about who the Integrated Report is designed to communicate this to: "The primary
purpose of an integrated report is to explain to providers of financial capital how an
organization creates value over time. It therefore contains relevant information, both
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financial and other." Conspicuous by its omission in the < IR > Framework is any mention
whatsoever  of  GRI.  The word "sustainability"  appears  only  twice.  There can be no
mistake that Integrated Reporting is not about sustainability impacts. It's about helping
investors  make  financial  decisions.  If  it  happens  that  a  sustainability  impact  is  so
unquestioningly obviously financially material, then it will merit inclusion in the integrated
thinking and writing of the Integrated Report. Regrettably, or otherwise, that may exclude
most of what is included in sustainability reporting.

The < IR > framework ignores GRI, MOU or otherwise. GRI believes that sustainability
reporting is a prerequisite for integrated reporting but in fact, it's not. Because nowhere in
GRI - or in G4 - is the link explicitly made between sustainability issues and business
profitability  or  shareholder return.  And nowhere in < IR > is the link explicitly  made
between sustainability impacts and financial outcomes. Perhaps it's time we stopped
thinking  of  Integrated  Reporting  as  an  evolution  of  both  Annual  and  Sustainability
Reporting and accept that reality is different. Integrated Reporting plays an important role
in filling in the gap between top line and bottom line, and ensuring that the value-creation
radar  screen is  not  too  narrow.  Sustainability  Reporting  plays  an  important  role  in
ensuring  companies  account  for  their  impacts  on  all  stakeholders.  These  are  two
purposes, two roles and despite the existence of a compelling connection between the
two, no organization has successfully delivered a framework which encompasses both in
a substantive way.
Round Eight: January 2014 IIRC and SASB sign an MOU
And still, the MOU game continues. This month saw the signing of an MOU between the
IIRC and SASB "to  more closely  collaborate to  advance the evolution of  corporate
disclosure and communicate value to investors...... Among other measures, SASB and
the  IIRC  agree  to  strive  for  complementarity  and  compatibility  in  the  ongoing
development  of  their  respective  frameworks,  guidelines  and  standards,  and  take
proactive  measures  to  share  the  work  of  the  other  organization."  There's  that
complementarity thing again.  If  only we could save the world by signing MOUs and
preaching complementarity, we would all be able to sit back and take a long rest by now.

Round Nine: Here we are. All Lose

So far, in eight rounds, no single framework has emerged a clear winner. Sustainability
Reporting  is  firmly  entrenched and G4 is  looking promising  with  uptake starting  to
emerge. The token number, growing though it may be, of integrated reports, some of
which are  evidence of  integrated thinking and some of  which are  evidence of  little
thinking, is unlikely to increase substantially unless we see that investors are not only
demanding, but using, these wonderful new documents. SASB is a great concept and
has made fabulous progress in practice,  but we have yet to see the detailed SASB
standards being widely applied in any sector. In short, the fragmentation and apparently
competitive battle for sustainability transparency leadership has not yet favored any of
the protagonists in an outright way, which might suggest that time and energies might be
more productively used in working together rather than working apart.

Perhaps it  is time that the leadership of the IIRC, GRI, SASB and even the UNGC -
there's  room in  the corner  -  meet  together  at  a  Complementarity  Retreat  (no MOU
necessary)  and emerge with  a  set  of  agreed action items:

(1) Recognize that G4, < IR > Framework and SASB Standards CAN each deliver unique
and equally valuable elements of corporate transparency and accountability.
(2) Harmonize the definition of sustainable business materiality and other key definitions
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across all frameworks.
(3) Agree that < IR > is the standard for Integrated Reporting and that, as such, it must
include a reporting against a set of common core sustainability material issues relevant to
all  businesses  with  linkage  to  business  outcomes and  financials,  with  harmonized
performance indicators  and  methodologies  to  measure  these.
(4) Agree that G4 is the standard for sustainability reporting and that the material issues
identified  through  the  sustainability  process  must  reference  business  outcomes,
irrespective of  where they occur in the value chain.  Companies producing only one
(integrated) report would be advised to include core material issues as identified in (3)
above, and a set of sustainability material issues as required by G4.
(5) Agree that SASB have got the sector materiality process nailed, and encourage the
adoption, with perhaps some adaptation for non-U.S. non-publicly traded entities, of
SASB standards in integrated and sustainability reporting without duplicating all that's
being done in separate processes.
(7) Agree to do things once and not three times, where reasonably possible.
(8) Agree to be inclusive and not competitive, while retaining focus, where reasonably
possible. (6) Have a celebratory ice cream, and get to work.

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 09:48AM (+02:00)

Comments
1. Re: GRI vs IIRC vs SASB: Round Nine. All lose.

- NicoleSkibola April 13, 2015

I just stumbled across this post. Great article. I've been foraying deeper into this world as
a SASB working group member and with a reporting project on the horizon. All I have to
say -- what a MESS! I am trained as a lawyer and can barely decipher the nuances of
each materiality standard. I think you got it right -- SASB standard makes the most
sense, esp since it has legal precedent to back it up here in the US.  Do you have any
insight into what standards many of the SRI indices are using out there -- GRI, SASB,
none of the above?
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5 ways to make a sustainability report sparkle
Thursday, January 09, 2014
Who says that CSR doesn't sparkle? At Tiffany's it certainly does, in more ways than one.
Just take a look at Tiffany & Co.'s third Corporate Responsibility Report covering fiscal
2012, and you will see lots of sparkles.

Sparkle 1: A cute sparkling monkey

Sparkle  2:  An  introductory  message from a  CEO who is  committed  to  responsible
practices.  Michael  J.  Kowalski  is  known  in  the  industry  as  a  driving  force  behind
responsible mining and a chain of custody mindset. Take a look at this old but absolutely
still relevant case study from Wharton back in 2004.
Sparkle  3:  Industry  leadership  in  responsible  mining,  and a  variety  of  engagement
frameworks to advance the standardization of responsible industry practice, including a
statement on hard-rock mining. This includes a very firm declaration: "If reforms are to
succeed, we believe that taxpayers must be fairly compensated for minerals taken from
public lands, protection of the environment must be enhanced and business certainty for
companies and communities dependent on mining must be improved."
Sparkle 4: An interesting section on how Tiffany & Co. supports beneficiation - a concept
which doesn't find its way into too many sustainability reports as its rather sector-specific,
but  in  the  mining  and minerals  sector,  it's  well-known.  There  is  a  whole  branch of
economics devoted to beneficiation in South Africa, and a national beneficiation strategy.
Essentially, beneficiation means adding processes which increase value - for example,
cutting and polishing diamonds in the country of extraction adds local economic value
and increases the value of exports, providing greater benefit to local populations. Tiffany
& Co.'s operations in Botswana, Namibia and South Africa employ over 90% locals and in
2012, over $90 million was added to these economies through beneficiation.
Sparkle 5: This is three sparkles rolled into one. A GRI Index (undeclared level), a UN
Global Compact Communication on Progress (Tiffany & Co. has participated since 2011)
and  a  detailed  Assurance  Statement  covering  a  range  of  metrics  and  detailed
methodology  of  factors  used  in  all  calculations.  A  well-rounded  set  of  reporting
communications which demonstrate commitment and alignment with key transparency
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and disclosure frameworks.
Tiffany & Co.  will  be  featuring at  the third  annual  Smarter  Sustainability  Reporting
Conference in London on 25th February 2014. I will be there (yep, doing the chairing
thing again),  and am especially  looking forward  to  meeting  Anisa  Kamadoli  Costa,
another  one of  Tiffany  & Co.'s  sparkles.

Anisa Kamadoli Costa is Chair and President of The Tiffany & Co. Foundation and Vice
President of Global Sustainability & Corporate Responsibility at Tiffany & Co. Anisa leads
the  global  corporate  responsibility  and  sustainability  function  at  Tiffany  &  Co.  and
manages the annual  philanthropic  giving portfolio  of  $6 million of  the Tiffany & Co.
Foundation. Prior to joining Tiffany & Co., Anisa worked at the Rockefeller Brothers Fund.
Anisa serves as Chair of the Board of the Environmental Grantmakers Association, a
group composed of  more than 220 foundations from the U.S.,  Canada and Europe
representing over  $1 billion in  environmental  grantmaking.
I  asked Anisa a few questions in the run-up to the Smarter Sustainability Reporting
Conference. She was very generous with her time and open in her replies. Read on.
Tell us about your professional background and how you came to be Vice President-
Global  Sustainability  &  Corporate  Responsibility  at  Tiffany  &  Co.  What  specific
experience  prepared  you  for  this  role?

When  I  joined  Tiffany  &  Co.  10  years  ago,  I  came  to  the  Company  with  a  multi-
disciplinary background, which has certainly fit into the global nature of our sustainability
work. Factoring global perspectives into sustainability is critical to our efforts at Tiffany &
Co. My graduate degree is in international affairs from Columbia University’s School of
International and Public Affairs (SIPA) and I have worked in both finance and private
philanthropy. Through my dual role overseeing sustainability and philanthropy for Tiffany
&  Co.,  we  have  strategically  aligned  our  philanthropic  giving  with  our  Company’s
sustainability efforts. Strategic philanthropy is a key pillar of Tiffany & Co.’s sustainability
work, with a particular focus on responsible mining and coral and marine conservation.
How is your CSR team composed?
Sustainability has always been a part of Tiffany & Co. and is central to how we operate as
a  luxury  brand.  Our  commitment  to  sustainability  was  formalized  in  2009  with  the
establishment of the CSR Committee of the Board of Directors as well as my department.
I report directly to Michael Kowalski, Chairman & CEO of Tiffany & Co., who is extremely
knowledgeable  and  passionate  about  the  environmental  issues  that  the  Company
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addresses, such as responsible mining. The fact that our team has such strong senior-
level support allows us to collaborate closely with internal and external stakeholders and
to continue to lead our industry.
How involved is the Board CSR Committee in your work? Do you find this to be helpful?
The  CSR Committee  –  and  in  fact  the  entire  Board  of  Directors  –  is  committed  to
sustainability and continues to demonstrate that it is a business priority for the Company.
This high level leadership emphasizes the importance of sustainability to our business. It
is not just the right thing to do, but a smart business decision that I believe improves the
long-term strength of our company and our industry.
What are current your priorities in role? And looking toward the next few years?
For many years, the focus of Tiffany & Co.’s sustainability work has been on responsible
mining and the responsible sourcing of our raw materials, ranging from diamonds and
gold to the paper in our iconic Blue Boxes and bags. Responsible Sourcing continues to
be a key priority for us moving forward. There are two timely mining issues that we are
addressing, that will be crucial over the next year or so.
Tiffany & Co. is a founding member of the Initiative for Responsible Mining Assurance
(IRMA),  which  seeks  to  develop  true  third-party,  multi-stakeholder  standards  for
responsible mining. I have been involved in IRMA since 2006, and through this process
we collaborate  with  representatives  from industry,  nongovernmental  organizations
(NGOs),  impacted  communities,  labor  organizations  and others,  who are  all  equal
participants in the development of the standards. IRMA’s draft standards will be released
for public comment in 2014 and piloted in 2015. We value the role that true third-party
processes play in raising the bar for our industry and believe in this process as critical to
improving standards for responsible mining.
Because of our commitment to the preservation of the natural world, we are raising
awareness of the risks associated with the development of the proposed Pebble Mine in
Bristol Bay, Alaska. Bristol Bay is home to the world’s most productive salmon fishery,
which would be devastated by one of the world’s largest open-pit gold and copper mines.
We believe that Bristol Bay is a special place where mining cannot be done without
forever destroying its wildlife, landscape, and community, and we have publicly declared
that should the Pebble Mine be developed, we will not source gold from it. Additionally,
the United States Environmental Protection Agency (EPA) has authority under the Clean
Water Act to block the mine, and they have conducted an assessment to evaluate the
impact  of  large-scale mining on the watershed.  The next  year  will  be crucial  in  the
protection of  Bristol  Bay.
Is there a conflict between luxury brands and CSR? Is this something that gets discussed
at Tiffany & Co.?
I actually don’t see a conflict between luxury and CSR as it pertains to Tiffany & Co. As a
luxury brand with a 177 year history, we believe that our customers put their trust in us to
operate responsibly and to ensure that the jewelry we craft was created in an ethical and
responsible way. We take that responsibility seriously and strive to live up to those
expectations, ensuring that sustainability considerations are a part of our decision-making
processes.
What's Tiffany & Co's record in responsible mining? Are you leaders or followers? Do you
get many approaches from activists?
Under the leadership of Michael Kowalski, our Chairman and CEO, Tiffany & Co. has
placed a priority on responsible mining issues for nearly 20 years. We source the majority
of  our  precious  materials  from  mines  we  know,  and  have  traceability  and  control
throughout our supply chain. In addition, we have a long history of collaboration with the
nonprofit  sector and strongly value the role they play in improving mining standards
around the world  and representing civil  society’s  perspectives in  these challenging
issues.
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Who do you expect to be the main audience for your report? How do you ensure that
your report gets noticed?
We  have  a  very  robust  sustainability  website,  which  we  use  to  communicate  our
sustainability initiatives to all of our stakeholders. We launched our sustainability report in
2011. It is a web-based report, allowing access to a variety of audiences such as our
customers, employees, investors, NGOs, the academic community, government and our
business partners.  The website offers different levels of  information so visitors with
varying interests can find what they are looking for on the site. We are committed to using
the Tiffany brand to increase awareness about the issues we care about, and our website
is one tool for that.
Thanks to Anisa, and to Tiffany & Co. for an education in beneficiation.

I guess I will be seein' y'all in London in a few weeks, then, right?

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 09:12PM (+02:00)
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When is CSR Reporting honest?
Saturday, January 04, 2014
What makes you read a sustainability report and come away thinking: "This company is
really honest?" How many times has that happened to you in recent years? (assuming
you have read a few sustainability reports). The Openness and Honesty Category in the
annual CRRA online reporting awards is always an interesting one for me, as, let's face it,
if  we are not  convinced of  the honesty of  the reporting company,  then pretty  much
everything else is  a waste of  time.  Am I  right  or  am I  right?

CorporateRegister.com, the CRRA host, says this about the Openness and Honesty
Category: "It’s sometimes difficult to tell the whole truth. It’s easy to highlight the good
news and ignore the bad. Whether performance is poor or excellent is less relevant for
this award. This award is for the report which ‘comes clean’, tells both the good and the
bad news, and which convinces us that this is a balanced picture."
Indeed, bad news was cited as one of the most significant credibility-builders in reporting,
according to research the CorporateRegister.com published in 2013. But there is bad
news and there is bad news. Sometimes, bad news is so wrapped up in sugar that you
don't even realize it's bad news. Sometimes, bad news is so insignificant that it's not even
news, let alone bad. Sometimes bad news is also old news, and not worth wasting time
on. Sometimes, bad news is simply a number in a chart which shows a target was not
achieved,  with  no  explanation  or  acknowledgment.  Bad news is  rarely  that  people
screwed up, people made mistakes, people got it  wrong, people failed. Bad news is
rarely personalized (unless you are Tony Hayward), though it's usually quite personal.
Maybe reports should include a section entitled: Who screwed up this year, why, and
what we did about it. That would shoot any report right to the top of the Sustainability
Reporting Honesty Leaderboard Rating of All Time.

But it's not just bad news that builds credibility. A report containing only bad news would
never get past legal counsel. It's the combination of both good and bad news and the
consistency with which the company's overall performance impacts are reported that
creates a credible report  and the feeling that  we are reading an honest  account  of
performance. The result is that you believe the company has made an effort to tell it like it
is, even though you always know, deep down, that the company has pre-deselected a
range of things that it will not disclose.

I took a look at the ten reports shortlisted for the Openness and Honesty Category to see
if  I  could  identify  a  good  news  -  bad  news  combination.  Previous  winners  in  the
Openness and Honesty category include Novo Nordisk Annual Report 2009 (CRRA '11),
Marks and Spencer How We Do Business Report 2011 (CRRA '12) and Pacific Hydro Pty
Annual Review & Sustainability Report 2012 (CRRA '13).
This  time,  the shortlisted lineup includes prior  winner  Pacific  Hydro and nine other
hopefuls. You can find all these reports and read them at CRRA '14 Best Openness and
Honesty Category.

• British American Tobacco plc Sustainability Summary 2012.
• Co-operative Group Limited Sustainability Report 2012.
• Fromageries Bel SA Corporate Social Responsibility Report 2012.
• Hydro Québec Sustainability Report 2012
• La Trobe University 2012 Sustainability Report.
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• Microsoft Corporation Citizenship Report 2013
• Pacific Hydro Pty Limited Annual Review and Sustainability Report 2013
• Royal BAM Group nv Sustainability report 2012
• Smithfield Foods Inc 2012 Integrated Report.
• STMicroelectronics NV Sustainability Report 2012

BAT supplied 180 markets with over 694 billion cigarettes in 2012. Is that bad news or
good news? You pick. But here's some really bad news. In 2012, there were 12 fatalities
among BAT employees and contractors. In 2011, there were 7 fatalities. And no, these
were not due to second-hand smoking but to injuries occurring during the course of work.
BAT  explains  that  a  large  factor  causing  these  fatalities  is  assaults  on  sales  and
marketing people. I wonder what's more dangerous - smoking cigarettes or selling them?
I checked back to an earlier BAT report (couldn't resist) and in 2010 there were four
fatalities and in 2009, three. What's BAT doing about this four-fold increase in fatalities in
three years? It's doing a lot of investigation and putting in place "focused support and
action plans" and a global awareness campaign.
Aside from these 19 people dying during the past two years, the rest of the BAT report is
really quite good news. BAT faces the question of smoking-is-bad-for-everyone's-health
head-on with wonderful news of nicotine alternatives which are safer than toxicants in
tobacco,  great  stories of  environmental  added-value and support  for  a  strict  sector
regulation.

The title of The Co-operative Group report - Building a Better Society - gives a hint that
this report might be good-news oriented. However, the Co-op confirms that this is a
balanced  report.  Chair  Len  Wardle  says:  "Good  or  bad,  we  report  our  impacts  on
everything from the environment to animal welfare, from people’s diet and health to
diversity."  Jonathon Porritt's  "expert  commentary"  is  only  good news.  Some of  the
superlatives in his short commentary include: remarkable, an inspiration, good story,
impressive, pioneer, extraordinary". Perhaps the bad news is that there are few incredibly
exceptionally admirably wonderfully astoundingly positive phrases he didn't manage to
cram in.

True to its assertion, The Co-op reports the good and bad of target achievement.

The good news is  that  most  companies have a hard time setting targets,  let  alone
reporting performance against  targets,  so well  done to  the Co-op.
Fromageries Bel's report - Sharing Smiles - is a first report. That's the good news. It's
also the bad news, because it's a shame that this company did not deliver a report before
now. It's a really well done report. The bad news is that there are zero women on the
management committee at Bel, despite women making up 37% of all managers.

I had a hard time finding anything that looked like bad news in Hydro Quebec's report.
That didn't make it less credible for me, but just to be on the safe side, I did a quick web
search to see it  I  could come up with any major  bloops about  Hydro Quebec and I
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couldn't.  The  report,  Hydro's  11th,  is  clear,  readable  and  materially  focused.  The
materiality process on the Hydro Quebec's website is impressively documented. So, no
bad news. But don't let that fool you.

La Trobe University's report is another serious affair, but there is a little bit of bad news
wrapped up in a little bit of good news. "While we have only achieved one of the three
targets for women in senior roles, we are committed to gender equality and our Equal
Opportunity for Women in the Workplace Strategic Plan 2012–2015 will provide guidance
to  move  the  University’s  gender  equality  forward."  The  target  was  42%  and  the
achievement was 37%, so that's only almost bad. The other piece of good news in the La
Trobe report is that target actions in all different performance areas throughout the report
clearly state who is responsible for delivering (by job title). Now we know. And so do they.

Microsoft's 105 page report is rather a good news report. There is some really good
news: For the first time ever, we’ve integrated carbon use into the financial decision
making of the company. Our internal carbon fee builds a more responsible corporate
culture while giving us a new perspective on the external costs of our emissions." That
sounds like great news. There's also good news from stakeholders. For example, Yutaio
Wang from China: “ I can’t tell you how happy I was to find out I could get Microsoft
training for free. I’ve always wanted to learn IT skills, but thought it was out of my reach.”
There's  good  news  about  technology  education,  supporting  NGOs,  environmental
performance,  life-cycle  impacts,  human rights,  online  safety,  data  privacy,  conflict
minerals.  In  fact,  it's  all  really  really  good.  Why spoil  it?

Pacific Hydro, on the other hand, piques our interest right on the very first page. The
report gives a legend for understanding targets. Take a look at this:

Now, doesn't that make you sit up and race to try and find some little x's ? Fast forward to
page 14. Oy! What a disappointment. Loads and loads of ticks and only one little x. "Did
not achieve required returns due to overall reduction in forecast bundled (green and
black) prices and delay in La Higuera tunnel rectification works." I thought that that might
be our bad news over and done with in this report but then I came across a good bad
report about the noise from wind farms and families who complained. Apparently wind
farms create noise - but did you know that they create inaudible noise? Isn't that an
oxymoron? "While complaints differ across the three families, they include concerns
about audible and inaudible noise, vibration, and health." Well done to Pacific Hydro for
reporting this sort-of bad news.

Royal  BAM Group's  report  leaves nothing to  chance.  It  includes a  section entitled:
"Where we can improve". It cites safety, carbon emissions and waste as key areas of
focus, and these are all top-right quadrant material issues. Detail about how Royal BAM
plans to improve are included in the relevant report sections. That's great. Now we don't
have  to  read  the  entire  report  looking  for  bad  news.  All  the  credibility  has  been
established  up  front  in  a  very  clear  way.  Way  to  go,  BAM.

Smithfield Foods' report starts with bad news. A "forward-looking information" statement,
half  a  page  long,  which  I  suppose  only  lawyers  understand.  My  point  is,  if  I  don't
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understand it, and it's full of legalese, then it must be bad news. However, this is probably
due to the report's integrated approach. Pages 1 - 54 are the Integrated-Sustainability
Report, pages 55 to 191 are the company's Form 10K. I didn't look at the latter but the
former is a sound and informative read, well-written, using the Integrated Reporting value
creation framework rather than the G4 material-impact approach. Every section has a
good-news piece about how much value Smithfield is creating for different stakeholders.
The bad news in all of this is the recall of 216,238 lbs of portobello mushroom-flavored
pork loins that may have contained an undeclared allergen. Fairly mild bad news, I
guess. Unless you're allergic.

STMicroelectonics uses the by now familiar little x approach to tell us their bad news.
There are actually quite a lot of little x's. Is that good news or bad news? Fortunately a
new set of objectives has been established for 2013-2015, so that probably turns this into
good news. The degree of data transparency is very high in this report, covering all levels
of performance over a 5 year period, and that's good news even if it contains bad news.

This  post  leaves me contemplating  why people  focus on bad news as  a  credibility
builder? I don't find that this is the only thing, or even the main thing, that makes a report
credible. Let's be realistic. A sustainability report is not a confessional where companies
request to be absolved of their sins. It's not something companies put out there so that
you can hang them with it. However, as no company is perfect, I guess it's somewhat of
an affront to our intelligence to present us with a report that gives us only the perfect
picture. And that's why bad news is so important in sustainability reporting. It respects our
intelligence. In return, we appreciate the honesty.
I haven't deliberately tried to influence the outcome of the voting in CRRA '14 Openness
and Honesty Category - none of the above reporters are my clients (yet, haha), so any
influence you picked up is entirely your responsibility. However, I would like to influence
you to vote. Voting in CRRA '14 is open through to end January and prizes are offered for
voting. Here's your chance to both win a prize and vote for the best bad news. Go for it!

elaine  cohen,  CSR  consultant,  winning  (CRRA'12)  Sustainability  Reporter,  HR
Professional, Ice Cream Addict. Author of Understanding G4: the Concise guide to Next
Generation Sustainability Reporting AND Sustainability Reporting for SMEs: Competitive
Advantage  Through  Transparency  AND CSR for  HR:  A  necessary  partnership  for
advancing responsible business practices . Contact me at www.twitter.com/elainecohen
or via my business website www.b-yond.biz (Beyond Business Ltd, an inspired CSR
consulting and Sustainability Reporting firm)
Posted by elaine at 12:34AM (+02:00)
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