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Executive Summary

At the European level as well as in general, CSR denitions and approaches are 

evolving from isolated, one-time actions to a responsible and sustainable 

strategy integrated in the core business strategy and thus, inuencing not only 

the enterprise, but the community.

Thus, it is needed to refocus the meaning of CSR into a more consistent way and 

to avoid the lack of focus of the policies or the misleading interpretations or ways 

of implementing it.

At policy level, the new and simpler denition put forward by the European 

Commission refers to CSR as ``the responsibility of enterprises for their impacts 

on society`` and outlines what an enterprise should do to meet that 

responsibility. The European Commission's new strategy on corporate social 

responsibility, part of a package of measures on responsible business, aims to 

help enterprises achieve their full potential in terms of creating wealth, jobs and 

innovative solutions to the many challenges Europe's society is currently facing.

It is also important to notice that small and medium enterprises (SMEs) are 

considered a key driver for economic growth, innovation, job creation and social 

cohesion. Their exibility and adaptability are essential features for overcoming 

periods of economic crisis, and of extreme relevance for the current economic 

downturn.

Acknowledging the crucial importance of SMEs for economic development, the 

compendium gives some data on the subject from the partners` countries.

At organizational level, the key challenge is to turn CSR into a strategic tool that 

impacts the nancial gains from productivity improvements (from more trained 

human resources to material efciency) to organizational innovation and 

management.
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The current report aims to present CSR policies from both sides, policy level – by 

mapping the major policies in the eld and organizational level – by presenting a 

series of best practices.

The general aim of the compendium report is to have an updated overview on the 

CSR policies across Europe, to analyse the CSR policies in the partners` countries 

and to present a series of best practices that show diversity in the CSR`s approach.

The specic objectives of the compendium are:

ü To understand the European agenda and political trends by mapping all the 

majors actions in the eld

ü To highlight best CSR practices and to promote them through the project 

network

ü To shed light on the many existing initiatives in European organizations 

regarding CSR 

ü To analyze the major CSR practices and to identify the future CSR trends

ü To identify useful resources to guide partners during the development of all 

the other project outputs

ü To develop a glossary of terms on CSR eld to ensure the use of common 

language during the development of the project

Without claiming to be an academic report, the compendium aims to be a useful tool 

for the professionals in NGOs, public bodies or company that are dealing with CSR, 

giving them a general overview of the major policies and a deeper understanding on 

the subject by presenting current case studies. 

In the process of putting together the data from the different countries involved in 

the project some main key ndings were drawn to be integrated in order to develop, 

on the project level, custom tools for organization that are willing to implement CSR 

policies.
From a methodological standpoint, the analysis follows a series of logical steps 
and concentrates on highlighting relevant aspects in the European CSR policies 
and to shed light on the diverse initiative across Europe, selected from 6 
European countries.
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The instruments used in the analysis combine quantitative and qualitative 

methods, relying heavily on the latter, comprised of the collection, processing 

data from best cases and interviews. Through the gathering of experiences from 

different organizations and professionals, the study can become an important 

source for understanding CSR in different economic and social contexts.

The study is structured in four major sections. The rst discusses methodological 

aspects, introduces the concepts and the main actions in terms of CSR policies.

The second section offers an up-to-date overview of the implementation of CSR 

in six European countries: Austria, Bulgaria, Portugal, Romania, Spain, 

Turkey. Various data sources were used, especially ofcial statistics at national  

level (National Institute of Statistic, Ministry of Finance, Ministry of Labour, etc) 

and Eurostat statistic. 

The conclusions of this section as well as the ndings of the report show the 

importance of a mature and diverse economic ecosystem that is able to sustain 

and support corporate social responsibility.

The third section covers a more in depth analysis on CSR practices, gathering case 

studies and interviews from each of six countries. The section aims to present case 

studies for the three key areas: SMEs, VET and social entities in order to have a 

diverse picture on the implementation of the CSR in the above mentioned 

countries.

The fourth and nal section supplies a set of conclusions related to the 

implementation of CSR in general. Last but not least, recommendations are given 

regarding the tools that are needed in the project for the use of professionals.

One of the main conclusions of the report is that professionals in the eld must 

have a common understanding on CSR and that implies a change in the way they 

perceive the integration of CSR into business – not only for the sake of 

communication or reputation, but as a change in the way they actually do 

business and which implies changes on the core business strategy.

From the analysis conducted it occurred that, in some cases, on terms of policy, 

CSR must evolve into a more strategic tool, a commitment of the company for the 

society.

The evolution of CSR depends on many factors, such as the economic landscape, 

the diversity of the economic actors, the culture, and it is important to note that 

there is a need for investments in the SME sector in order to support the initiative 

in this category.
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At EU level and globally small and medium-sized enterprises (SMEs) are 

considered to be the key driver for economic growth, innovation, job 

creation and social and economic cohesion, their exibility and 

adaptability representing essential features for overcoming periods of 

economic downturns.

The European Commission recognizes that the big challenge consists in 

attracting SMEs in addressing responsible behavior. 

Acknowledging that 99% of all European business is driven by SMEs1, SMEs 

have been recognized to play a leading role in promoting growth and 

creating new jobs in the European economy, being thus critical to the social 

and economic system. 

Thus, it is very important to support the growth of SMEs in general in order 

to become competitive and in order for them to be concerned of 

sustainable development and CSR.

There is a necessity for a better and more professional training and 

consultancy services, but they should be at a fair price so that this services 

could be affordable even for SMEs. 

In terms of trends and future approaches on CSR, some were pointed 

several times such as:

1Communication from the Commission to the Council, the European Parliament, the European 

Economic and Social Committee and the Committee of the Regions - Small and medium-sized 

enterprises - Key for delivering more growth and jobs. - A mid-term review of Modern SME policy, 

COM/2007/592 nal.
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ü Companies will develop innovative products and processes to tackle social 

and environmental problems

ü CSR approaches will be dened by cross- sector partnerships in order to 

have a greater impact

ü Multinationals and the large companies will commit to be more 

responsible and to have a goal for zero- waste, carbon-neutral and water- 

neutral production 

ü CSR will have specic criteria of measuring the impact

Foreword and methodology

The Compendium is one of the results of the European project Engage, funded 

with the support from the European Commission.

Being a multilateral project, the aim of Engage is to increase the visibility of CSR 

by creating platforms of dissemination for good practices, as well as self and co-

regulation processes increasing the level of trust in business as a key prerequisite 

for creating a sustainable CSR culture. 

In the overall context of the project, the aim of this compendium is to understand 

the European agenda and political trends and recommendations in the eld of 

CSR, to identify studies and reports on assessment of CSR practice, to shed light 

on the many existing initiatives in European organizations regarding CSR, to 

highlight current Best CSR practices and to analyze the major current CSR issues 

and spot the future ones.

The methodology used for the compendium was desk research and analysis of 

some major policy papers – for the CSR policies and national context, 

documentation on CSR best practices and face to face interviews. 

The research topics included European documents on CSR, in depth research on 

strategic planning, the impact on society, measuring system and organizational 

leadership. The analysis focused on three main pillars: social entities, companies 

and institution of vocational education and training.

The compendium put together the results from 6 European countries, part of the 

project: Austria, Bulgaria, Portugal, Romania, Spain and Turkey.

The Compendium is organized in thematic sections, highlighting the national 

context in each of the six countries, the most common approaches as well as good 

practices in relation to different aspects of CSR policy.

9



CHAPTER I: 
CSR Policies
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The chapter includes the major CSR policy papers and regulations, aiming to show 

how the concept evolved and which were the major changes in the eld.

The analysis starts with the Lisbon Summit (march 2000) that was a milestone for 

shaping CSR. The Summit come  in a moment where the society and the economy 

were impacted by globalization, international trade. This is why, the aim of the 

Summit was to promote measures to strengthen employment, to sustain economic 

reform and to sustain social cohesion.

The chapter goes through The Green Paper – Promoting a European 

framework for Corporate Social Responsibility (2001), a 35 page document 

underlying CSR and raising some questions on the role of CSR, companies and 

policies. It was followed by the Communication on CSR that set out the 

Commission`s vision of an appropriate framework for promoting CSR.

The chapter describes also other important measures in promoting and 

implementing CSR across Europe, such as EMS Forum, CSR Alliance, Enterprise 

2020 and ends with the Commissions` Communication on the renewed EU 

strategy 2011- 2014 for CSR, where CSR is dened as the responsibility of 

enterprises for their impact on society.

In terms of European and International Standards, the paper is mentioning the 

OECD Guidelines for Multinational Enterprises, the 10 principles of the UN Global 

Compact and the ISO 2600 Guidance Standard on Social Responsibility.

The chapter puts together one of the most important CSR denition by the 

Commission`s Communications on CSR, the World Business Council for Sustainable 

Development, the Business for Social Responsibility, the International Labor 

Organization aiming to compare the common language.

Chapter I: CSR Policies
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[2] LISBON EUROPEAN COUNCIL 23 AND 24 MARCH 2000, PRESIDENCY CONCLUSIONS- 

http://www.europarl.europa.eu/summits/lis1_en.htm

In the context of international development and economic growth, Corporate Social 

Responsibility is playing an important role on EU policy agenda due to the emphasis on 

sustainability and responsible growth.

By 2000, when notable actions were taken on CSR, it was created a momentum, by 

businesses, organizations and lobbyists that pushed the European Commission to take 

clear actions in this direction.

The Lisbon Summit held in March 2000 is a milestone for shaping European social 

responsibility and not only, and placing it on the public agenda.

The reshaping of the European economy due to globalization, the speed of 

technological change, the European market as a platform, the introduction of the 

EURO currency and the plans to extend the boarders of the Union affected the decision 

of the political leaders to ``agree a challenging program for building knowledge 

infrastructures, enhancing innovation and economic reform and modernizing social 

welfare and educations systems.2 

The aim of the Summit was to promote measures to strengthen employment, economic 

reform and social cohesion in the new knowledge based economy.  The European 

leaders integrated CSR into the strategic goal of the EU to become by 2010 the ̀ `most 

competitive and dynamic knowledge- based economy in the world, capable of 

sustainable economic growth with more and better jobs and greater social cohesion.

Lisbon and Green PaperLisbon and Green Paper

http://www.europarl.europa.eu/summits/lis1_en.htm
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Lisbon and Green PaperLisbon and Green Paper

The goal of the Union required clear measures and specic strategies on various elds, 

such as research and innovation, economy and reshaping social models.

In the concept paper, the Commission underlines the role of an entrepreneurial culture, 

sustainable jobs and developing an active and dynamic welfare state. 

The conclusions are including a clear paragraph on Corporate Social Responsibility, at 

point 39. The European Council makes a special appeal to companies' corporate sense 

of social responsibility regarding best practices on lifelong learning, work organization, 

equal opportunities, social inclusion and sustainable development.

The Lisbon Summit was followed by the one in Gotenburg (June 2001) that emphasized 

the role of companies within society and the context of a sustainable development 

strategy for Europe.

The remarks took a more concrete form in 2001, when the European Commission 

published and launched to consultation its Green Paper – Promoting a European 

framework for Corporate Social Responsibility.

The Green Paper is a 35- page document that sets out the principles underlying CSR 

and setting out 18 key questions for discussion such as:

ü What is the role of the E.U in the development of CSR?

ü What is the role of CSR in corporate business strategies?

ü What is the role of other stakeholders?



[3] Green Paper - Promoting a European framework for Corporate Social Responsibility, 2001- 
http://europa.eu/legislation_summaries/employment_and_social_policy/employment_rights_and_work_organi
sation/n26039_en.htm
[4]European Commission, Responses to the Consultation on the Green Paper on CSR, 
http://europa.eu.int/comm/employment_social/soc-dial/csr/csr_responses.htm [hereinafter Green Paper 
Responses].
[5]Submission from Amnesty International on The European Commission 2001 Green Paper: Promoting a 
European Framework for Corporate Social Responsibility, 
http://europa.eu.int/comm/employment_social/soc-dial/csr/pdf2/091-NGOINT_Amnesty-
International_int_011219_en.htm

The Green Paper denes CSR as ``a concept whereby companies integrate 

voluntary basis, social actions and environmental protection in their daily 

activities and in relationship with stakeholders.3

CSR is seen and dened as a responsible behavior for strategic growth, for having 

an impact in the community and also for economic competitiveness. Thus, it is not 

perceived as a social activity, but more as a business operation focused on growth 

and sustainable development. The focus is that the companies should integrate 

the corporate social responsibility as a strategic investment into the core business 

strategy and the operational management (procedures, instruments, daily 

operations).

The paper also stated the impact that CSR have on the overall business: It opens a 

way of managing change and of reconciling social development with improved 

competitiveness.

In the Green Paper, the Commission acknowledge the importance of other 

international initiatives in the eld of CSR, such as UN Global Compact (2000), 

the ILO's Tripartite Declaration of Principles concerning Multinational Enterprises 

and Social Policy (1977/2000), the OECD Guidelines for Multinational 

Enterprises (2000). 

For the Green Paper, the consultation period ended on 31 December 2001, and it 

was followed by a ``Communication on Corporate Social Responsibility`` that 

set out the Commission`s vision of an appropriate framework for promoting CSR.

There were 261 responses to the Green Paper4 with only nine out of fteen 

Member States responding: Austria, Belgium, Finland, France, Germany, 

Ireland, Netherlands, Sweden and United Kingdom. The Green Report received 

some criticism due to its rather narrow denition, including more the business` 

interests and not the interest of a large number of stakeholders: NGOs, trade 

unions.

Also Amnesty International5 argues that CSR should not be an “add-on to core 

business activities” and underlines that the assumption that CSR should be 

viewed as voluntary is “awed in that it fails to take account of the reality that 

voluntary approaches are generally implemented in response to consumer and 

community pressures, industry peer pressure, competitive pressure or the threat 

of new regulations or taxes,” i.e., rarely voluntarily. 

13
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In its 2011 Communication on CSR- Communication from the Commission Concerning 

Corporate Social Responsibility: a business contribution to the Sustainable 

Development, The European Commission dened Corporate Social Responsibility as 

“the responsibility of enterprises for their impacts on society” – a shift from the previous 

denition of CSR as an approach “whereby companies integrate social and 

environmental concern in their business operation and in their interactions with their 

stakeholders on a voluntary basis”. 

In the Communication, The Commission included several proposals in order to 

facilitate the adoption of CSR and to raise awareness on the topic.

The rst proposal advocated the creation of and E.U Multi – Stakeholders forum on CSR 

(EMS Forum) with the aim of promoting transparency and convergence on CSR 

practices and instruments, being composed of representatives from states, non- 

governmental organizations, corporations and wider civil society. The EMS forum was 

formally established in October 2002. Chaired by the Commission, the EMS Forum 

brought together representatives of business networks, employers, union trades and 

NGOs in order to promote innovation and transparency in the existing CSR practices 

and tools. 
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CSR between EMS Forum and the CSR Alliance

The EMS Forum is followed by a Council Resolution6 on Corporate Social Responsibility 

that aims to promote CSR at national level, to promote transparency and a dialogue 

with social partners and to exchange information and experiences between Member 

States.

An important milestone in the evolution of CSR on the European agenda is the 

submission of the Second European Commission Communication7 – Implementing the 

partnership for growth and jobs: Making Europe a pole of excellence on CSR.  

The communication proposed a new partnership with enterprises and a new Alliance to 

help raising awareness on CSR, to develop co-operation and to ensure a system in 

place and environment for CSR.

CSR is regarded as “increasingly important for the smooth functioning of the market 

economy”. It can “help bring about both a more responsible business community and a 

more entrepreneurial and business-friendly Europe”.

In the document, the Commission also launched the idea of a European Alliance for CSR 

made of large companies and SMEs that are willing to promote CSR actions.

In this regard, CSR Europe set up the European Alliance for CSR together with Business 

Europe. Considering the initiative not open to a multi-stakeholder dialogue, some of 

the NGOs and trade unions took back their support and step- out from the Multi- 

Stakeholder Forums. The EMS broke up that year, in 2006, and did not report activities 

until 2009 when it was organized a plenary session.

In this period of time, the Alliance focused on the needs of businesses and it was 

supported by 200 businesses and 70 organizations. The Alliance tried to better dene 

CSR and map the European initiatives. A survey was conducted and the Alliance 

proposed The European Cartography on CSR Innovations, Gaps and Future Trends.8

The mapping tried to reply to some hot topics of that moment:

[6 ]Counc i l  Reso lu t ion  o f  6  February  2003 on  CSR :  h t tp : //eur- lex .europa .eu/ lega l -
content/EN/TXT/?uri=CELEX:32003G0218%2802%29
[7] http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2006:0136:FIN:en:PDF

[8]http://ebooksgo.loomhost.com/pdf/Johnson_and_Johnson_CSR_Initiatives/The_European_Cartography_

On_CSR_Innovations_Gaps_And__/43_pdf
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 [9] http://pr.euractiv.com/pr/csr-europe-launches-toolbox-responsible-business-88573

 [10] http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2011:0681:FIN:EN:PDF

> To whom matters CSR

> Which is the impact of CSR and which are the innovative initiatives across Europe

> The importance of CSR for businesses

> Which are the constrains and gaps when implementing CSR as a business

One of the measures taken by the Alliance, governed by CSR Europe was to set up the 

framework for CSR Laboratories to address CSR related topics. Each Laboratory is led 

by companies and overseen by CSR Europe and its partners. 

After implementing some of the Laboratories across Europe, the Alliance launched, in 

December 2008 a toolbox for a Competitive and Responsible Europe9 that included 5 

broad themes tackled into the Laboratories: creating an integrated workplace, 

developing human capital, engineering new business models, promoting sustainable 

production and consumption, and enhancing trust though open communication.

Enterprise 2020

The Enterprise 2020 is the Europe agship regarding CSR that is planning to address 

sustainable growth.

It was launched in October 2010 to promote responsible and sustainable business, and 

support the businesses in their transition to the global market, the societal changes 

(demographics, globalization) and the increase of the urbanization.

The project has two main directions: to be formed as a platform/ an umbrella for the 

innovative CSR practices across Europe and for collaboration between various 

stakeholders and secondly, to encourage the EU institutions to provide its contribution 

in relation to business to the European`s Strategy for smart, sustainable and inclusive 

growth.

In 2011, the Commission`s Communication10 on the renewed EU strategy 2011-2014 

for CSR underlined the CSR as the responsibility of enterprises for their impacts on 

society, while the businesses were seen as the agents of CSR.
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Also, the Commission invited member states to develop or update by mid- 2012 their 

own plans or national lists of priority actions to promote CSR in support of the Europe 

2020 Strategy, with reference to recognized CSR principles and guidelines and in 

cooperation with enterprises and other stakeholders. Also, the Commission undertook 

to create with Member States in 2012 a Peer Review Mechanism for national CSR 

policies.11 

There were 7 peer review reports completed by UK, Denmark, France, Sweden, 

Finland, Italy and Netherlands. The initiative was focused on sharing experiences and 

learning about CSR innovative practices from one country to another.

 [11] 

http://ec.europa.eu/social/keyDocuments.jsp?advSearchKey=CSRprreport&mode=advancedSubmit&langI

EU and International Standards

A major priority of the renewed strategy was to put in line the European initiatives and 

guidelines with the global ones regarding CSR, such as:

The OECD Guidelines for Multinational Enterprises

The Guidelines are part of the OECD Declaration on International Investment and 

Multinational Enterprises and they were rst adopted in 1976 in order to provide 

standards and principles for responsible businesses.

The Governments that adopt the OECD Guidelines must set up a National Contact 

Point to ensure the implementation of the principles and the support needed.

The EU countries that have  (by April 2014) established NCPs are: Austria, Belgium, the 

Czech Republic, Denmark, Estonia, Finland, France, Germany, Greece, Hungary, 

Ireland, Italy, Latvia, Lithuania, Luxembourg, Netherlands, Poland, Portugal, Romania, 

Slovakia, Slovenia, Spain, Sweden and the United Kingdom.
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The United Nations Global Compact12 propose a set of ten principles related to 

human rights, labor, the environment, and anti –corruption as guidelines for CSR. 

In was launched in July 2000 with 44 signatories and today it has more than 

12.000 members worldwide.

THE 10 PRINCIPLES
 OF THE UN GLOBAL COMPACT

Human Rights 

Principle 1: Businesses should support and respect the protection of 

internationally proclaimed human rights; and 

Principle 2: make sure that they are not complicit in human rights abuses. 

Labour 

Principle 3: Businesses should uphold the freedom of association and the 

effective recognition of the right to collective bargaining; 

Principle 4: the elimination of all forms of forced and compulsory labour; 

Principle 5: the effective abolition of child labour; and 

Principle 6: the elimination of discrimination in respect of employment and 

occupation.

Environment 

Principle 7: Businesses should support a precautionary approach to 

environmental challenges; 

Principle 8: undertake initiatives to promote greater environmental 

responsibility; and 

Principle 9: encourage the development and diffusion of environmentally-

friendly technologies.

Anti-Corruption 

Principle 10: Businesses should work against corruption in all its forms, including 

extortion and bribery

 [12] https://www.unglobalcompact.org/AboutTheGC/index.html



ISO 26000 Guidance Standard 
on Social Responsibility

ISO 26000 is the standard for social responsibility for all organizations. It was produced by the International 

Standards Organization in 2010. To ensure consistency, ISO has entered into special agreements with the ILO, 

the Global Compact, the Global Reporting Initiative (GRI). The Global Reporting Initiative (GRI) is a network-

based non-governmental organization that aims to drive sustainability and Environmental, Social and 

Governance (ESG) reporting through its Sustainability Reporting Framework.

The ISO guidance provides a structure for companies to organize their activities, which can then be measured 

and presented in the company's report following GRI guidance. 

SO 26000:2010 provides guidance rather than requirements, so it cannot be certied to unlike some other 

well-known ISO standards. Instead, it helps clarify what social responsibility is (…)

Social responsibility is the responsibility of an organization for the impacts of its decisions and activities on 

society and the environment, through transparent and ethical behavior that:

> contributes to sustainable development, including health and the welfare of society;

> takes into account the expectations of stakeholders;

> is in compliance with applicable law and consistent with international norms of behavior;
 13 > is integrated throughout the organization and practiced in its relationships.

Some countries have developed national guidance tools for companies and in some of the Nordic countries, 

there are also efforts to make state-owned businesses ISO 26000-compliant.

19

 [13] http://www.iso.org/iso/home/standards/iso26000.htm

ISO26000



Dening CSR

[17]InFocus Initiative on Corporate Social Responsibility: Strategic Orientations (GB.295/MNE/2/1). See: 
http://www.ilo.org/public/english/standards/relm/gb/docs/gb295/pdf/mne-2-1.pdf
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[14]Ibidem

[15]WBCSD Stakeholder Dialogue on CSR, The Netherlands, Sept 6-8, 1998)
[16]Denition used by the NGO Business for Social Responsability

In the previous part we mentioned the major actions taken in order to put CSR on the political 

and the policy agenda.

In this section, we will try to put together the denitions given to CSR from both European and 

international stakeholders, in order to sum up the common concepts and words used.

The latest Communication of the European Commission is dening the CSR as 

The responsibility of enterprises for their impacts on society”. Respect for applicable 

legislation, and for collective agreements between social partners, is a prerequisite for 

meeting that responsibility. To fully meet their corporate social responsibility, 

enterprises should have in place a process to integrate social, environmental, ethical, 

human rights and consumer concerns into their business operations and core strategy 

in close collaboration with their stakeholders (…)

A renewed EU strategy 2011-14 for Corporate Social Responsibility14

Corporate Social Responsibility is the continuing commitment by business to 

contribute to economic development while improving the quality of life of the 

workforce and their families as well as of the community and society at large.

World Business Council for Sustainable Development15

[CSR] is operating a business in a manner that meets or exceeds the ethical, legal, 

commercial and public expectations that society has of business.

Business for Social Responsibility16

CSR is a way in which enterprises give consideration to the impact of their 
operations on society and afrm their principles and values both in their own 
internal methods and processes and in their interaction with other actors. CSR is a 
voluntary, enterprise-driven initiative and refers to activities that are considered to 
exceed compliance with the law.

International Labor Organization17

http://www.ilo.org/public/english/standards/relm/gb/docs/gb295/pdf/mne-2-1.pdf
http://www.bsr.org/
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As the denitions are put together, the elements that characterize CSR are:

> its voluntary nature – enterprises focused on operating the core business in a 

socially responsible way by going beyond their legal obligations;

> the CSR strategy and actions impacts the community on different level from 

economic, cultural to environmental;

> the CSR actions should be systematic and part of an strategic, and not 

occasional;

> the concept it also link to sustainable development.



CHAPTER II: 
Benckmarking - implementation of 

CSR in 6 European countries



Countries with 
current CSR NAPs

Countries with NAPs 

close to completion

Countries with NAPs 

under development

Countries without
 plans to

 develop a
 formal NAP

Belgium, Bulgaria, 

Cyprus, 

Czech Republic, 

Germany, Denmark, 

Estonia, Finland, 

France, Italy, 

Lithuania, 

the Netherlands,

 Poland, Sweden, UK

Austria, Ireland,

Hungary, Malta, 

Spain

Croatia, Greece,

Latvia, Portugal,

Romania, Slovenia, 

Slovakia

Luxembourg

 [18]Corporate Social - Responsibility National Public Policies in the European Union - Compendium 
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Chapter 2: Benckmarking - implementation of CSR in 6 European 
countries

National context impacting CSR

The countries we are about to analyze in this paper are Austria, Bulgaria, Portugal, 

Romania, Spain and Turkey. In terms of geopolitical aspects and cultural ones, the 

countries are very diverse: 5 are part of the European Union, Turkey is a candidate 

country, Bulgaria and Romania are Eastern European countries and former communist 

countries, since Austria is Central European and Portugal and Spain are Western 

European.

The chapter includes some key aspects in each country: the description of the main 

business features, such as size and industries, the legal framework and dynamics for 

VET and social entities. Also, it covers the legal framework for CSR in each country and it 

gives resources for CSR, in the main time, trying to highlight the new CSR trends.

We have to consider the political, social and cultural aspects when analyzing the CSR 

policies in all the 6 countries, but one thing is certain: since the international 

development and the international trading, CSR becomes more and more important.

The European Commission and the national governments, alongside the companies 

are pushing CSR on the public agenda.

On June 201418, 15 member states had a current National Action Plan (NAP) on 

Corporate Social Responsibility.



AUSTRIA
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GENERAL FEATURES ON Vocational Education and Training, NGO's AND BUSINESS

Vocational Education and Training (VET) and Adult Education PROVIDERS 

Type of entities providing VET and Adult Education

In Austria after nine years of compulsory education, there are the 

following VET providers:19

> College of higher vocational training (Berufsbildende Höhere Schulen, 

BHS);

> School for intermediate vocational education (Berufsbildende Mittlere 

Schulen, BMS);

> Dual system (Vocational schools – Berufsschulen – together with 

apprenticeship training in an enterprise).

They offer different solutions and modalities of trainings and courses, but all of them 

are coordinated by the Federal Ministry for Education and Women (Bundesministerium 

für Bildung und Frauen).

It is important to underline that the national CSR policies and action plans are different 

depending on economic (number of companies, number of SMEs, international trading, etc.) 

and cultural (political context, history, traditions, etc.) context.

Thus, it is simple to understand that the countries described in the compendium have different 

policies regarding CSR. 

In Western Europe, in the last decade was a twist from the welfare state system to a public – 

private partnership. Nowadays, the companies need to be focused on sustainable growth and 

their impact on the community and not only to pay taxes or provide working places.

In Central and Eastern European countries, where the communist regime left some important 

marks on both economy and society, the countries spent their resources more on the transition 

to a global market and economy than on building an ecosystem for fostering sustainable 

growth.  However, CSR is advancing rapidly, rst by being enforced by multinationals who 

applied their international policies also on national level and secondly by domestic companies 

that started to grow and pay more attention to CSR.

 [19]http://www.bildungssystem.at/



Total 
of schools

General 
mandatory 

school *)

General 
higher school

Professional
 school

Yüksek
School for 

intermediate 
vocational 

education - BMS

College of 
higher 

vocational 
educational - BHS

Schools

Classes

Students

Female students

5.863 4.576 346 157 475 309

54.283 30.886 8.754 6.557 2.471 5.615

1.099.021 568.157 203.278 137.934 54.128 135.524

519.407 269.706 110.163 44.163 27.480 67.895

[20]Source: Statistik Austria: 
http://www.statistik.at/web_de/statistiken/bildung_und_kultur/formales_bildungswesen/schulen_schulbesuch/02
0948.html (last access on 11.02.2015)
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Besides formal vocational education, there is a broad range of non-formal vocational 

programmes in adult education and training for both continuing vocational training 

and initial vocational training available in Austria. Initial or C/VET courses are offered 

at public and private institutions of further education, schools and universities and even 

at the workplace. While formal vocational education almost exclusively affects young 

learners, non-formal vocational education is aimed at all age groups. When discussing 

young learners' retention rates in vocational education in Austria it thus has to be 

considered that the target group cannot be easily ascribed to one educational sector 

only.

Vocational training measures vary particularly in their contents, format and intensity. 

The spectrum ranges from continuing vocational training courses in one trade to 

vocational training in other forms to, e.g. specialise in one aspect, such as on-the-job-

training, job-rotation, exchanges, study visits, learning circles, quality circles, self-

directed learning or the attendance at conferences, workshops, trade fairs, lectures etc. 

An example for continuing vocational training courses are the 'dual qualication' 

programmes that provide skilled workers with the possibility to acquire qualications 

for university access alongside further vocational education and career-related skills 

upgrading.

*Source: STATISTIK AUSTRIA, Statistics on schools. Issued on 09.12.2014. 1) From 2008/09 contains also Neue Mittelschulen.

Dimension of VET and Adult Education in Austria

According to the Austrian statistics institute these are the results for the academic year of 

2013/1420

http://www.statistik.at/web_de/statistiken/bildung_und_kultur/formales_bildungswesen/schulen_schulbesuch/020948.html
http://www.statistik.at/web_de/statistiken/bildung_und_kultur/formales_bildungswesen/schulen_schulbesuch/020948.html
http://www.statistik.at/web_de/statistiken/bildung_und_kultur/formales_bildungswesen/schulen_schulbesuch/020948.html


Association Events Participants

Total

ARGE BHÖ

BFI

BvÖ

FORUM

LFI 

RÖBW

VÖGB

VÖV 

WIFI 

206.202 4.228.470

448.189

242.315

1.121.224

733.172

316.527

1.130.080

161.993

754.785

363.729

17.690

19.280

107

29.434

14.021

26.453

6.956

57.252

32.729

Kaynak: Avusturya AE örgütü: Konferenz der Erwachsenenbildung Österreichs 

(KEBÖ). Hazırlanma tarihi 23.01.2015.

Source: Statistik Austria: 

http://www.statistik.at/web_de/statistiken/bildung_und_kultur/formales_bildungswe

sen/schulen_schulbesuch/020948.html (son erişim tarihi 11.02.2015)

According to the Statistik Austria, in 2013 there were more than 

four million people participating in courses or trainings from 

these non-formal education public institutions. The following 

table conveys detailed information on this matter:

As it can be seen from the statistics, VET institutions are a 

preference within the Austrian schooling system. The 

combined gures of students in professional and vocational 

institutions overcome around 50% the number of students in 

ARGE BHÖ = Arbeitsgemeinschaft der Bildungshäuser Österreichs (Avusturya Eğitime yönelik Çalışma Grubu), BFI = 

Berufsförderungsinstitut Österreich (mesleki ter kurumu), BVÖ = Büchereiverband Österreichs (Kütüphaneler Derneği), 

FORUM = Forum Katholischer Erwachsenenbildung in Österreich (Katolik AE forumu), LFI = Ländliches 

Fortbildungsinstitut (Bölgesel Yüksek Öğrenim Kurumu), RÖBW = Ring Österreichischer Bildungswerke (Avusturya 

Eğitime yönelik Çalışma Grubu), VG-Ö = Volkswirtschaftliche Gesellschaft Österreich - Verband für Bildungswesen 

(Avusturya Politik-ekonomik Derneği– Avusturya Eğitim Derneği), VÖGB = Verband Österreichischer Gewerkschaftlicher 

Bildung (Avusturya Sendikal Eğitim Derneği) , VÖV = Verband Österreichischer Volkshochschulen (Avusturya AE 

Derneği), WIFI = Wirtschaftsförderungsinstitut der Wirtschaftskammer Österreich (Ekonomi Odası İşletme Geliştirme 

Enstitüsü). - 1) çalışanlara yönelik eğitim dahil.
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http://www.statistik.at/web_de/statistiken/bildung_und_kultur/formales_bildungswesen/schulen_schulbesuch/020948.html
http://www.statistik.at/web_de/statistiken/bildung_und_kultur/formales_bildungswesen/schulen_schulbesuch/020948.html
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Social Entities Features

According to the publication of the EU 

of non-prot foundations in Austria,24 

only around 20% of the total number 

of these institutions in Austria is non-

protable, whereas 75,3% count as 

self-served foundations, that means, 

that no solidary goal involved.  From 

the non-protable ones, the weight 

of the ones in Vienna is humongous 

in comparison to the other eight 

federal regions in Austria, as stated in 

the following table.

Federal region
Only 

self-interested 

foundations

Only 
non-protable 
foundations

Federal 
foundations

Regional
 foundations

Vienna

Upper Austria

Lower Austria

Styria

Salzburg

Carinthia

Tirol

Vorarlberg

Burgenland

1220

375

254

201

188

132

115

96

28

121

16

20

15

17

15

13

6

3

154

13

19

7

10

0

6

2

5

35

14

46

30

18

12

31

31

7
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SOCIAL ENTITIES 

Ofcial registration

In Austria there is a legal frame21  for 

social foundations which denes the 

limits, rights and duties of such 

institutions. Besides that, there can 

also be found an association for 

pr ivate foundat ions (Verband 

Österreichicher Privatstiftungen)22 

a n d  a  u n i o n  f o r  n o n - p r o  t 

foundations (Bund Gemeinnütziger 

Stiftungen).23



Among the non-protable foundations, the main goals of their activities are concentrated 

in social services and education/research. The following table provides detailed 

information about the activities of non-prot foundations.
S
O

C
IA

L
 E

N
T
IT

IE
S
 Activities Number of foundations

Social service

Education / Research

Culture, Sports and Relaxation

Health

Development and housing

Religion

Legal services, procuration of interest and politics

Foundation and donation

Environment

Other

International

Professional unions

278

256

131

60

57

38

18

18

15

12

11

5

Volunteering in Austria

Formal or informal type of volunteering

in Austria:

Any sort of volunteering

Informal volunteering

Formal volunteering

Volunteers among employed people

People with a migrant background

 are over average engaged in 

volunteering in their neighbourhoods

Average of working hours as a 

volunteer per week:

%46

28% honorary posts

31% helping in the neighbourhood

13% both sectors of voluntary work

3,3 million of people in Austria

2 million of people in Austria work in 

organisations and associations without being paid

2,2 million of people in Austria work as a

 volunteer informally in their neighbourhood

Identical for man and women

2/3 (2/3 of volunteers of each kind are employed)

56% male, 44% female

%39

Formal: 2,6 – 4,3h (depending of the area)

Informal: 3,4h

Source: (2013) IG Kultur Österreich: igkultur.at/kulturpolitik/kommentare/studie-zur-

freiwilligenarbeit
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BUSINESS FEATURES

The next chart and the table show that the gross majority (87%) of business 
in Austria is micro sized. All the other business sizes from 10 employees 
onwards consist of a bit less than 15% of the total (which means around 
40.000 enterprises). For reference, business sizes goes from “micro”, which 
include up to 9 employees; “small”, which take between 10 to 49 
employees;  “medium” correspond to 50 up to 249 employees and “large” 
consist of more than 250 employees.

Austria 201225

Micro Small Medium Large TOTAL

274.178 34.165 5.386 1.126 314.855

Comments: 

Business sizes:

Micro (0-9 employees), 

Small (10-49), 

Medium (50-249),

Large (250 and +)

The chart shows how the impact of micro sizes businesses are in Austria.

Considering the main business sectors to be found in Austria, “trade” can be seen as 

having the biggest share of the total, but there are other sectors which can gather many 

sorts of businesses, such as “trafc, lodging and gastronomy”or “other services”. 

[25]http://www.statistik.at/web_de/services/wirtschaftsatlas_oesterreich/branchendaten_nach_beschaeftigtengro

essenklassen/024107.html

28



Manufacture Construction Trade

Trafc, 
lodging and 
gastronomy

Information and 
Communication

Other 
services

TOTAL

24.533 32.313 75.429 60.177 17.876 62.836 273.164

Business Sector in Austria 2013

2013

Observing the business sectors closely, as it is shown in the next table, the 
mining sector is the smallest one having just 0,1% of the total number of 
companies, contrasting with the biggest sectors in Austria which are retail, 
having a 23,9% share of the market, followed by technical services with 
19,9%.

Sector Nr. of enterprises Average total of employees

TOTAL

Mining

Manufacture of goods 

Energy supply

Water supply and waste disposal 

Civil engineering

Retail

Trafc

Lodging and gastronomy 

Information and communication 

Property and housing 

Technical services 

Other economic services 

Reparation 

314.325 2.691.628

344

24.533

2.201

1.989

32.313

75.429

13.997

46.180

17.876

21.336

62.836

13.877

1.414

6.075

615.707

28.849

19.675

282.818

646.041

206.225

284.329

104.039

52.109

231.210

210.526

4.025

 [26]Preliminary results on 2013: 

http://www.statistik.at/web_de/statistiken/handel_und_dienstleistungen/leistungs_und_strukturdaten/index.html (last access on 18.02.2015)

 [27]Preliminary results on 2013: 

http://www.statistik.at/web_de/statistiken/handel_und_dienstleistungen/leistungs_und_strukturdaten/index.html (last access on 18.02.2015)
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Comments:

The main business sectors in Austria 

consist of trade (36%) and trafc, 

lodging and gastronomy (29%). For 

more detailed information on the 

business sectors, the number of 

enterprises as well as the avarage 

total of employees, check the 

following table.

In the following table and chart it is visible how 

sectors are distributed in the Austrian context.

Business sectors in Austria 201326

Business sectors in Austria 201327

http://www.statistik.at/web_de/statistiken/handel_und_dienstleistungen/leistungs_und_strukturdaten/index.html
http://www.statistik.at/web_de/statistiken/handel_und_dienstleistungen/leistungs_und_strukturdaten/index.html


National and regional laws or recommendations on 
CSR implementation
In Austria after World War II, the notion of Corporate Social Responsibility was 

mainly reected in the tradition of the strongly institutionalized “Social 

Partnership” which basically resulted in employers and employees sharing the 

cost and effort for social security. Moreover, the environmentalist movement has 

started early in Austria and the protection of the environment is not only 

prescribed by Austria's constitution but has become a shared belief of the 

population. In 2002, the Austrian Working Group for Corporate Governance 

elaborated an Austrian Code of Corporate Governance. The Code provides 

standards for the management and control of enterprises by covering 

international standards of good corporate management as well as the relevant 

aspects of the Austrian corporation law. However, its relevance for SMEs seems 

to be limited. Based on the Stock Corporation Act (Aktiengesetz) and according 

to the Austrian Corporate Governance Codex (applicable to listed companies), 

directors have to secure compliance with laws and internal codes of conduct and 

guidelines and shall inuence subsidiaries to take them into consideration as 

well. The Austrian Corporate Governance Codex follows “comply or explain” 

principles. Ant-Corruption Laws are in place since 1964 in Austria and has 

undergone various aggravations since then. The recent AntiCorruption Act 2012 

has strongly tightened the rules and law enforcement has been boosted by a 

specic body of public prosecutors (“Anti-Korruptionstaatsanwaltschaft”).

The CSR discussion as such started only at the beginning of this century mainly 

initiated by the federal ministries. The most visible CSR development initiative 

started in 2002 under the name of “CSR Austria” (parented by the Federal 

Ministry of Economics and Labour, the Federation of Austrian Industry and the 

Austrian Federal Economic Chamber). In December 2003, the initiative 

presented a guiding CSR vision (including a denition of CSR) for the Austrian 

business sector which was derived from a broad stakeholder dialogue, called 

“Economic Success – Responsible Action”. In the same year, the initiative also 

carried out the so far most comprehensive CSR survey among Austrian 

businesses. The initiative was re-launched as business-led association under the 

name “respACT” in June 2005, being active in CSR awareness creation and 

capacity building.

LEGAL AND POLITICAL FRAMEWORK
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 [28]https://www.wko.at/Content.Node/Service/Umwelt-und-Energie/noe/CSR.html
 [29]https://www.respact.at/csrleitbild
 [30]https://www.respact.at/leitbild/en/1leadership
 [31]https://www.respact.at/leitbild/en/2marketplace
 [32]https://www.respact.at/leitbild/en/3
 [33]https://www.respact.at/leitbild/en/4environment
 [34]https://www.respact.at/leitbild/en/5society

The Commission (KOM, 2011, 681)28 of the Economic Chamber of Austria (WKO) 

dened CSR as the “responsibility of companies for their consequences in the society” 

and for this reason, guidelines, brochures and information leaets were developed so 

that the companies would set challenges to themselves and create sustainability in their 

businesses, producing this way more value.

The guidelines are set on ve step stones:29 

 Leadership: “Leadership is a demanding task that requires experience and 

knowledge of human nature. Company owners and managers shape the culture and 

values of the organisation, and by extension the employee incentive systems and 

opportunities for career advancement. In order for responsible business to be taken 

seriously and practised consistently, top management must demonstrate its 

commitment and lead by example.”30 

 Marketplace: “Companies are active in a variety of markets. They buy and sell 

products and services on the domestic market and abroad, they use capital markets to 

raise nance, and in the job market they both offer and provide labour. They are 

responsible for their products and services, their business relationships, and their links 

along the value chain. A company that is fully and actively aware of these 

responsibilities earns trust, while simultaneously enhancing the image of the business 

sector in general.”31

 Working force: “People tend to aspire to having material wealth and security. 

They seek social contacts and self-fullment. Companies have a major inuence on 

people's quality of life and on social cohesion through the jobs which they create and the 

working conditions they provide. Responsible business involves respecting the rights, 

interests and needs of the workforce, treating employees as partners, recognising their 

diversity, and safeguarding equal opportunities.”32

 Environment: “Long-term business success is contingent on the preservation of 

life-sustaining natural resources. Sustainable development means taking global 

responsibility for the current population and for future generations. Successful 

companies aim to minimise risks and damage connected with their activities, make 

efcient use of resources, and switch to renewable materials and energy sources. By 

behaving responsibly they can also cut costs while earning a positive image.”33

         Society: “Companies inuence our daily life with their products and services, and 

by creating jobs and value. Responsible companies respect human rights, equality and 

other basic social principles. They behave fairly towards the state and get involved in 

social causes. Linking their core business to social issues provides opportunities for 

innovative thinking and opens up new paths to success.”34 
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National researches and reports on assessment of 
CSR practices

It is impossible to refer CSR in Austria without mentioning “respACT”35, which is 

the main platform of the Austrian business council for sustainable development. 

This organization is completely dedicated to CSR from setting guidelines and 

strategies to awarding prizes to the best members. It was created in October 

2007 with the gathering of two organizations: Austrian Business Council for 

Sustainable Development and respACT Austria. So, this organization is nanced 

by the fees of its members as well as by several institutions, such as The Chamber 

of Economy of Austria, the Industrial Union, the Federal Ministry for Science, 

Research and Economy, the Social Ministry and the Federal Ministry of 

Agriculture, Forestry, Environment and Water Management.

In addition, many different environmental and social friendly economic 

development programmes have been part of an ongoing societal 

transformation process in Austria during the last twenty years. Especially the UN 

Summits 1992 in Rio, 1997 in Kioto and 2002 in Johannesburg activated many 

initiatives in Austria:

- The Austrian Institute for Sustainable Development (founded 1995) and the 

Climatic Alliance Austria (since 1997) tries to foster and implement the 

sustainable development process on national scale.

- The ofcial coordination of the Austrian Strategy for Sustainable Development 

(2002) and its implementation is administrated by the Federal Ministry of the 

Environment.

- Austrian enterprises created their own forum with the Austrian Business 

Council for Sustainable Development (ABCSD) in the year 2000.

- The “Arbeitsgemeinschaft Entwicklungszusammenarbeit (AGEZ) is the ofcial 

working group on development co-operation (established 2001). Around 30 

NGO's from the ranges environment, societal, social and development work 

participates in this platform.

- The initiative “Sozialwort” - social word - of the whole Austrian churches began 

to open the sustainability debate to the public from religious and spiritual side 

some years ago. In this connexion the project “Pilgrim” should be mentioned – a 

pilgrim towards sustainability from many different groups, initiatives and 

institutions coordinated by the In-Service Teacher Training for Religious 

Education in Austria.
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ORGANIZATIONS AND RESOURCES

Umbrella organizations working on CSR in Austria

In this section there is a list of organizations and resources which are mainly 
involved with CSR in Austria.

üWKO: Economical Chamber of Austria - The Austrian Economic Chambers 
represent more than 450,000 member companies. As the voice of Austrian 
business, [the WKO] committed to forward-looking policies which benet the 
economy e.g. tax relief, cutting red tape, subsidies. (...)Through their 
educational facilities – WIFI, universities of applied sciences – we contribute to 
improving the competitive ability of domestic companies.”36

           https://www.wko.at/Content.Node/Service/Umwelt-und-
Energie/noe/CSR.html
 

üfairantwortung.at: knowledge and information portal for social 
responsibility of enterprises – fairantwortung is a game play in German joining 
together the words “fair” and verantwortung which means responsibility. This 
department from WKO has as a goal to help companies to make matters 
concerning social responsibility more fruitful, providing them a better 
exchange between companies and experts.
          https://www.wko.at/Content.Node/CSR--fairantwortung-/Startseite_-
_CSR.html
 
ü respACT: Austrian business council for sustainable development -As it was 
earlier mentioned, respACT is the main entity in Austria which takes care of 
matters related to corporate social responsibility.
  www.respact.at

[36]https://www.wko.at/Content.Node/wir/Austrian_Economic_Chambers_Home.html
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https://www.wko.at/Content.Node/Service/Umwelt-und-Energie/noe/CSR.html
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https://www.wko.at/Content.Node/CSR--fairantwortung-/Startseite_-_CSR.html
https://www.wko.at/Content.Node/CSR--fairantwortung-/Startseite_-_CSR.html
https://www.wko.at/Content.Node/CSR--fairantwortung-/Startseite_-_CSR.html
http://www.respact.at


Useful resources
In Austria the question of CRS is not new, but in the late years it has been taking steps further among more 
and more companies. This is easily visible with the creation of institutions which assist companies to claim 
their role in this matter. Besides of those institutions themselves, the resources presented above, there are still 
a few resources which are worth being mentioned, such as awards and education related to CSR.
General
· The Austrian magazine for sustainable economy
http://www.lebensart.at/businessart
· CSR Consultants Experts Group
https://www.wko.at/Content.Node/branchen/oe/sparte_iuc/Unternehmensberatung-und-
Informationstechnologie/ExpertsGroups/csr/Grundsaetze_der_CSR-Consultants_Experts-Group.html

· WiP (economical gear on the spot): independent community of trading small and medium businesses in 
Lower Austria
www.wip.co.at

Awards

· TRIGOS: Austrian award for responsible business (biannual)
www.trigos.at

· ASRA: Austrian sustainability reporting award
http://www.kwt.or.at/de/desktopdefault.aspx/tabid-144/

Education

Academic education: 
· Post-graduation “Academic CSR-Manager“(FH BFI Vienna)
http://www.fh-vie.ac.at/Studium/Postgraduale-Lehrgaenge/AkademischeR-CSR-ManagerIn
· MSc "CSR & ethic management"(FH BFI Vienna)
http://www.fh-vie.ac.at/Studium/Postgraduale-Lehrgaenge/MSc-CSR-ethisches-Management 
· MBA “Corporate Responsibility & Business Ethics” (Danube University) http://www.donau-
uni.ac.at/de/studium/businessethicsmba
· Masters “Environment and sustainable management” (FH Krems):
http://www.fh-krems.ac.at/de/studieren/master/umwelt-und-nachhaltigkeitsmanagement/uebersicht/
    
Continuing education:
· "CSR - Integrative management in trade, nance and economy“  (Incite – WKO)
http://www.incite.at/ausbildung/de/lehrgaenge/lehrgang-csr/?gclid=CP30_5Gs6LgCFcZd3godsXYAHQ 
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http://www.lebensart.at/businessart
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http://www.fh-vie.ac.at/Studium/Postgraduale-Lehrgaenge/MSc-CSR-ethisches-Management
http://www.fh-vie.ac.at/Studium/Postgraduale-Lehrgaenge/MSc-CSR-ethisches-Management
http://www.donau-uni.ac.at/de/studium/businessethicsmba
http://www.donau-uni.ac.at/de/studium/businessethicsmba
http://www.fh-krems.ac.at/de/studieren/master/umwelt-und-nachhaltigkeitsmanagement/uebersicht/
http://www.incite.at/ausbildung/de/lehrgaenge/lehrgang-csr/?gclid=CP30_5Gs6LgCFcZd3godsXYAHQ
http://www.incite.at/ausbildung/de/lehrgaenge/lehrgang-csr/?gclid=CP30_5Gs6LgCFcZd3godsXYAHQ


NEW TRENDS ON CSR 

RespACT tries to involve as many businesses as possible and therefore, their offer 
for small and medium businesses is increasing, as those are the major type of 
enterprises in Austria. So setting guidelines which support enterprises to turn their 
business into a more sustainable one is done by showing that this is a more value 
for them as well as integrating them in a European frame and/or certication, as for 
example ISO 14001. For this reason the creation of brochures, guides and step-by-
step instructions on CSR is fundamental for their positive implementation. These are 
some of the latest trends developed by respACT:

 üCSR-Fahrplan (CSR road map)37: this roadmap helps small and medium 
businesses to integrate sustainability in their business model in 7 steps: core 
business, stakeholder, essence, guidelines, integration, implementation and 
evaluation;

 üNew guidelines38 for the measurement of shared value from the economic 
chamber;

 ürespACT as an interface for the offer of WBCSD, CSR Europe and UN Global 
Compact – creation of international sustainability networks.39
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[37]https://www.respact.at/site/angebote/toolsinstrumente/csrumsetzung/article/6624.html
[38]https://www.respact.at/site/themen/trendsundentwicklungeVeri yokrticle/6620.html 
[39]https://www.respact.at/site/themen/trendsundentwicklungeVeri yokrticle/6621.html



BULGARIA

GENERAL FEATURES ON VET, NGO's AND BUSINESS

VET PROVIDERS 

Type of entities providing VET 

Both private and public entities can provide VET in Bulgaria. They could be schools or 
VET Centers. 

The latter are not legal entities; they are divisions/departments in existing legal entities 
that can be:

ü Companies;

ü Schools (both private and public);

ü Non-prot organizations. 

In order to launch a VET Center the above-mentioned legal entities must be licensed by 
The National Agency for VET (NAVET). In addition, another type of centres is licensed by 
NAVET – these are Centers for Information and Professional Guidance. 

NAVET is a specialized body of the Council of Ministers of the Republic of Bulgaria, 
established by the Law on Vocational Education and Training in 1999.

Dimension of VET in the country

According to the NAVET40 registers 972 licensed VET Centers are currently (March 
2015) on the list, as well as 29 Centers for Information and Professional Guidance.

There is a number of VET Centers with temporary revoked licenses and other Centers 
under registration process. It means, the number of institutions providing VET 
constantly varies. 

The annual report for 2013 shows that VET Centers provided training in 1940 
professional specialties in about 9000 courses for about 90 000 students – including 
long term courses leading to a degree of professional qualication  (I to IV degree for 
different specialties) and short term courses leading to so called “part of profession”.  
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[40]  http://www.navet.government.bg/bg/AboutNAPOO



Academic year 2013/14

Students Classes Schools

TOTAL 

Sport and art schools  (III degree of professional qualication)

VET schools (III degree of professional qualication)

VET colleges (IV degree of professional qualication) 

VET schools (II degree of professional qualication)

VET schools, admission after the  VI  and VII  grade 
(I  degree of professional qualication)

VET schools, admission after the VIII  grade
(I  degree of professional qualication)

In private schools 

7045

95834

2001

32785

2386

831

2493

335

4112

109

1573

126

79

4886334140 882

58

After an addendum of the Vocational Education Law in 2010 such schools provide VET education 
Source of information: National Statistical Institute Bulgaria
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Academic year

2011 2012 2013 2014

Total

I degree of professional qualication 

Incl. in private institutions

II degree of professional qualication

Incl. in private institutions

III degree of professional qualication

Incl. in private institutions

IV degree of professional qualication

Incl. in private institutions

MEN 

I degree of professional qualication 

Incl. in private institutions

II degree of professional qualication

Incl. in private institutions

III degree of professional qualication

Incl. in private institutions

IV degree of professional qualication

Incl. in private institutions

WOMEN

I degree of professional qualication 

Incl. in private institutions

II degree of professional qualication

Incl. in private institutions

III degree of professional qualication

Incl. in private institutions

IV degree of professional qualication

Incl. in private institutions

7544

6648

4311

3818

3032

2320

-

-

4378

3837

2365

2128

1995

1472

-

-

3466

2811

1946

1690

1037

848

-

-

10552

9774

3518

3039

5491

4307

18

1

6217

5866

1557

1290

3461

2485

8

1

4335

3908

1961

1749

2030

1822

10

-

15193

13970

5578

4940

7088

6469

37

-

8335

7947

2425

2118

3782

3394

19

-

6858

6023

3153

2822

3306

3075

18

-

13058

11561

8241

7305

8447

5739

117

-

7723

7143

2781

2396

4157

2431

47

-

5335

4418

5460

4909

4290

3308

70

-

Source of information: National Statistical Institute Bulgaria

Graduates in VET Centers, 
VET Schools and VET Colleges – both public and private
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SOCIAL ENTITIES 

Ofcial registration

Two types of organizations can be registered under the Bulgarian Law for Non-prot 
Entities (NGOs): Foundations (based on founder/s donations and will) and 
Associations (members based organizations).  Both are registered in local courts. Both 
Foundations and Associations must specify themselves making a choice between 
public benet and private benet.

Public benet NGOs (whether they are Foundations or Associations) must obtain an 
additional compulsory registration in The Central Register for Public Benet NGOs to 
the Ministry of Justice.  They obey stricter requirements concerning their management, 
transparency and reporting before the national authorities. 

There is a special type Association called chitalishte – community cultural centers 
traditionally established in Bulgaria. They are registered under two laws 
simultaneously: Law for Non-prot Entities and Law for Chitalishte. They are 
nancially supported by municipalities. 

Social Entities Features

ü 12 300 NGOs registered in the The Central Register for Public Benet NGOs to 
the Ministry of Justice;

ü 3599 NGOs – chitalishte (some of them also registered in The Central 
Register);

ü 38 000 NGOs registered in courts (according to a recent survey) – including 
Foundations, Associations and chitalishte, working for public or private benets 

ü According to 2013 Civil Society Organizations Sustainability Index of USAID  
the rate of the Bulgarian NGOs is 3.3 (the highest level is 1, the lowest is 7), which 
stays unchanged in comparison to 2012. Bulgarian CSO Index is the lowest among all 
EU members (except for Slovenia).
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VOLUNTEERING IN BULGARIA

Bulgaria is one of the few European countries without Law or other regulation on 
volunteering. Bulgarian NGOs have been doing attempts to create such law for about 10 
years now. Some drafts were elaborated. A draft-law is currently under discussions in the 
National Parliament; the law is supposed to be adopted by the end of 2015. 

In the draft of the document a text concerns corporate volunteering – it was proposed by 
the Bulgarian Charity Aid Foundation, one of the key players in CSR in Bulgaria. BCAF 
considers it is important to have a law articles about companies encouraging their 
employees to volunteer in their working time.

At the initiative of Bulgarian Center for Non-prot Law (BCNL) a platform about 
volunteering was created. It can be found here  https://glasatni.bg/. One of the tasks 
of the site is to collect and to summarize the comments and suggestion about the Law 
for Volunteering. 

According to BCNL there are some 80 000 volunteers in Bulgaria working in various 
elds (January 2015, interview in the National TV). No ofcial studies provide reliable 
data on this topic.
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VOLUNTEERING IN BULGARIA

https://glasatni.bg/
https://glasatni.bg/
https://glasatni.bg/


BULGARIA 4th trimester 2012

Micro Small Medium Large TOTAL

348 371 23 768 4497 746 377 382

Agriculture Industry Commerce Tourism TIC
other
services

TOTAL

17.325 33.245 141.223 26.551 10.343 148.696 377.383

BULGARIA  4th trimester 2013

Source: Compila�on based on data provided by the Na�onal Sta�s�cal Ins�tute Bulgaria
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BUSINESS FEATURES
SIZE: Micro (0-9 employees), Small (10-49), Medium (50-249), large (250 and +)

İŞ DÜNYASININ ÖZELLİKLERİ
BOYUT: Mikro (0-9 çalışan), küçük (10-49), orta (50-249), büyük (250 ve +)
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LEGAL AND POLITICAL FRAMEWORK

National and regional laws or recommendations on CSR 

implementation

The National Strategy on CSR (2009-2013) was adopted by the Ministry of Labour and 

Social Policy. Its implementation is envisaged to be applied by three consecutive Action 

plans: 2009-2010; 2011-2012 and 2013.

The Strategy links the national understanding of CSR primary to the Lisbon Strategy and 

also to the other EU or international policies. 

The document embraces vision for CSR as well as principles and understanding of the role 

of the state: “To promote socially responsible practices in society, encourage and 

facilitate the introduction of CSR in Bulgaria and create conditions for effective 

partnerships between all

stakeholders”.

The strategy includes 5 main goals to be achieved by the end of the period, namely:

ü Raising awareness of stakeholders concerning the nature and application of CSR;

ü Building capacity of stakeholders' experts in the eld of CSR;

ü Encouraging the creation of a legal and institutional environment, enabling the 

CSR implementation;

ü Strengthening transparency in the implementation of socially responsible 

initiatives;

ü Increasing the liability of companies with respect to environmental protection.

Each goal contains a range of objectives in the eld of human rights; environment 

protection; anti-corruption; consumers' protection.

The Action plan 2009-2010 gives information on CSR support measures to be 

implemented by the Bulgarian ministries. 



National Development Strategy and the CSR concept

National Development Program: Bulgaria 2020 refers to the National Strategy on CSR 

2009-2013 in the context of the Priority 2.2  Providing sustainable, quality and 

affordable intersectorial services for social exclusion prevention. 

This is the only way The National Development Program: Bulgaria 2020 explicitly 

mentions  CSR; however the CSR concept can be seen in various contexts of the 

document.

Implementation of the Strategy on CSR 2009-2013 is one of the measures in the Action 

plan of the National Development Program: Bulgaria 2020.  Many Bulgarian ministries 

are listed to be in charge with this measure. As for performance indicators, the 

document includes “Developed mechanism for institutional coordination for CSR and 

the number of educational programs and methodologies for CSR”.
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National researches and reports on assessment of CSR practices

Still small number of researches explores the CSR aspects of Bulgarian companies. 

Some of them are listed below: 

ü Sustainable Consumption, report on CSR by Cleantech Bulgaria, September 

2014. The report addresses the global challenge of the mass overconsumption of 

modern society and discusses the social responsibility of companies towards the issue. 

The reports draws a conclusion that businesses have woken up for responsibility and 

opportunities related to sustainability.  http://www.csr.bg/research

ü CSR: the case of European MNC subsidiaries operating in the context of Bulgaria 

as an emerging economy, Dissertation of Dimitar Velichkov submitted to the Bradford 

University School of Management - UK, master degree, 2013. The paper addresses the 

CSR practises of the mobile operator Globul and the banking institution Unicredit 

Bulbank in Bulgaria. The author treates several aspects of CSR such as scope of 

responsibility, decision making process, social and organizational drivers, etc. 

http://www.csr.bg/research



ü Standardization in the eld of corporate social responsibility, Article of 

researchers from University of Mining and Geology – Bulgaria, 2013.  The article 

provides a bright overview of the different standards, concerning social 

responsibility. It also indicates their strengths and weaknesses and practicability, 

stating that standardization in the area of CSR is not only a modern approach to 

satisfy the needs of stakeholders, but also an instrument for achieving 

sus ta inab le  deve lopment .  www.mgu.bg/sess ions/13/04/8-13-

Vesela%20Petrova.doc

ü Socially responsible marketing of media: based on practices of traditional 

regional media, Dissertation of Lora Sarkisyan submitted to the Ruse University - 

Bulgaria, master degree, 2013. The author treats CSR policies and practices of 

more than 10 regional media through content analysis, inquiry of users 

perceptions, interviews. www.promola.eu

ü Corporate Social responsibility: contemporary dimensions, Article in Dialogue 

Magazine compiled by researchers from Svishtov University – Bulgaria. 2013. 

The article reveails imprtant aspects of CSR of Bulgarian companies through 

e x p e r t s  v i e w s  a n d  e m p r i r c a l  s t u d i e s .  w w w . u n i -

svishtov.bg/dialog_old/2013/INI/06-statia-2013.pdf

ü CSR and its inuence over company's value - international trends and Bulgarian 

dimensions, Dissertation of Teodora Gogova, submitted to the University of 

National and World Economy, doctor degree, 2011. The paper unites various 

approaches to CSR of the Bulgarian companies and their comparison to 

i n t e r n a t i o n a l   r m s . 

http://konkursi.unwe.bg/documents/avtoreferat_TGogova.pdf

ü How to engage employees to socially responsible programs of the companies, 

National survey of Alfa research company 2009. The study shows different 

m o d e l s  o f  i n v o l v i n g  e m p l o y e e s  i n  s o c i a l  i n i t i a t i v e s . 

http://www.bcaf.bg/bg/resursi/prouchvania.html

ü CSR of 40 leading Bulgarian companies according to their internet sites, 

Research of Economic Policy Institute, 2007. The paper reviws 15 main points of 

CSR in management, environment protection and social responsibility. epi-

bg.org/dmdocuments/CSR_BG.pdf
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ORGANIZATIONS AND RESOURCES

Umbrella organizations working on CSR in the country

ü www.csr.bg: CSR Bulgaria is the rst Bulgarian network for corporate social 
responsibility aiming to bridge business structures and non-for-prot sector through 
support to favourable conditions for their relations. CSR Bulgaria provides its 
members with a package of services: CSR Media – online news on projects, events, 
best practices; CSR Zone – description of projects or causes looking for support; CSR 
Book – annual edition about interesting initiatives, campaigns, awards, future or 
completed projects; CSR Portfolio – companies'proles with goals, activities, results; 
CSR Academy – training forms; CSR Advisory – consultancy for business structures 
interested in social benet initiatives.

ü www.bcaf.bg: Bulgarian Charity Aid Foundation provides socially responsible 
Bulgarian companies with various services and sources of information:

Services for Givers: Payroll Giving, Cross-border Giving, Individual
Charity Account, Giving platform, Online giving, Tax deductions for
individual givers, Tax deductions for corporate donors, Traininf for
NGOs 

Services for companies: Corporate Volunteering, Payroll Giving 2,
CSR Programmes, Analysis and Assesment of Policies.
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    BCAF supports companies in organisation and implementation of various charitable 

activities, as well as in a broader range of issues, related to contemporary 

understanding of corporate social responsibility. The Foundation provides  expert 

assessment, corporate trainings, forecasts and adaptation of giving models. It provides 

support in choosing the focus of social responsibilityprogrammes, shaping the concept, 

planning, organizing activities and summarizing results. Corporate social responsibility 

programmes, developed by BCAF have been awarded for their scope, transparency, 

impact and efciency, as well as in the "Most successful partnership" category. Some of 

the awards are:

 The Annual Awards of the Bulgarian Donors Forum 2008, 2009, 2010

 The Annual Excellence Business awards by Bulgarian Business Leaders Forum 

2007, 2008, 2009, 2010, 2011

 The Awards of PARI daily, newspaper

 The Awards of Bulgarian Human Resources Management and Development 

Association, etc.

ü www.fscibulgaria.org: Foundation for Social Change and Inclusion is a Bulgarian 

NGO works to create positive partnership with the corporate sector. The Foundations 

and its corporate partners combine their efforts in order to achieve sustainable results 

with mutual benets.

Useful resources

One of the rare examples is the site of CSR Bulgaria  which provides www.csr.bg

information about interesting initiatives, access to some papers, addresses, etc. The full 

access could be obtained only by members.

http://www.csr.bg
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NEW TRENDS ON CSR 

As stated above, the CSR is comparatively new phenomenon in the Bulgarian business 
life, which can be understand in relation to the fact that Bulgaria is one of the 
emerging European economies and one of the newest EU member. As a developing 
country, Bulgaria has a long way to go before reaching the real market-based 
economy, let apart the realization of the responsibility to employees, nature, future 
generations and the society as a whole.

It can be assumed that social responsibility of the Bulgarian businesses will grow. 
Initially they will address the needs of their own employees compensating shortage of 
social services. Secondly, the companies will face some vulnerable groups - 
institutionalized children, adult people, people with disabilities.

Next, the activities will diversify according to the various needs of local communities 
or the specic social groups. The reasons will be models of EU companies operating 
in Bulgaria, the closer cooperation with European counterpart businesses, as well as 
awaken need of new public presence of the Bulgarian companies. Simultaneously, the 
idea that CSR is applicable not only for big and reputable businesses but also for 
smaller companies, will grow and will be adopted by more people.  



PORTUGAL
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GENERAL FEATURES ON VET, NGO's AND BUSINESS

VET PROVIDERS 

Type of entities providing VET 

The Portuguese education and training system has changed signicantly throughout 

the 1980s. Among such changes is the introduction of technical-vocational courses 

and vocational courses (Order No. 194-A/1983, October 21); the restructuring of 

specialized artistic learning (Decree-Law No. 310/1983, September 1); the launch of 

the apprenticeship system (Decree-Law No. 102/1984, March 29); and the creation 

of vocational training schools (Decree-Law No. 26/1989, January 21). The general 

framework of the entire education and training system was also established in the 

mid-1980s with the publication of the Basic Law of the Education System (Lei de Bases 

do Sistema Educativo – LBSE) (Law No. 46/1986, October 14). 

During the 1990s, mention should be made to the regulation of the LBSE (Decree-Law 

No. 74/1991 of 9 February); the legislative framework for vocational education and 

training (Decree-Law No. 401/1991 and Decree-Law No. 405/1991, both of 16 

October); the launch of Technological Specialization Courses (Decree No. 1227/1995 

of 10 October and Decree No. 989/1999 of 3 November); and the creation of the 

National Agency for Adult Education and Training (Decree-Law No. 387/1999 of 28 

September), which for the rst time went under the double supervision of the 

Ministries of Labour and Solidarity and of Education. 

Despite the importance of these earlier developments within the education and 

training system, the more structural changes have however taken place more recently: 

ü Firstly, through the launch of reforms in basic education (Decree-Law No. 

6/2001 of January 18) and secondary education (Decree-Law No. 74/2004 of 26 

March). In the case of basic education, understood as the beginning of the process of 

education and training throughout life, mention should be made to the establishment 

of the principles guiding curriculum organization and management, as well as the 

assessment of learning and curriculum development. In secondary education, the 

principles guiding secondary level education courses were also dened. 



49

ü Secondly, through the thorough revision of the structure organizing the 

vocational education and training system, which has regulated vocational 

provision, and in particular through the creation of the National Qualications 

System (Decree-Law No 396/2007 of 31 December) and the bodies and tools it 

comprises. 

ü Secondly, through the thorough revision of the structure organizing the 

vocational education and training system, which has regulated vocational 

provision, and in particular through the creation of the National Qualications 

System (Decree-Law No 396/2007 of 31 December) and the bodies and tools it 

comprises. 
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     The Ministry of Education is responsible for the denition, coordination, 

implementation and assessment of the national policy as regards the education 

system, specically in terms of pre-primary education, basic education, upper 

secondary education and adult education. With regard to national policies for the 

promotion of qualication levels, the Ministry of Education is responsible for the 

coordination and integration of the national education and national vocational 

training policies. The ME's tasks are performed by central, regional and local services, 

with the support of advisory bodies. 

Under the ME, the ve Regional Directorates for Education (DRE) are responsible for 

coordinating and supporting the organization and working methods of schools; 

managing human and material resources; participating in the planning of the school 

network; and cooperating with other services and bodies in joint activities concerning 

vocational education and training. At local level, the ME's network comprises all public 

establishments providing pre-primary, basic and upper secondary education. 

The National Education Council (Conselho Nacional de Educação) as an advisory body 

and in what concerns education system aims to comment and advice on draft 

legislation submitted to it by parliament and government.

The Schools' Council (Conselho das Escolas) is another advisory body that represents 

schools at the ME, participates in the denition of policy and is consulted on legislation 

regarding compulsory education and upper secondary education, and can make 

proposals in relation to legislation and regulations. 

The Directorate-General for Innovation and Curriculum Development (DGIDC) 

supports the denition of policies concerning teaching methods and components and 

ensures the implementation of those policies by dening study plans, objectives and 

essential curricular content.

The National Agency for Qualication (ANQEP) is under the scope of the MTSS and the 

ME, which are represented in the Management Board (Conselho de Gestão) and have 

an essential role in what concerns VET policies executed by the Agency. Within the 

scope of the ANQ, the Sectoral Councils for Qualications are technical-consulting 

group works whose mission is to collaborate with the ANQ in the revision and 

development of the CNQ.

The VET providers can be:

ü Educational establishments in the public, private and cooperative network; 

Educational establishments for arts teaching; 

ü Public and private vocational schools; 

ü Technological schools; 

ü Vocational training and rehabilitation centers; 

ü Accredited training providers; 

ü Public, private or cooperative higher education establishments. 
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SOCIAL ENTITIES

Ofcial registration

Is there an ofcial register for Social entities in your country? Which types of social non-

prot entities do exist by legal form? (Foundations, Charities, Associations…).

In 2013, the Portuguese government has released a law that denes Social Economy. In 

this law (nr. 30/2013 of May 8th), it is dened which types of entities are considered as 

actors in this sector.  It presents the general basis of the legal regime of the Social 

Economy and the incentives to the activity of each organization of the cooperative and 

social sector.

Before that, the Portuguese Constitution, dated from 1976, recognized the “Social and 

Cooperatives Sector” and dedicates more than 10 articles scattered throughout its text, 

but articulated to each other by a set of underlying principles, such as:

ü the principle of coexistence of the three sectors (public, private, and cooperative 

and social);

ü the principle of freedom of cooperative initiative;

ü the principle of protection of the cooperative and social sector;

ü the principle of State obligation to encourage and support the creation of 

cooperatives; and

ü the principle of conformity with the cooperative principles of the International 

Cooperative.

In Portugal, SE have ve legal forms:

ü cooperatives;

ü mutual societies;

ü misericórdias;

ü foundations;

ü Associations and other organisations that respect the principles of Social Economy 

(like NGOs).
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Dimension of VET in the country

Number of institutions providing VET on 2014.

Number of courses.

Number of students. 

720 institutions certied to provide VET training courses 

No available data.

No available data.



LEGAL FORM 

Coopera�ves

Mutual society

Misericórdias

Founda�ons

Associa�ons and other organiza�ons 
from the third sector

NUMBER

2.260

119

381

537

52.086

%

4,1

0,2

0,7

1,0

94,0
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An important note is the fact that social enterprises were left out of the denition of 

social economy, in a decision taken during the discussion of the law, in the national 

parliament. This decision can be seen as a way of keeping the social economy 

depending on public funds – national and European – and sponsorship, keeping the 

idea of having protable enterprises – even if prots are to be reinvested in the 

company's projects or shared by the owners/partners - out of the concept of social 

economy.

Social Entities Features

Depending on availability of data, please detail some features such as number of 

entities by type, size, sector… 

The CSES – Conta Satélite da Economia Social (Satellite Account of the Social 

Economy) is an ofcial publication of the National Institute for Statistics, released in 

2013 with data from 2010, and it made a characterization of the Portuguese Social 

Economy sector, which follows:

ü Of the 55.383 units considered under Social Economy in 2010, Associations and 

other Social Economy organizations represented 94.0%, accounting for 54.1% 

of GVA and 64.9% of employment (paid FTE). Co-operatives were the second 

group of the Social Economy entities with higher relative weight in terms of 

number of units, GVA and compensation of employees;

ü Nearly half (48.4%) of the Social Economy organizations had activities in the 

eld of culture, sports and recreation, but its weight, in terms of GVA and paid 

employment (FTE) was relatively small (6.8% and 5.4%, respectively);

ü Social action generated 41.3% of the GVA of the Social Economy organizations, 

accounting for 48.6% of paid employment (ETC);
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ü In 2010, the Social Economy sector had a net borrowing of 570.7 million Euros. 

However, Cooperatives (mainly due to the ones that integrate the nancial 

area), Mutual Societies and Foundations of Social Economy showed net lending 

capacity;

ü Social Economy organizations' resources were mainly generated by output 

(62.8%) and other current transfers and other subsidies on production (23.8%). 

The expenditures mainly consisted on intermediate consumption (31.4%), 

compensation of employees (26.8%) and social transfers (24.3%);

ü In 2010, there were 5,022 Private Institutions of Social Solidarity (IPSS). These 

accounted for 50.1% of GVA, 42.6% of compensation of employees and 38.2% 

of net borrowing from the Social Economy.

In Portugal, the sector of social economy is characterized by a strong heterogeneity in 

number, as in the type of activities developed. In 2010, this sector comprised 55,383 

units. About 50% of the organizations of social economy developed its activity in the 

area of culture, sport and recreation. Cults and congregations and social action also 

had a very signicant weight in the world of the social economy organizations (15.8% 

and 14.0%, respectively). Immediately afterwards, but with a less than 5% relative 

weight, were the organizations focused on the development, housing and environment 

(4.9%), professional, trade union and political organizations (4.7%) and education and 

research organizations (4.2%). The activities with smaller representation in number 

were related to health and well-being (1.5%), trade and services (1.2%), processing 

activities (0.7%), agriculture, forestry and sheries (0.5%) and, lastly, the nancial 

activities (0.2%).

Social services is by large the most prominent activity in the Portuguese third sector, 

both in terms of number of organizations dedicated to it and, particularly, in terms of 

people employed.

In Portugal, mainly due to the type of organisations that is included in Social Economy 

sector, there is a collective social entrepreneur more than an individual social 

entrepreneur. This is related to the way these organisations function – board of 

managers instead of an individual manager – and even the way they are created – 

usually by a group of people that share the same interest, that have a common goal, 

that work in the same eld.



Agriculture Industry Commerce Production Construction Tourism Education

4.502 70.230 236.722 2.054 88.797 83.103 55.935

COUNTRY                                                                                                              

Transports

22.899

Health

80.766

4th trimester 2014

Other 

417.774

TOTAL

1.062.782

COUNTRY   2012

Micro Small Medium Large TOTAL

1.020.994 23.491 35.736 6.052 1.062.782

Business Sectors in Portugal(2012)
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BUSINESS FEATURES

SIZE: Micro (0-9 employees), Small (10-49), Medium (50-249), large (250 and +)

Source: PORDATA 

(http://www.pordata.pt/Portugal/Empresas+n%C3%A3o+nanceiras+total+e+por+sector+de+actividade+econ%C3%B3m

ica-162)



Companies seek to ensure the full integration of the ISO 26000 recommendations with its 
Integrated Management Systems (Quality, Environment and Security), in respect of the 
Organizational Governance, Employment Practices and Environment, which shall be 
provided by an annual assessment by an external and independent entity.
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ROMANIA

GENERAL FEATURES ON VET, NGO's AND BUSINESS

VET PROVIDERS 

1. Type of entities providing VET 

Secondary education, vocational and technological education at post-secondary 

professional are organized for specializations and qualications established by the 

Ministry of National Education (MEN), according to the National Qualications Register. 

Technical education included classes XII and XIII of secondary education, technological 

prole, until September 2014. Since September 2014, short-term vocational education 

may also be conducted over 3 years, starting in ninth grade. Vocational and technical 

education consists of professional technical education and post-secondary education.

About Secondary Education Comprises several routes and proles: a) Theoretical route 

with humanities and sciences proles; b) Technological route, with technical, services, 

natural resources and environmental protection proles; c) Vocational education with 

military, theological, sports, artistic and pedagogical proles. Educational curriculum 

frameworks of these routes are established by MEN, depending on the dynamics of 

social, economic and educational and related specialities. The educational time in high 

school is 3 years for theoretic route, three or four years for vocational route and four years 

for technological route, according with the curriculum plans approved by the MEN. High 

school units are organized with one or more routes and proles. Proles can be 

organized within one or more skills or specializations, according to the law.

High school graduates who have acquired formal, non-formal or informal professional 

skills can support certication exam for qualications according to the law. Graduates 

who pass the qualication exams acquired qualication certicate and extract 

descriptive certicate according to Europass.
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Technological and Vocational Education Technological and vocational secondary 

education in high schools can be organized from the technological route or vocational 

qualications according to the National Register of Qualications and updated 

periodically based on labor market needs, identied through the strategic planning 

documents of the training, offered by regional, county and local agencies . Technological 

and vocational secondary education can be organized on the basis of requests by private 

employers or the National Agency for Employment, based on school contracts. The 

students who have graduated XI class of the technological or vocational route and who 

has completed a practical training can support certication exams of qualications to the 

level of certication established by the National Qualications Framework. Practical 

training for technical or vocational route can be organized at the school, and/ or 

operators or public institutions with which the school has contracts for practical training 

abroad or host organizations, within EU programs, initial training component. The 

duration of the practical training is determined by educational framework plan approved 

by the MEN.

Vocational Education can be organized in vocational schools, which may be independent 

units or afliated with technological colleges, public or private. Preparation in vocational 

education is based on training standards approved by the MEN, in consultation with the 

social partners. Standards of training is based on occupational standards validated by 

sectorial committees. Graduates of vocational education which promotes qualication 

certication exam acquire vocational qualication certicate and descriptive 

supplement, as Europass. The organization and conduct of professional qualication 

certication exam is covered by MEN through a methodology made public at the 

beginning of the cycle. Vocational graduates who pass the certication qualications 

may attend high school with low frequency. Secondary education graduates who was 

leaving school until age 18, can complete at least one training program that allows the 

acquisition of appropriate qualications of National Framework of Qualications. 

Training programs are organized by state schools and are free if they are completed the 

studies till the age of 18. The duration and content of training programs are set by the 

school, based on occupational standards, in consultation with employers. Training 

programs completes with certication by exam qualication. Organizing and conducting 

of the certication exam qualications are regulated by the National Qualications 

Authority.
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1. Dimension of VET in the country 

ü Data on VET Centres:
According to MEN-CNIDPT, the offer for VET for 2 years for 2014 -2015 was 18.123 
available places in 505 units for 70 qualications41 and the offer for 3 years was 8.741 
available places in 651 units for 79 qualications.42 

35.740 students were enrolled in vocational education during the three stages of 
enrolment for the school year 2014-2015, conducted from May to September 2014. In 
total, 24.403 students opted for vocational education lasting 3 years after completing 
eighth grade, and 11.337 pupils for vocational education lasting 2 years after 
completion of ninth grade.43

Number of students enrolled in vocational education has grown signicantly over the 
past three years. Thus, if for the school year 2012 - 2013, the gure was 11.368 in the 
school year 2013-2014 began to increase slightly to 12.693, reaching for the school year 
2014 - 2015 to 35.740, nearly three times more than in the previous year.

In vocational education lasting 3 years, the most popular areas of training, according to 
the number of students enrolled are: Mechanics (9636 students), Tourism and Food 
(2460 students), textile and leather industry (2394 students), construction, installation 
and construction (1578 students). Professional qualications most sought after students 
were enrolled in vocational education over 3 years: Auto Mechanic (5075 students), 
Tailor textiles (2136 students), waiter/seller catering units (1400 students) universal 
Carpenter (1205 students), Dealer seller (1003 students).

In vocational education lasting two years, most students opted for the following areas of 
training: Mechanics (5697 students), Tourism and Food (1286 students), construction, 
installation and construction (861 students), textiles and leather (854 students)  
Professional qualications most sought after students were enrolled in vocational 
education lasting 2 years: Auto Mechanic (3408 students), waiter/seller catering units 
(826 students), Tailor textiles (798 pupils), universal Carpenter (551 students) .

 

[41]http://2ani.alegetidrumul.ro/oferta-de-invatamant-profesional/2014-2015/
 [42]http://3ani.alegetidrumul.ro/oferta-de-invatamant-profesional/2014-2015/
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Academic year

2010 2011 2012 2013

Total

I degree of professional qualication 

Incl. in private institutions

II degree of professional qualication

Incl. in private institutions

III degree of professional qualication

Incl. in private institutions

IV degree of professional qualication

Incl. in private institutions

MEN

I degree of professional qualication 

Incl. in private institutions

II degree of professional qualication

Incl. in private institutions

III degree of professional qualication

Incl. in private institutions

IV degree of professional qualication

Incl. in private institutions

WOMEN

I degree of professional qualication 

Incl. in private institutions

II degree of professional qualication

Incl. in private institutions

III degree of professional qualication

Incl. in private institutions

IV degree of professional qualication

Incl. in private institutions

7544

6648

4311

3818

3032

2320

-

-

4378

3837

2365

2128

1995

1472

-

-

3466

2811

1946

1690

1037

848

-

-

10552

9774

3518

3039

5491

4307

18

1

6217

5866

1557

1290

3461

2485

8

1

4335

3908

1961

1749

2030

1822

10

-

15193

13970

5578

4940

7088

6469

37

-

8335

7947

2425

2118

3782

3394

19

-

6858

6023

3153

2822

3306

3075

18

-

13058

11561

8241

7305

8447

5739

117

-

7723

7143

2781

2396

4157

2431

47

-

5335

4418

5460

4909

4290

3308

70

-

Data on graduates in VET centers and schools:

Graduates in VET Centers, VET Schools and VET Colleges – both public and private

 [44]http://www.anc.edu.ro/

According to National Authority for Qualication,44 in Romania there are app. 3500 
VET providers and 38 Competencies Assessment Centers. 

60



No

1

2

3

4

5

6

Type of organization Number

Associa�ons

Founda�ons

Federa�ons

Unions

Legal Persons

Unspecified legal persons

72.099

18.280

1.059

715

29

168
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SOCIAL ENTITIES 

Ofcial registration

Non-governmental organizations in Romania are legal entities established by natural 

or legal persons, who intend to conduct activities for general purposes, on behalf of 

other local communities or in their own personal but non-patrimonial interest.

In Romania from a legal point of view, there are three types of non-governmental 

organizations: associations, foundations and federations.

Associations correspond to organizations founded by at least three persons who are 

contributing with material resources or through their intellectual background. As 

opposing to basic structure of associations, the foundation can be established by one or 

more individuals who, under a legal document signed by living individuals or dictated 

by someone's will, set up a patrimony permanently and irrevocably assigned to 

achieving a general interest or a specic group's interests. Federations possess a 

structure which resembles the joint stock prole and it can be dened as a group of two 

or more legal entities. The federation can be conceived either from two or more 

associations or from two or more foundations, on the assumption that each of them will 

keep its legal personality.

Social Entities Features

According to the National Register for Associations and Foundations at 25.03.2015,45 

the situation was the following: 

[46]http://www.just.ro/MinisterulJusti%C8%9Biei/RegistrulNa%C5%A3ionalONG/tabid/91/Default.aspx



According to the studies46, the culture of voluntary work (for church and for NGOs) is situated as 

follows:

volunteering 

work for 

volunteering work
 for a non-govern- 

mental 
Actions performed one or several times

4

4

4

5

5

1

1

4

5

5

4

6

3

3

3

6

3

4

3

3

6

3

5

4

4

4

23

15

9

21

19

24

19

25

15

15

19

15

17

23

28

17

15

20

14

28

9

8

13

15

28

19

Male

Female

18-29 years old

30-44 years old

45-59 years old

60 years old and more

Less than or equal to 8 grades

Vocational School/10 grades

High School, Post-secondary

College, Faculty

Department Managers and Private Undertakers

Civil Servants with Upper Studies and 
Skilled Staff

Skilled Workers and Civil Servants 
with average studies

Unskilled workers and other servants 
with minimum studies

Low (below 1120 RON/month)

Average (1121-1960 RON/month)

High (more 1960 RON/month)

Transilvania, Banat, Crisana, Maramures

Oltenia,Muntenia,Dobrogea

Moldova

Bucharest

Cities with more than200K inhabitants

Towns 50-200K inhabitants

Towns sub 50K inhabitants

Rural localities

Sex

Age

Studies

Social category

Income per 
household

Historical region

Size of locality

Total

[46]FDSC - Romania 2010. Non-governmental Sector- Prole, Tendencies, Challenges
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Services

Commerce

Source47: National Institute of Statistics, provision data for 2013

[47]http://www.insse.ro/cms/les/statistici/comunicate/com_anuale/Activitatea%20intreprinderilor/actv_intrep_2013r.pdf
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BUSINESS FEATURES

Bussiness Sectors in Romania



Source: INSSE, Enterprise Activity, Statistical Report 2013
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LEGAL AND POLITICAL FRAMEWORK

National and regional laws or recommendations on CSR implementation

In Romania, the eld of CSR/SR is still at its early stages of development. While large 
Romanian organizations have gradually developed a culture of responsible conduct, in 
many cases CSR/SR is still associated with philanthropy and focused on donations, 
sponsorships and public relations.

Although there is a recognized Interest of Romanian society towards CSR/SR and a 
continuous increase in the number of CSR/SR initiatives and best practice in the eld at a 
national level, there is aknowledged the absence of coherent public policies to promote 
CSR/SR, of a coherent and consistent legislative environment.

The relevant legislative framework:
ü environmental legislation is more extensive since negotiations for EU integration have 
started. Main legislation refers to climate change, pollution control, air quality, noise 
prevention, waste management, soil, dangerous substances, nature protection 
(biodiversity and genetically modied organisms), water management, forests. 
Incentives are given to stimulate environmental protection to companies investing in 
renewable energy sources to support the creation of “green jobs” or to people who set up 
alternative energy sources (i.e. solar panels, heat pumps) for their homes to replace 
traditional energy sources (Green House Program);

ü an extensive legislation has also been increasingly implemented following EU 
integration to ensure the health and safety of employees in the workplace, as well as their 
professional development, reduce discrimination and promote equal opportunities. The 
Romanian Labor Code is the most relevant document regulating the relationship 
employer – employee;

ü on volunteering:
                 l  Law on volunteering no 195 of 2001, updated, regulates the promotion 
and facilitation of engagement of citizens in volunteering activities organized by public or 
private entities;
                  l  Government decision 1317 of 27 October 2005 supporting volunteering 
activities in the eld of home care for the elderly;
              l  Oder 439 of 21 May 2002 on approval of environmental volunteering 
activities.
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LEGAL AND POLITICAL FRAMEWORK

ü on civil protection:
l Law 481 of 8 November 2004;
l Decision no 1579 of 8 December 2005 referring to voluntary personnel for 
voluntary emergency services;
l Order 160 of 23 February 2007 regulating the planning, organizations, 
implementation of activities to prevent emergency situations by voluntary and 
private emergency services;
l Decision 160 of 14 February 2007 on conditions and usage of uniforms, 
equipment and specic signaling of emergency personnel for emergency 
services, private or voluntary;
l Order 718 of June 2005 on organization chart and facilities of emergency 
voluntary services.

ü on transparency and anticorruption:
l Law no 544 of 2001 on free access to public information refers to the ways in 
which citizens can demand from public institutions and authorities information 
of public interest;
l Law no 52 of 2003 on transparency of decision making in public 
administrations gives citizens the possibility to make suggestions  and actively 
participate in decisions.

ü on associations and foundations: Law 246 of 18 July 2005 for the approval of 
Government Order 26 of 2000
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ü CSR Trends and Realities in Romania 2013 Study is the 1rst study conducted by CSRMedia.ro 
and Ernst & Young. The study analysis and explores the executives and CSR specialists perception 
about the projects initiated and the perspectives for the next year.  

ü CSR Trends and Realities in Romania 2014, is the 2nd study conducted by CSR Media and 
Ernst & Young. The study is based on a survey conducted between 10 April - 19 May 2014. 
The report analyses the responses of 113 top executives from the local business segment and 
CSR professionals to 29 questions. The survey was especially taken by companies already 
involved in CSR; therefore the study may provide answers to those considering whether to 
start CSR activities and want to understand their strategic impact and benets. The 
respondent companies distribution was the following: 15% of companies have revenues 
under EUR 10 million, 37% between EUR 10-100 million and 48% above 100 million. 

ü (Corporate) Social Responsibility in Romania, Situation Analysis and Current Practices 
Review, November 2011 Report was prepared as part of the project Strengthening the 
capacity of the Romanian companies to develop social partnership – CSR, by a group of 
expert. 

ü Corporate social responsability in Romanian Companies – Between Perceptions and 
Reality is an article publishes in Amteatru Economic, and the article set forth an analysis of 
the realities and tendencies within the Romanian CSR. 

ü Measuring Corporate Social Responsibility practices of micro and small enterprises – Pilot 
study is a paper presented within 8th International Management Conference. In the paper 
the authors investigated social responsibility relates aspects of small and medium 
enterprises in Oradea, Romania. The main focus relies on testing the applicability of 
international measures of CSR based on stakeholder approach. 

Below are presented different articles and studies regarding CSR in Romania:

http://mcr.doingbusiness.ro/uploads/51a32ba4bffa1EY%20CSR%20Survery%202013.pdf

http://www.csrmedia.eu/csr-survey-2014-csr-trends-and-realities-in-romania/ 

http://undp.ro/libraries/projects/CSR/deliverables/Analiza%20Situatiei%20RSC%20in%2
0Romania%20ENG.pdf

http://core.ac.uk/download/pdf/6678276.pdf

http://conferinta.management.ase.ro/archives/2014/pdf/82.pdf

Social Responsibility of Multinationals. Evidence from Romania. The article is focused on 
analysing, both theoretical and practical, the existent CSR practices in Romania. 

http://www.upm.ro/ldmd/LDMD-02/Pol/Pol%2002%2012.pdf
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National researches and reports 
on assessment of CSR practices

http://mcr.doingbusiness.ro/uploads/51a32ba4bffa1EY%20CSR%20Survery%202013.pdf
http://www.csrmedia.eu/csr-survey-2014-csr-trends-and-realities-in-romania/
http://undp.ro/libraries/projects/CSR/deliverables/Analiza%20Situatiei%20RSC%20in%20Romania%20ENG.pdf
http://undp.ro/libraries/projects/CSR/deliverables/Analiza%20Situatiei%20RSC%20in%20Romania%20ENG.pdf
http://core.ac.uk/download/pdf/6678276.pdf
http://conferinta.management.ase.ro/archives/2014/pdf/82.pdf
http://www.upm.ro/ldmd/LDMD-02/Pol/Pol%2002%2012.pdf


National researches and reports 
on assessment of CSR practices

ü Corporate social responsibility in Romania: From conceptual frameworks to concrete 
actions. The paper was presented in the 4th Review of Management and Economic 
Engineering International Management Conference, September 2014. The paper aims to 
explore the most protable companies in Romania from social responsibility perspective, 
especially related to their transparency and non – nancial reporting practices.

http://www.academia.edu/10446323/CORPORATE_SOCIAL_RESPONSIBILITY_IN_R
OMANIA_FROM_CONCEPTUAL_FRAMEWORKS_TO_CONCRETE_ACTIONS

ü Social responsibility of organizations. An extended literature review. Within the paper, the 
authors review the general topic of social involvement of organizations, in the light of 
business-society relationship. For this aim they analyze the extensive international literature 
of corporate social responsibility, corporate citizenship, social philanthropy, sustainable 
corporation and other related concepts. 

http://steconomiceuoradea.ro/anale/volume/2014/n1/139.pdf

ü Corporate social responsibility and nancial crisis. This paper studies the effect of nancial 
crisis on Corporate Social Responsibility (CSR) practices and their performance during the 
nancial crisis.

http://www.mbf-eu.info/Files/6f4f841e-a9be-4eeb-9698-
39d627f78dd9/paper_SIMIONESCU.pdf

http://www.ejbss.com/Data/Sites/1/vol3no10january2015/ejbss-1505-15-
practicesfortheintegrationofsocialresponsibility.pdf

ü

http://www.managementmarketing.ro/pdf/articole/446.pdfü

Other Resources:
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ORGANIZATIONS AND RESOURCESORGANIZATIONS AND RESOURCES

ORGANIZATIONS AND RESOURCES

Umbrella organizations working on CSR in the country

ResponsabilitateSociala.ro CSR is the rst portal in Romania , founded in April 2006 in 
order to persuade and help our country companies to invest in the development of 
society and the communities in which they are present .

http://www.responsabilitatesociala.ro/

http://www.csr-romania.ro/ 

CSR Romania is a project of Forum for International Communications, a foundation 
that organizes the 2003 competition Romanian PR Award and events Romanian PR 
Week, imposed as the most important events of recognizing excellence in business 
communication in Romania. In April 2009, the Foundation launched PR resource portal 
Romania , shortly after launch became a reference resource for all those interested in 
public relations .

http://www.csrmedia.ro/

CSR Media Network is a rapidly growing platform that aims to inform and promote civic 
values   and actions of Corporate Social Responsibility (CSR ) in the general public. The 
project was born from the need for a space dedicated professional journalistic actions 
of corporate social responsibility in Romania and beyond. Strengths of the network are 
the two sites news about CSR actions or website CSRmedia.ro in Romanian and 
European edition , in English, CSRmedia.eu 

Useful Resources

http://www.responsabilitatesociala.ro/taguri/tendinte-csr.html
 
http://www.stiriong.ro/
 
http://csrevolution.inspiregroup.ro/

ü

ü

ü

ü

ü

ü

69

http://www.responsabilitatesociala.ro/
http://www.csr-romania.ro/
http://www.csrmedia.ro/
http://www.responsabilitatesociala.ro/taguri/tendinte-csr.html
http://www.stiriong.ro/
http://csrevolution.inspiregroup.ro/


In recent years, Romanian companies made progress in developing and implementing 

decisions and activities addressing environmental and/or social problems, in an attempt 

to minimize the externalities of their economic activities. Despite an increase in strategic 

CSR/SR integrated into core business practices, the majority or organizations, large or 

small, seem to continue to base their CSR/SR on sponsoring and ad-hoc charity projects. 

While the role of sponsorships, donations and ad-hoc initiatives is unquestionably 

benecial for addressing social and environmental problems and for the development of 

communities, as the European Commission clearly states, the responsibility of 

organizations lies in the voluntary integration of CSR/SR principles and practices into 

core business activities and into the relations with stakeholders, leading to their proactive 

and regular application. Strategic integration of CSR/SR into core business makes 

responsible behavior less vulnerable to external factors (i.e. cost cutting during economic 

crisis) thereby becoming part of business as usual.
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VET PROVIDERS 

1. Type of entities providing VET

In Spain, vocational education and training is provided both in the informal and formal 

sectors. In the formal sector, a two-year program of “professional training”48 in diferent 

specialialities is held by education centers (schools) both public -the majority- and 

private. Students can join them after compulsory education (10 years). Programs depend 

on the Ministry of Education, Culture and Sport  and the education departments of the 

regional governments (CCAA, “Comunidades Autónomas”). A second level of 

“professional training” does exist, but as a branch of upper education instead of VET.

In the informal sector, most programs are devoted to employees or unemployed people 

and are held by a diversity of entities, mostly private centres and non prot entities. The 

Vocational training for employment (CVET) is regulated by the Ministry of Labour and 

Social Security and the competent departments of the regional governments. Few 

programs in informal vocational education, however, are under the  responsibility of the 

education deparments in the CCAA, such us the Initial Professional Qualication 

Programmes for youngsters who have not completed compulsory education; públic and 

private schools, local entities or non-prot are organizing these courses.  

SPAIN

GENERAL FEATURES ON VET, NGO's AND BUSINESS

[48]Some extinguishing 1 year programs are still ongoing, but progressively all programs will turn to 2 year courses.
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1. Dimension of VET in the country  

According to the statistics provided by the Ministry of Education, Culture and Sport 

for the 2013-2014 academic year, the following are the number of schools 

providing formal VET programs and the number of students receiving these courses:

Compulsory

 Secondary 

Education

High school

 ('Bachillerato')

Intermediate

 vocational 

education

Upper-level 

vocational 

education

Initial Professional 

Qualication 

Programmes

Schools

Students

7.332

1.825.996

4.469

698.057

2.682

353.533

2.228

349.229

2.608

83.673

Source: Ministry of Education, Culture and Sport (2013-2014).

Most of these schools provide also other educational programs besides VET, such as 
higer-secondary education courses (“Bachillerato”). 

Data from the Ministry of Education shows that the rate of students enrolled at the 
Intermediate VET level in this centres is 37,3%, while the gross enrollment rate in higher 
secondary education is double this percentage: 74,6%. In some regions the difference 
is smaller and VET gathers a signicant percentage of students (54,8% in the Basque 
Country, around 45% in Galicia and Asturias).                             .  

Regarding the distribution of VET students by sex, although in overall gures there are 
not large differences (43,9% women), signicant differences do exist in different 
specialties.

About the participation in continuing vocational training activities of the Spanish adult 
population, in 2013 the rate was 10,9%. The highest percentage is found in the Basque 
Country, Navarre and Madrid. By gender, the participation of women was higher 
(11.6% of adult women).49

[49]http://www.mecd.gob.es/dctm/inee/indicadores-educativos/seie-2014/seie2014-libro-completo-4062014-

f.pdf?documentId=0901e72b8197c344  
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SOCIAL ENTITIES 

Ofcial registration

ACTIVITIES 2013

19.359

4.838

1.062

7.975

1.283

689

6.245

789

569

1.676

44.485

Culture and ideologies

Sports,leisure and youth

Illness

Professional unions

Family, consume and elderly

Women and gender

Health and social service

Education

Neighbourhood

Other

TOTAL

Source: Statistical Annuary 2013. Home Affairs Ministry

[50]http://www.interior.gob.es/documents/642317/1204854/Anuario_Estadistico_2013.pdf/b7606306-4713-4909
-a6e4-0f62daf29b5c 
[51]http://www.luisvivesces.org/upload/95/52/2012_anuario_tsas.pdf 

The legal frame for social entities in Spain is regulated by the Constitution (article 22), the 

Right of association law of 2002, the law of Foundations of the same year and the Social 

Economy Law of 2011. 

There are different types of social entities, but the four main affected by the tax regime 

applicable to non-prot organizations are: associations, foundations, sports federations 

and NGOs. 

Registration is not compulsory but possible “by means of publicity”. However, most public 

activity is only possible after registration (such us having a scal number, needed to open 

a bank account or got funds). 

There is a National Registry of Associations of the Home Affairs Ministry. Regional 

governments have also their own ofcial Register of Associations. Choosing one 

institution or another depends on the territorial scope and the range of activities of the 

entity. Foundations have a separate regional and/or state-level register. Sport 

associations and federations, political organizations and parties, trade unions and 

business associatons are under different legislation and have separate ofcial registers
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It is quite difcult to quantify the 

number of social organizations 

existing in Spain. However, three 

sources of information can give us an 

idea about this number: the statistics 

o f  t h e  N a t i o n a l  Re g i s t r y  o f 

Associations50 (2013), the Yearbook of 

the Third Sector of Social Action in 

Spain by Fundación Luis Vives51 (2012) 

and the report of the Spanish 

Association of Foundations about the 

situation of foundations in Spain.



TERRITORY 2010

32.8%

29.7%

21.8%

11.3%

4.3%

100.0%

Regional

Provincial

Local

National

International

TOTAL

Source: Third Sector for Social Action Yearbook 2012. 
Fundación Luis Vives.

More difcult is yet to know the exact number of foundations. Some data came from the 

Spanish Association of Foundations, which has registered more than 13 thousand 

organizations; only 8.743 of them had activity in 2011. Almost 40% of Foundations are 

devoted to cultural and leisure activities, while 21% are concerned with education and 

research. Other important areas are the environmental care (10%) and social services 

(9%). The Report on the sector of foundations concluded that their economic activity 

represents 1% of the Spanish GDP.
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There are over 45 thousand associations in Spain and are of a huge diversity to deal with 

many different issues. Most are cultural, but also include those dealing with health and 

social issues.

Among the social action organizations, comparable to the feature set of associations, the 

most are grassroots organizations directly in contact with their beneciaries (92.3%). 

One of the conclusions of the analysis made until the moment is that the number of 

organizations causes fragmentation and dispersion. In this sense, the territorial 

distribution of social action organizations is as follows: 



Spain  February2015

Micro Small Medium Large TOTAL

2.631.215 128.537 20.476 3.933 2.784.161

2.770.664 2.490.943 2.010.238 4.495.536 11.767.381

Enterprises

Employees

The 1st of January 2014 more than 1,67 million companies did not employ any 
employee. This gure represents 53,6% of the total. In addition, 921.000 (29,5% of 
the total) had one or two employees. If these two groups are added, 83,1% of Spanish 
businesses had two or fewer employees.

Considering only companies with employees, those with 20 or more workers
accounted for 4,2% of the total.

The highest percentage of small businesses were found in the Rest of services sector 
(84,5% had two or fewer employees) and trade (82,6%). In contrast, the weight of 
large enterprises concentrated in the industrial sector, where 7,4% of total employed 
20 or more employees.
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Business Size in Spain (2015)



Services Construction TOTAL

76.1 5.9 100.0

4 th Trimester 2014

Agriculture Industry

4.1 13.9

Spain

As can be seen in the following chart, the larger companies have the greatest 
concentration of employees, while representing less than 1% of the number of 
companies. In other European countries, small businesses have a greater 
contribution to the number of employees.

Distribution of employees by sectors (2014)
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Source: Compilation based on data provided by Encuesta de Población Activa 2014 (EPA).



Construction
Other             
services

 TOTAL

408.089 1.751.903 3.119.310

Industry Commerce

200.835 758.483

SPAIN 2013

Comments
The services sector (excluded the commerce) represents more than 56% of businesses 
and more than 75% of employees in Spain
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Source: Compilation based on data provided by the Instituto Nacional de Estadística (INE)
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The Spanish Strategy on CSR, passed by the State Council for Corporate Social 

Responsibility (Spanish acronym: CERSE) in 2014, denes CSR as the "voluntary 

integration in the business management and administration [...], of social, labor and 

environmental concerns and human rights [...], thus taking responsibility for the 

consequences and impacts derived from their actions". 

The precedent where this denition can be found is the Report of the Parliamentary Sub-

Committee to promote CSR in the Spanish Parliament that became the rst chamber 

unanimously adopted an agreement to promote CSR (2007).

The vision of the Strategy is to support the development of "responsible practices of public 

and private organizations in order that they may become a signicant driver of 

competitiveness of the country and its transformation to a society and a more productive 

economy, sustainable and inclusive"52.

The Strategy will last from 2014 to 2020, and the main objectives established for the next 

years are the following:

ü Objective 1. To foster and promote CSR in both companies, including SMEs, and 

other public and private organizations in their performance in the various geographical 

areas in which they operate.

ü Objective 2. Identify and promote CSR as an attribute of competitiveness, 

sustainability and social cohesion.

ü Objective 3. To disseminate the values   of CSR in the whole society.

ü Objective 4. Create a common framework on CSR for the whole territory, to ensure 

compliance and respect for the principles of the Law 20/2013, of December 9, about 

Assurance of the Market Unity in this eld. 

National and regional laws or recommendations on CSR 

 [52]http://www.empleo.gob.es/es/sec_Trabajo/RSE.p
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It is necessary to highlight the role of the State Council for Corporate Social 

Responsibility, which includes the stakeholders (public administration, trade unions 

and main business organizations) involved in CSR implementation. The obligation for 

those public limited companies with more than 1,000 employees to provide an annual 

report to the CERSE is a measure that should be taken into account.

National researches and reports on assessment of CSR practices

The principal researches on CSR in Spain were made by organizations emerged to 

promote this dimension within companies. These include "Forética" and the 

Observatory of Corporate Social Responsibility, two of the most important initiatives on 

CSR created by stakeholders in Spain.

ü CSR Review. Luis Vives Foundation.53 

ü RSEARCH Review. Forética.54

ü Forética 2015 Report on the state of CSR in Spain.55

ü CSR on annual reports of IBEX 35 enterprises. 2012 analysis. CSR Observatory - 

Observatorio de la Responsabilidad Social Corporativa (www.observatoriorsc.org ).56

ü Javier Navas Martínez. Corporate Social Responsibility in Spain: veni, vidi, vici? 

Uppsala University, Department of Earth Sciences. Master Thesis E, in Sustainable 

Development. Geotryckeriet, Uppsala University, Uppsala, 2012.57

ü Forética Report. The Evolution of Social Responsability among Spanish 

Businesses (2011) .58

ü CSR in Spanish press. Media coverage analysis (2007).59

ü CSR Yearbook 2006. Fundación Ecología y Desarrollo y Fundación Alternativas.

 [53]http://www.luisvivesces.org/rse/index.html
 [54]http://foretica.org/index.php/biblioteca/rsearch?lang=es
 [55]http://foretica.org/informe_foretica_2015.pdf
 [56]http://www.observatoriorsc.org/Informe_memoriasRSC_ibex_2012_nal_conclusiones.pdf 
 [57]http://www.diva-portal.org/smash/get/diva2:586462/FULLTEXT01.pdf 
 [58]http://www.google.es/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&ved=0CCIQFjAA&url=http%3A%2F%2Fforetica.org
%2Findex.php%2Fbiblioteca%2Finformes-foretica%2Fdoc_download%2F372-informe-foretica-2011-version-ejecutiva-en-
ingles%3Flang%3Des&ei=gJsYVcS-
I4XfU_L1gOgN&usg=AFQjCNGeJccTMhE9uV7lZM22rsqfbEGYkw&sig2=Itkn4gJVuvbiAfVCGcxBlA&bvm=bv.89381419,d.d24

 [59]http://e-archivo.uc3m.es/bitstream/handle/10016/699/INFORME%20RSC.pdf?sequence=1



ORGANIZATIONS AND RESOURCES

Umbrella organizations working on CSR in the country

As mentioned before, the main organization that works CSR in Spain is CERSE, advisor 

and consultant agency of the Ministry of Labour and Social Affairs. Its functions are 

promoting social responsibility of businesses, particularly SME as well as performing 

any other activity that is entrusted in that scope and the design, management and 

monitoring of programmes and grants for the dissemination and promotion of social 

responsibility of business.

Besides of CERSE, it should be noted the role of the CSR Observatory60, a nonprot 

organization that works since 2004 to promote the proper implementation of CSR 

through research, awareness and monitoring public policies. It is composed of civil 

society organizations (NGOs, consumer associations and trade unions).

Another prominent organization is Forética61: network of companies and professionals 

involved in the development of CSR (more than 140 companies and more than 100 

personal partners). It aims to promote a culture of ethical management and achieve a 

competitive and sustainable business model.

It is impossible to forget the Luis Vives Foundation, social studies center of the NGO 

Action against Hunger. They publish the CSR Review since 2009.62 

Corresponsables Foundation is another organization that works the CSR, in that case in 

a more global way. Promotes the dissemination of best practices through awards and 

research studies, conferences, etc.63

Finally, reference should be made to business organizations as CECOT, by means of 

their foundations are spreading the CSR among SME with useful resources and tools.64
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1. GUIDES

ü C S R  T h e r m o m e t e r  -  E l  T e r m ó m e t r o  d e  l a  R S E 

(http://foretica.org/index.php/sala-de-prensa/newsletters?lang=es ). Online 

Newsletter.

ü “Empresa compromesa, empresa responsable" - Company committed, 

responsible company. Fundació CECOT Formació. Reference manual to 

implement CSR in SME.

�����l   �https://cecotpersonaitreball.les.wordpress.com/2011/11/guia.pdf 

2. AWARDS

ü Corresponsables Awards. Will distinguish the best practices of Social 

Responsibility in six categories: large companies, SMEs, micro, administrations 

and public entities, nonprot organizations and social economy (large) and non-

prot organizations and social economy (medium and small).

3. EDUCATION

Academic education

ü Master's Degree in Sustainability and Corporate Social Responsability. Jaume I 

U n i v e r s i t y .  C a s t e l l ó n .  ( P u b l i c  u n i v e r s i t y ) . 

http://www.uji.es/UK/infoest/estudis/postgrau/ocial/sostenib.html   

ü International Master in Sustainable Development and Corporate Responsability. 

EOI Spain's School of Industrial Organisation. Madrid. (Private school). 

https://www.eoi.es/es/cursos/16559/international-master-sustainable-

development-and-corporate-responsibility-madrid  

ü Master in Social Responsability in Organizations and Human Resources. 

Eu ropean  Open  Bu s i ne s s  S choo l .  Mad r i d .  ( P r i va t e  s choo l ) . 

http://www.eobs.es/masteres-empresariales/master-en-responsabilidad-

social-en-las-organizaciones-y-recursos-humanos 

http://foretica.org/index.php/sala-de-prensa/newsletters?lang=es
http://foretica.org/index.php/sala-de-prensa/newsletters?lang=es
https://cecotpersonaitreball.files.wordpress.com/2011/11/guia.pdf
https://cecotpersonaitreball.files.wordpress.com/2011/11/guia.pdf
https://cecotpersonaitreball.files.wordpress.com/2011/11/guia.pdf
http://www.uji.es/UK/infoest/estudis/postgrau/oficial/sostenib.html
https://www.eoi.es/es/cursos/16559/international-master-sustainable-development-and-corporate-responsibility-madrid
https://www.eoi.es/es/cursos/16559/international-master-sustainable-development-and-corporate-responsibility-madrid
http://www.eobs.es/masteres-empresariales/master-en-responsabilidad-social-en-las-organizaciones-y-recursos-humanos
http://www.eobs.es/masteres-empresariales/master-en-responsabilidad-social-en-las-organizaciones-y-recursos-humanos
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In June of 2014, in Madrid was held an important conference on CSR and sustainability 

called "CSR Spain". This forum gathered over 300 delegates, a panel of speakers from 

different sectors and industries and over 38 companies presenting on their best practices 

under the same roof. The event was organised by Forética, a leading organization on 

responsible business and CSR in Spain. 

The main issues of the meeting were “Leadership, Change and Innovation”. In that sense, 

it was outlined the need to enhance collaboration between business, government and 

civil society organisations, that is critical for CSR success. Also became evident the link 

between responsible business and job creation.

These debates, added to the adoption of the Strategy for CSR, have helped placing the 

issue of CSR on the agenda of multiple stakeholders.

NEW TRENDS ON CSR 



TURKEY

GENERAL FEATURES ON VET, NGO's AND BUSINESS

VET PROVIDERS 

Type of entities providing VET

Education in Turkey is governed by a national system which was established in 

accordance with the Atatürk Reforms after the Turkish War of Independence. The

basic structure of the national Education system is outlined by the Basic Law. The

educational system is divided into two main sections as;

ü Formal Education

ü Non-Formal Education

Non-formal education is organized educational activity outside formal systems 

Informal education is the life-long process in which people learn from everyday 

experience, informal covers interactions with friends, family, work colleagues, etc. 

Formal education is linked with schools and training institutions. Now that the new 

system of 4+4+4 has been implemented since 12 April 2012. In Turkey, there are the 

following VET providers:

       1. Formal VET Providers: 

ü Anadolian Technical and vocational high schools 

ü Multi-programmed high schools

       2. Non Formal VET Providers: 

ü Vocational and technical training centers

ü ISKUR (Turkish Employment Agency)

ü Continues training centers

ü Apprenticeship training centers
��
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Number of 
Schools

Number of 
Teachers

Number of 
Students

Number of 
Graduates

7.211 161.288 2.513.887 350.000

School Type
Number of
Teachers

Number of 
Students

Number of 
Graduates

Number of 
Schools

6.785 153.816 2.457.834 -

426 7.472 56.053 -

Public

Private

Source: Turkish Statistical Institute66

1. Dimension of VET in the country

According to the Turkish statistics institute (TUIK) these are the results for the academic 

year of 2013/142
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The education system in Turkey summarized as in Table 165



Type of Institutions
Number of 

Participants
Number of 
Trainers

Number of 
Courses

47.104 1.228.909 81.748

3.805 255.596 14.295

Ministry and subsidiary

University

15.841 865.220 26.896Municipality

276 101.378 764Confederation / trade union

5.295 843.315Foundation and Association

72.321 3.294.418 154.050Total

30.347

SOCIAL ENTITIES

Ofcial registration

The non-prot organizations in Turkey are established as foundations and association and are 
governed by the “Law for Foundations” and the “Associations Law”. The Turkish associations are 
membership non-prot organizations created in order to achieve an objective stated in its Statute 
and with no permission to achieve prots for its members. At least seven founders are needed for 
establishing an association. The associations opened in Turkey have a Statute which contains the  
name and headquarter, the objectives and the activities planned to be performed in order to 
achieve those, details regarding the founders( their names, their profession their address and 
nationality),the conditions for obtaining the membership or to be withdrawn, the method of 
appointing and the frequency of meeting of the association's general council, the responsibilities 
and powers of the general council and the methods and forms of voting and decision making, 
responsibilities and powers of the board of management and audit board, method of election, 
the number of permanent and reserve members, if  the association is to have branches and 
details regarding it (how many, their responsibilities and powers, and the method of 
representation in the general council), the yearly subscription amount, the methods of internal 
audit, how the statute can be amended, modality of dividing the remaining assets in case of 
dissolution. The recognition of the statute of association is earned after the submission of 
foundation deed and other documents, such as the Statue and a list with all the members to the 
Ministry of Interior Department of Associations. The bodies of the associations opened in Turkey 
are the general council, the board of management and the audit board. The associations created 
in Turkey may be organized in federations (formed by minimum three associations) or in 
confederations (formed by at least three federations). The Turkish foundations are non-prot 
organizations without membership established in order to achieve a certain objective prescribed 
in its Statute. The foundations are governed by “The new Foundation Law” adopted and put into 
effect on February 20, 2008. A minimum of 50,000 Turkish Liras is necessary to establish a Turkish 
foundation. The body that is handling the registration of the foundations opened in Turkey is the 
General Directorate of Foundations. Annual reports have to be delivered to this body and if the 
foundation setup in Turkey is also performing activities for the public benet, than the reports has 
to be delivered to the Ministry of Finance.68

In according to Non formal training statistics of 2013 of TUIK67 which is seen below: 
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Scope of the NGO Number 
of the  

Agriculture

Aid

Animal Rights

Arts

Businessman

Chambers

Children

Clean Society

Commerce

Consumer Rights

Cooperatives

Culture

Democracy

Development

Disabled

Economics

Education

Elderly Rights

Energy

Entrepreneurship

Environment

Family

Folklore

Food

Health

History

Human Resources

Human Rights

Journalist

Law

LGBT

Local Agenda

Other

Photography

Politics

Public Relations

Quality

Refugee Rights

Research

Science

Search and Rescue

Services

Solidarity

Sports

Tourism

Trade Unions

Women

Youth

55

304

64

180

181

336

262

30

22

150

97

743

91

178

410

35

672

33

18

84

725

78

36

16

408

31

35

212

58

57

42

85

1640

23

77

26

26

20

157

74

27

108

1125

453

89

273

602

407

Number 
of the  

Scope of the NGO

Source:Sivil Ssociety Development Center70

The types of the Non Prot Organizations:

ü Foundations,
ü International Foundations,
ü Associations,
ü Unions, 
ü Professional associations, 
ü Cooperatives.

Social Entities Features

In according to the statistical research of TUSEV on NGO's show us that: 4,547 
Foundations, 86,031 associations exist in Turkey. The total NGO's of Turkey together with 
Foundations, Associations, Professional associations, cooperatives, unions and 
International Association is up to 150,00069

In according to the Sivil Ssociety Development Center's database the registered NGOs to this 
center are 9,073. These are the statistics taken from Sivil Ssociety Development Center's 
database. On the other hand the number of the NGOs are over 150,000 in Turkey.
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[71]Civil Society in Turkey: At a Turning Point (TUSEV, 2011): p. 52
[72]World Giving Index 2012 https://www.cafonline.org/PDF/WorldGivingIndex2012WEB.pdf
[73]Civil Society in Turkey: At a Turning Point (TUSEV, 2011): p. 68-69
[74]http://www.dernekler.gov.tr/en/default.aspx

The development of volunteering in Turkey must be looked at as part of the 
transformation civil society and civic engagement in general have undergone since the 
1980s. As a result of the 1980 military coup, almost all civil society activities were 
suspended while many CSOs (civil society organizations) were shut down 
permanently71. Only during the 1990s did civil society gain new impetus and inuence: 
notably many of the largest volunteer organizations, such as Community Volunteer 
Foundation and Educational Volunteer Foundation in Turkey were established at the 
time.

While the increase in the number of civil society organizations inevitably leads to an 
increase in membership to CSOs and volunteering alike, the level of volunteering in 
Turkey is still relatively low. The World Giving Index72 gives an indication of the level of 
participation in Turkey, according to which 10 per cent of Turkish people donate 
money, 4 per cent volunteer and 31 per cent are willing to help a stranger, 
ranking Turkey in place 137 in the index of 145 countries. Helpful statistics on the 
extent of civic engagement published by the Third Sector Foundation of Turkey support 
this by revealing that levels of membership, volunteering, political activism and 
community engagement are all relatively low. Volunteering attracts citizens the least: 
only 2.5 per cent of citizens volunteer for social organizations, and 4.2 per cent 
volunteer for political ones73. These gures, however, do not include individual 
activism that 11.6 per cent of citizens engage in.

While robust and comprehensive statistics including both formal and informal 
volunteering in Turkey are lacking, it is difcult to identify which thematic issues attract 
citizens to volunteer the most. However, thematic distribution of civil society 
organizations gives some indication of this. Sports organizations, religious groups and 
charities providing social services dominate the eld, whereas right-based 
organizations and advocacy groups form a considerably smaller percentage of CSOs74.
All in all, a clear picture of the level of volunteering in Turkey is difcult to construct not 
least because of a lack of a generally accepted denition for it. While it is relatively 
commonly understood that volunteering is an activity undertaken for no nancial 
reward and usually for social good, the denition is also used at times to include 
internships, study-related work practice or other un-paid work, membership to an 
organization or donating. On the other hand, volunteering is at times categorized as a 
form of participation different to that of, for example, activism, campaigning, 
neighbourly help or mutual aid.
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The civil society organizations that have been established in our country up to date are 

mainly initiatives orientated toward “sports”, “religious beliefs” and “social aid”. 

Due to the fact that on one hand the central government is preventing the growth of the 

civil society and on the other civil societies are carrying out “unreliable” activities, the 

number of civil society organizations, being the total number of foundations and 

associations, has only reached to 100,000 as of April 2013 in our country with a 

population of 75 million. Only 12 per cent of society is involved in civil initiatives. 

The male dominant cultural structure is also observed in this area: The participation 

of women to civil society activities is 2 per cent, while for men it is 

approximately 10 per cent. As in developed democracies the participation level to 

the civil indicatives is around 25-56 per cent, it is clear how behind Turkey is. 

Volunteering in TurkeyVolunteering in Turkey
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BUSINESS FEATURES

1-9 
Employees

10-49 
Employees

50-249 
Employees

Total SME 250+ 
Employees

The Market 
Sahe (%)

Sectors

Industry

Service

Total

Distribution of the 
business by scale (%)

According to scale in 
EU-27 (%) (EU-27 Average

546,607 60,085 11,462 621,954 1,803 18,24

2,697.181 89,065 10,006 2,758.293 39,913 81,78

3,243.788 153,150 21,468 3,418.406 41,716 100

94,79 4,47 0,63 99,89 0,11 100

91,8 6,9 1,1 99,8 0,2 100

Micro Small Medium Large TOTAL

3,243.788 153,150 21,468 41,716 3,460.122

COUNTRY 201175
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The next chart and the table show that the gross majority (94,79%) of business in Turkey is 

micro sized. %4,47 of the businesses are small sized, %0,63 of them are medium and very 

small portion of them (%0,11) are large sized businesses.

Comments

Business sizes:

Micro (0-9 

employees), 

Small (10-49), 

Medium (50-249),

Large (250 and +)

Source: Compilation based on data provided by the Instituto Nacional de Estadística (INE)



NACE CODES

A          Agriculture, forestry and shing 

B          Mining and quarrying 

C          Manufacturing

D         Electricity, gas, steam and air conditioning supply 

F          Water supply

G        

H            

I             

J

K          

L            

M               

N

O           

Construction

Wholesale and retail trade

Transporting and storage 

Accommodation and food service activities

Finans 

P        

Q            

R              

S            

T              

U              

Real estate activities 

Professional, scientic and technical activities

Administrative and support service activities 

Public administration and defence

Education

Human health and social work activities

Arts, entertainment and recreation

Other services activities 

Activities of households as employers

Activities of extraterritorial organisations and bodies 
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The list below shows the international NACE Codes. All sectors statistical taken from 

Turkish Statistical Institute 2012 research. 



TURKEY

Agriculture,
forestry and 
shing 

Mining and 
quarrying Manufacturing

Electricity, gas, 
steam and air
conditioning 
supply 

Water supply Construction
Wholesale and
 retail trade

N/A* 3.366.000 336.893 3.706 143.047 1.067.241671

TURKEY 4th trimester 2012

Transporting 
and storage 

Accommodation
and food service
activities

Information and 
communication 

Real estate 
activities 

Professional, 
scientic and 
technical activities

Administrative
and support
service activities 

421.574 233.010 29.616 147.344 25.79724.141

 Education
Human health
and social work
activities

Arts, entertainment
and recreation

Other services activities 

12,420 30,283 15,159 151,849

*Not publicly available in the research time.
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The list below shows the international NACE Codes. All sectors statistical taken from 

Turkish Statistical Institute 2012 research. 

Before analysing the above table, it should be noted that the table does not include the 

agriculture, forestry and shing sectors. The employment situation in the agriculture, 

forestry and shing sectors is that there are 3,225,000 males and 2,872,000 females 

working in this sector (2013 Statics). In public administration and defence sectors, there 

are 1,237,000 males and 221,000 female employees. These two sectors are excluded 

from the sectoral distribution of companies simply because CSR research focuses on 

private sectors and state economic enterprises. These two sectors are excluded from the 

sectoral distribution of companies simply because CSR research focuses on private 

sectors and state economic enterprises.
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Table 1: Distribution of Companies by Region (Nuts 1)(2013 Statistics)

Highest level of concentration of industry is observed to be in Istanbul and followed by  

egean and Mediterranean regions. Geographical advantages of mentioned regions as in 

having coast lines play a major role in company preferences to operate in these locations. 

Izmir in the Aegean Region, Antalya and Adana in the Mediterranean Region are main 

provinces where industrial activities reach high levels. As stated above, the Turkish 

economy has the 15th largest GDP-PPP in the world. However, up until this level, Turkey 

has undergone serious and long term economic turmoil. For instance, Turkey suffered 

from signicantly high ination rates from 1980s to 2000 (97 % in 1980; 45.54 % in 

1985; 60.36 % in 1990; 92.44 % in 1995; 56.43 % in 2000; 8.19 % in 2005; and 8.58 % 

in 2010) when it was possible to reduce these rates. The efforts to reduce the high 

ination rate were also followed by redenomination of Turkish Lira by dropping six76 

[76]Corporate Social Responsibility, National Review Report,August, 2013,p:19
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Source: Turkish Statistical Institute 2012 research.



National and regional laws or recommendations on CSR 

implementation

The Lisbon Treaty's commitment toward improving the competitiveness of EU business -- 

and in line with other European countries -- the Turkish government (in consultation with 

Turkish business) has been actively involved in passing legislation which adopts the 

standard laws which encourage business to become more socially responsible. In Turkey 

government is an important driver of CRS through its new laws and regulations such as 

Corporate Governance Codes, disclosure and reporting requirements. The Ministry of 

Environment and Forestry: Forestry, the Ministry of Finance: Corporate Governance, The 

Ministry of Trade and Industry: Standards and The Ministry of Labor and Social Security: 

Labor issues are the government bodies which are directly or indirectly related CSR 

applications in Turkey. (UNDP 2007). Corporate social responsibility is high on the 

agenda of major foreign  corporations operating in Turkey. At least a dozen of companies 

continuously donate funds, supplies, provide volunteers and many more resources for the 

improvement of the environment, education and the arts as well as providing critical 

support during the time of crises in Turkey. 

In order to make Turkey a European-wide leader in CSR (and thus in international 

business) the Turkish government should pass a consolidated CSR Law which raties 

many of the CSR-related provisions already in place in most EU member states. This 

article will present the recommendations of the UNDP funded and sponsored CSR 

Roadmap (which was adopted by the Turkish CSR Peer Group in November 2007).
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There is no separate legislation on CSR in Turkey. However, several components of what 

CSR includes have been regulated in respective laws, including but not limited to 

Constitution article 172, 4857 Labour Law, 2872 Environmental Protection Law and 

5346 Renewable Energy Law. Accordingly, protecting labour, environment, human 

rights and anti-discrimination are all regulated by respective laws and by laws. As a 

candidate country, Turkey is trying to comply with EU directives in several areas. For 

conditions of membership EU Acquis lists 35 chapters. Chapters related to the scope of 

CSR are Chapter 5, public procurement; Chapter 6 company law; Chapter 19 social 

policy and employment; Chapter 23 judiciary and fundamental rights; Chapter 24 

justice, freedom and security; and Chapter 27 environment. Turkey is working to 

comply with all directives and regulations dened within the above chapters of the 

Acquis. It should be however, stressed that CSR is behavior by businesses over and 

above legal requirements on a voluntary basis. Therefore citing all these CSR related 

regulations are far beyond the scope of the study.77

As a result, unfortunately there is not any clear written source to determine the state's 

vision of CSR, just because as a term, 'CSR' has not been cited within any ofcial 

documents. However, according to State Planning Organization ofcials, the most 

related subject about CSR appeared in the 9. Development Plan:

 

Article 519: Sustainability of growth will be ensured by considering the consistency of 

the industrial and environmental policies. In industry, production will be in compliance 

with human health and environmental rules and importance will be given to social 

responsibility standards.
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Ofcials from the State Planning Organization argue that there should not be any 

deterministic of cial view of state about CSR. Since CSR is meaningful because of its 

voluntary nature, state regulation would render CSR meaningless. According to them, 

it is the private sector where CSR has to be developed. Furthermore State Planning 

Organization of cials found the idea of CSR law for Turkey to be ineff ective, and 

possiblyeven harmful. For them, if a law appear regarding CSR, CSR will become just 

another section of the Ministry of Labor and Social Security. On the other hand, Ministry 

of Labor and Social Security ofcials accept the problems of insufcient applications of 

CSR in Turkey. According to these ofcials, in order to understand this insufciency, the 

reasons for the incompatibility of the Turkish economy with Western standards must be 

analyzed. To analyze the reasons for this incompatibility, ofcials emphasize these 

factors below: 

ü Marginal sector in Turkey 

ü High rates of unregistered employment 

ü The notion of 'housewives' 

ü Incommodity family labor 

ü Turkish apprentice system According to estimates, 80% of the whole Turkish 

population is closely related with at least one of the factors listed above. 

Ministry ofcials consider these notions to be obstacles for the harmonization of Turkish 

and European standards. For them, Turkey experiences problems with explaining its 

economic realities and ongoing circulation because of these factors. Therefore, they 

are emphasizing a need for an authentic denition of CSR for Turkey, since the current 

system is incapable to evaluating the existence of CSR in Turkey according to European 

standards.
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State and Environmental Protection Environment is one of the most associated topics of 

CSR. In Turkey, CSR activities of corporations towards the protection of the environment 

are among the most well-known examples of social responsibility.

The environment has become a top priority issue, not only for civil society, but also for 

politics. Awareness of the environment stands at the top of all other political issues, at 

least in the public statements of politicians. Throughout recent history, developments in 

technology and the entire process of urbanization have started to threaten the natural 

stability of the environment. Awareness about this has generated a new fashionable 

term called “sustainable development”. In the business world, the target of protability 

is gradually being replaced by sustainable development. However the contextual shift 

towards sustainable development has some inherent controversies for international 

politics, because new political outlooks towards environmentally-friendly development 

may be considered as unfair by developing countries. 

The development of the Turkish economy has increased environmental pollution 

accordingly. Statistics show that in 1990 total greenhouse gas emissions were 170.76 

million tons of CO2 ; however, in 2007 this rate signicantly increased to 372.64 

million tons of CO2 ; however in 2007 this rate signicantly increased to 372.64 million 

tones CO2 18. Although the target was 20%, the United Kingdom was able to decrease 

total greenhouse gas emissions by 4%19. Ministry of Environment and Forestry ofcials 

state that according to the Intergovernmental Panel for Climate Change, the Eastern 

Mediterranean basin creates dangerous levels of greenhouse gas emissions. Although 

Turkey ofcially started to measure greenhouse gas emissions in 1992, ofcials argue 

that Turkey has not been able to impose preventive actions, because these precautions 

are very expensive and Turkey is still in the adaptation stage. According to the United 

Nations Framework Convention on Climate Change, the Kyoto Protocol stands as the 

most important agreement aiming to reduce greenhouse gas emissions to prevent 

global warming20. Since 2005, the year that Kyoto Protocol entered into force, 

environmentalists in Turkey supported the protocol and encouraged the Turkish 

parliament to sign the agreement. Finally, the Grand National Assembly of Turkey 

signed the agreement in February 200921. According to ofcials from the Ministry of 

Environment and Forestry, the Kyoto Protocol is a very complex agreement which is 

related to not only environmental topics, but also to the usage of nancial sources. 

Indeed, the sides of Kyoto are industrialized countries. 
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These countries are planning to reduce their negative impact on the environment. 

However if they can not achieve their set of targets regarding the reduction of 

environmental pollution, the Kyoto Protocol provides some exibilities. Regarding this, 

signatory countries may work to reduce environmental pollution in other less 

developed countries. In this way, less developed countries can attain important 

environmental investment opportunities, which they could not otherwise afford. 

Ofcials from the Ministry of Environment and Forestry, therefore consider the realities 

of the Kyoto Protocol as a platform between industrialized countries which are trying to 

accomplish their 'homework' and less developed ones in search of free investment 

opportunities. Turkey is neither an industrialized country to apply precautions against 

global warming nancially or socially, nor a developing country with its high rates of 

nancial accumulation. Even though Turkey is a signatory to the Kyoto Protocol, other 

G-20 countries are refusing this status for Turkey. In this dilemma, Turkey is trying to 

nd a new designation, along with other similar countries. A new term being coined for 

countries in the same situation as Turkey is 'advanced developing country'. According to 

Ministry of Environment and Forestry ofcials, for these reasons, Turkey should have 

entered to Kyoto Protocol. Otherwise Turkey might not express itself in the platform of 

international politics. In this sense, the membership of Turkey in the Kyoto Protocol is 

more about international bureaucracy. Even the actual date of Turkey's membership 

proves this aim, because the timing of membership loads no burden on Turkey about 

preventing the greenhouse gas emission until 2013, which is also the ending year of 

the rst period of obligation for member states. In the public sphere, it is possible to 

claim that this outlook of the Ministry of Environment and Forestry is not known deeply. 

The representatives of employers' unions assert their questions about the Kyoto 

Protocol. According to them, the membership process could not be completely 

understood. They also suspect that the burdens of the protocol may cause signicant 

problems in the economy. These views show that the public opinion about Turkey's 

membership into the Kyoto Protocol could not be perceived sufciently. First sanctions 

towards environmental protection and reducing the effects of global warming may 

appear after 2013 as the ofcial decisions of Turkish Government. On the other hand, 

Ministry of Environment and Forestry and Ministry of Labor and Social Security posed no 

sanctions to corporations, related to environmental protection; other than ongoing 

implementations of current standards about work areas and protection. Therefore 

evaluating the outlook of related departments of state, it can be argued that CSR is not 

located in the governmental actions yet.



National researches and reports on assessment of CSR practices

We would like to present the following researches on assessment of CSR practices in 

Turkey:

1. Author: DEMIRCI, Mehmet

Title:  The Impact Of Corporate Governance Approach In SMEs (Small And Medıum 

Sized Enterprises) On Their Ptots; A Case Study In The Province Of Istanbul

Type of Research: Master Thesis

Place: Ankara, Turkey

University: Ankara University Social Sciences Institute

Year: 2010

Abstract:

The goal of this study is to determine to what extent the SMEs in İstanbul apply 

corporate governance and to what extent the corporate governance approach 

affects their prots. The most important results of corporate governance are 

effectiveness and efciency. Furthermore, corporate governance approach makes it 

possible for corporations to continue their existence in the long run. Therefore, 

corporate governance is a signicant issue that needs to be discussed in detail. 

SMEs have more chances to adapt themselves to the changing market conditions 

than the large enterprises due to their exible and small structures. Some of the 

reasons why SMEs are quite signicant are as follows: rst, strong economies also 

need small enterprises as much as they need large enterprises (corporations) and 

then, a sound SMEs may also have positive contributions on the following issues: 

lowering unemployment, strengthening competition, and increasing the prosperity 

and life standard in the Sayısıry by this way. In this context, the survival of the SMEs in 

the globalized world and competitive market in the long run and increase in their 

protability will be possible with a corporate governance approach. It is thought 

that the data obtained in this study will provide important contributions towards 

how the enterprises may be permanent in the market and how they can increase 

their protability. The data of the study have been obtained through survey
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1. Title:  Incentives to SMEs for their social responsibility projects

Type: News

Organizer Institution:  Turkish Confederation of Employer Organizations (TISK)

Explanation: TİSK gives awards to SMEs according to 'Innovation', 'effectiveness', 

'inclusiveness', 'Best Practice' and 'sustainability' criteria to encourage SMEs to pay more 

attention to corporate social responsibility of companies. TISK gives 2 awards for each criteria 

totally 10.

Link: http://www.dunya.com/ekonomi/kobi/kobilerin- sosyal-sorumluluk-projelerine-tesvik-

225409h.htm 

The rst 30 companies of Istanbul Stock Exchange (ISE) National 100 Index, which constitutes a 

high market value, liquidity and visibility, have been studied for their CSR applications. The 

foremost reason to select the mentioned companies is that the Capital Market Boards of Turkey 

(CMB) has addressed and motivated CSR in its report about the Governance Principles of 

Turkey. ISE-National 100 has been selected as it is used as the main indicator of the national 

market containing both the ISE National-50 and ISE-National 30. According to the results of 

the study, 56% of the companies have published their CSR strategies and 67% have published a 

CSR section on their websites. Companies who have their own ethical codes comprise 74% of 

the total. Culture and arts, environment and education are the CSR topics that companies are 

mostly focusing on, which make up 64% of the total. The expectations of society from the private 

sector are to develop projects on education according to a study in 2009, which also shows that 

it is one of the priorities of companies. Sponsorships, philanthropy and community 

development are the most favored activities of the companies in the CSR topics of culture, arts, 

and education. The eld of environment should be kept separate from others because this topic 

is not one of the prior expectations of society from companies nor is it done with the sponsorship 

activities. The reasons why the environment is an important area for the companies can be 

explained as it is a demand coming from other stakeholders such as international customers of 

the companies and the Turkish Government, which puts the environment on its agenda in the 

context of integration into the EU. Beside the other CSR applications, the environment can be 

preferred by companies because it can be more easily integrated into companies' daily 

operations which can create a win-win situation and increase their competitiveness

http://www.dunya.com/ekonomi/kobi/kobilerin-sosyal-sorumluluk-projelerine-tesvik-225409h.htm
http://www.dunya.com/ekonomi/kobi/kobilerin-sosyal-sorumluluk-projelerine-tesvik-225409h.htm
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    The second part of the study has focused on the CSR/Sustainability and environmental 

reports published by companies, the number of companies having certi cates of several 

management systems, and signing the Global Compact. The number of the published 

CSR/Sustainability report is 26% while the number of published environmental reports is 

15%. It has been observed that the companies including CSR into their  nancial reports 

are 30%. However they only include one paragraph of information and do not give any 

further details. It has been analyzed that only 25% of the published reports were subject 

to independent external assurance. The commitment to the environmental 

management system ISO 14001 at 56% and quality management systems ISO 9001 at 

59% are noteworthy compared to other standards. This high commitment can be 

explained by the demands from different stakeholders and also shows that these 

certicates can be used as a means of competitiveness and integrating CSR into 

companies' strategies. However, a low commitment is observed in quality standard 

EFQM at 22%, followed by even lower participations in the labor standards 

management SA 8000 and stakeholder engagement standard AA1000 both at 4%. 

Signatory companies for the Global Compact (GC) are 4 out of 30 companies. While 

comparing the graphics, it can be observed that most of the rms are embracing CSR, 

developing a CSR strategy and CSR applications, and have their own ethical codes. It 

demonstrates that companies are putting CSR on their agenda and show their 

commitment to CSR. However, it can also be observed that most of the companies do not 

apply CSR reporting or CSR performance evaluating, and do not mention their CSR 

targets for the long term. It can be thought that although CSR is one of the areas that 

companies show interest, it is still not perceived as an area to be measured and reported 

like the nancial state of the companies.
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Situation of Global Compact Commitment in Turkey

Global Compact (GC) is the largest corporate citizenship and sustainability initiative in 

the world, with 7,700 corporate participants and stakeholders from over 130 countries. 

Because it is designed to address the entire world, it represents universal values and 

principles in the areas of human rights, labor, environment and anticorruption. 

Therefore, it provides for organizations, particularly companies, to improve themselves 

on CSR as it determines the minimum requirements. Considering the facts, to analyze the 

commitments to GC in Turkey gives an important insight into how the private sector 

features CSR.

The United Nations Development Programme (UNDP) in Turkey formally launched the 

GC with the support of local stakeholders in 2002. 160 organizations in total signed the 

contract by the end of 2009. Two-thirds of the signatory organizations are companies 

while the other signatory organizations are NGOs (16.88%), business associations 

(8.75%), academy (5.63%) and other sectors.
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When focusing on the commitment of the private sector for GC in Turkey, it is observed 

that SMEs comprise the majority of the companies (68%) which signed the contract. 

They show a great interest in signing the GC as they see the contract as an opportunity 

to increase their capacity and competitiveness. It is afrmative to observe that they 

feature GC as they are the most signicant private sector players by generating 60% of 

employment in Turkey. Although GC Network in Turkey was launched in 2002 by 3 

companies, participation by other companies increased this number to 38 in 2007, and 

39 in 2008. And it mostly depends on the several presentation activities and large 

companies pioneering for signing the contract. The commitment increased particularly 

after Koc Holding signed the contract in 2006 which triggered the other companies to 

follow suit. However 2009 was not as bright a year for GC as it was in the previous 

years. In 2009, only nine companies participated. The low commitment was mostly due 

to the nancial crisis which companies presented as a reason for not putting CSR into 

their agenda.

Considering the points of view of GC49, it can be commented that the companies not 

choosing CSR as one of their priority areas during the economic down turn, Show that 

CSR is still perceived as an area to be applied in good times only. It may also be thought 

that companies cannot afford to invest in CSR programs as they see CSR as a PR 

marketing activity, or only as a philanthropic contribution which all in the end are 

generally far away from strategic CSR. One of the other reasons why the number of the 

companies decreased can also be explained by companies looking for the short term 

gains rather than focusing on long term targets.

GC requests the private sector to prepare and submit its communication on progress 

(COP) which should address at least two of the four areas of GC, while all four are to be 

addressed at the end of 5 years after signing the contract. COP is the only requirement 

of GC and shows strong similarities between the companies' CSR reports. It is an 

essential tool for GC to observe the development of companies in speci ed areas,for 

stakeholders to monitor the activities of companies and for companies to improve and 

motivate their CSR reporting. Almost 23% of the companies (24 in total) didn't develop 

their COP in Turkey and were delisted from the GC. These delisted companies show 

variances in their business size and sector. Considering the adequate support and 

practical guides for COP, it can be observed that accountability and transparency in the 

CSR activities of some companies are still not at the desired level.
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ORGANIZATIONS AND RESOURCES

NEW TRENDS ON CSR

In Turkey, Corporate Social Responsibility are becoming more and more popular in the 
following years. Corporate Social Responsibility is the new form for companies to get 
creative with their corporate social responsibilities. Exchanging information and 
knowledge would unite people and create solutions especially environmental issues 
around Turkey and Europe. Companies in Turkey would discover their potential to 
struggle with social and environmental problems in 2015 and 2016. Human and nature 
rights would be more critical issues companies would need to improve their 
competencies to comply legislation on these elds. Corporate Social Responsibility would 
be trendier for the institutions which want to be international. They would make 
international social investment to other countries and continents. In 2015 and 2016, the 
project capacity of the institutions and companies concerning corporate social 
responsibility would be enhanced on women 'rights.
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CHAPTER III: 
Case Studies on CSR
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Chapter III: Case Studies on CSR

The chapter includes a series of best practices gathered from all six partners` countries. 

The best practices are covering the SMEs and the CSR tools implemented. In total, there 

are a series of thirty best practices, ve in each country: Austria, Bulgaria, Portugal, 

Romania, Spain and Turkey.

The best practices are followed by interviews with professionals from three main areas: 

VET, social entities and SMEs. The subsection includes three interviews for each country 

evolved in the project.

Best Practices: SMEs and CSR Tools

The section includes ve best practices from each partner country, showing, on the rst 

section some general information about the best practice and the organization that is 

implementing is, such as: contact information about the organization, what impacts the 

best practice.

In terms of a deeper analysis, each best practice includes the strategic plans, meaning 

the vision, the objectives, the results and outcomes and the methodology implemented. 

It also gives attention to the communication strategy, the measurement system put in 

place and the transferability if it is the case.



AUSTRIA

3.SHORT DESCRIPTION

2. BASIC INFORMATION ABOUT THE ORGANIZATION

1.INFORMATION ABOUT BEST PRACTICE

Queen of Luck (Göttin des Glückes) 
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Duration: From 2005 to ongoing 

Location: Vienna, Austria 

Type of best practice:

ü External action (not involving organizational change) 

ü Managing the impact on environment and natural resources 

ü Solidarity project (run by the company) 

ü Awareness raising campaign 

Name of the organization: Göttin des Glückes 

Type of organization: ŞİRKET

SIZE: 21 (18 female 5 male) 

Contact data

Person for contact: Lisa Muhr 

Position: Founder, CEO, controlling and PR 

Phone number/Fax:  +43 (1) 9411141/ +43 (1) 9411141 

E-Mail: gdg@goettindesgluecks.at

Website: www.goettindesgluecks.com/en 

        A group of young designers decided to join design and responsibility and 

produced fashion collections with the cooperation partner EZA Fairer Handel with 

bio-cotton certied by Fair Trade, without children's work nor exploitation of textile 

workers. 



4.STRATEGIC PLANS

5.CONNECTIONS AND NETWORKS  

4.1 Diagnosis 

Facing the common exploitation of textile workers (including children labour) in clothes 
industry, this company decided to go against the ow and create clothes with fair-trade 
cotton and produced by not exploited workers 

4.2 Strategic vision 

Fair trade 

4.3 Objectives 

Produce clothes with fair trade cotton and by not exploited workers 

4.4 Results and outcomes 

Goals achieved 

4.5 Methodology 

N/A* 

*Not publicly available in the research time
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5.1. Identication of Stakeholders 

All the cooperation partners: 

ü EZA Fairer Handel GmbH in Salzburg: EZA Fairer Handel GmbH is the biggest 

company which imports Fair Trade products in Austria and guarantees the fair trade 

criteria along the whole production chain. 

       l  www.eza.cc 

ü Craft Aid in Mauritius: The cutting, sewing, printing and packing is done by 

Craft Aid in Mauritius. This company with 150 employees is a partner of the 

International Fair Trade Association. 

                l   www.craftaid.net

  

ü Dwp: Present packaging is wonderfully done by hand by a fair commerce 

partner project in the Philippines 

                l�www.dwp-rv.de/cm

  

  



6.IMPACT AND CONTRIBUTION TO THE COMMUNITY 

7.SUPPORT STRUCTURES 

*Not publicly available in the research time

ü Contigo: Accessories are made from tagua nut by a fair commerce partner 

project in Columbia 

             l�www.contigo.de

  

ü Clean Clothes Campaign: The Clean Clothes Campaign dedicates itself 

around the world to employers connected to the industry of clothing and sports 

articles. In Austria it is implemented by unions, church, feminine and political 

development organisations. 

            l�www.cleanclothes.at

  

5.2. How have they been engaged? 

N/A 
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6.1. Shared vision:

Principles of fair trade in the whole process from production to retail of clothes.

6.2. How have the community been involved? 

The communities take active part of the production process.

6.3. How value has been contributed to the community and Stakeholders, beyond 

the core business? 

N/A 

ü Benets to the community: 

ü Benets for Stakeholders: 

ü Internal Benets: 

7.1. Resources employed: 

ü Cost (�): Besides other sources, the company is also nanced by crowd funding, 

where (private) loans can be offered to the company (min.: 2.000� to max.: 20.000�) 

and then the offered interest can be of 2,5% (money) or 4% (vouchers of 

merchandise) 

ü Human resources: N/A* 

ü Time: N/A 

ü Other resources and assets: N/A 



8.REPORTING AND COMMUNICATION STRATEGY

Mean Audience

Avusturya Ticaret Odası (WKO) tarafından yayınlanan 
En iyi uygulama katalogu
www.wko.at/Content.Node/KSS--fairantwortung-
/KSS/Buch_WERTE_LEBEN_MEHR_WERT_SCHAFFEN.pdf

General Public

9.IMAGE AND BRAND

10.MEASUREMENT AND LEARNING

*Not publicly available in the research time
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8.1. Standard reporting 

N/A* 

8.2. Communication strategy 

Message

9.1. How has the image and brand of the organization been improved? 

They were awarded with some prizes: 

ü Eco- Eco-Trend Award Autumn 2007 

ü 11 m Mode (Football fashion competition on Euro 2008) 

10.1. Measuring system:

N/A 

10.2. Learnt lessons: 

It is possible to create a production chain in the fashion/clothing world not based in 

exploitation of materials and people. Yes, it is possible to combine the same 

elements from other countries 

10.3. Repeatability/transferability of the experience:

Yes, it is possible to combine the same elements from other countries.

http://www.wko.at/Content.Node/CSR--fairantwortung-/CSR/Buch_WERTE_LEBEN_MEHR_WERT_SCHAFFEN.pdf
http://www.wko.at/Content.Node/CSR--fairantwortung-/CSR/Buch_WERTE_LEBEN_MEHR_WERT_SCHAFFEN.pdf


Eisenbeiss GmbH 

1.INFORMATION ABOUT BEST PRACTICE

2.BASIC INFORMATION ABOUT THE ORGANIZATION

3. SHORT DESCRIPTION
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Duration: Ongoing 

Location: Enns, Austria 

Type of best practice:

ü Changes in the internal business structure 

ü Managing the impact on environment and natural resources 

ü Healthy workplaces 

Name of the organization: Eisenbeiss GmbH 

Type of organization: COMPANY

SIZE: 175 employees 

Contact data 

Person for contact: Mag. Valborg Burgholzer-Kaiser and Ing. Karl Hahn 

Position: Managing Directors 

Phone number/Fax: +43 7223 896-0 / +43 7223 896-85, 

Hotline: +43 7223 896-120 

E-Mail: ofce@eisenbeiss.com 

Website: www.eisenbeiss-industrial-gear.com 

The company's CSR primarily focuses on improving employee participation and 

satisfaction, with a communication platform that encourages employees to address 

management directly. Furthermore, as part of corporate culture, the company has 

regular working groups in different branches. 



4. STRATEGIC PLANS

5.CONNECTIONS AND NETWORKS  

4.1. Diagnosis (reasons for the project/initiative) 

Creation of a better work environment 

4.2. Strategic vision 

Pursuit of a CSR strategy involving its three dimensions: environment, economy and 
society. 

4.3. Objectives 

Employees' satisfaction, sustainable environment 

4.4. Results and outcomes: 

ü Motivated and committed employees 
ü Ideas and suggestions for innovations improvements 
ü Expanding CSR activities 
ü Enhancement of corporate culture 

4.5. Methodology 

ü Reducing hierarchy levels 
ü Creating a better working environment 

*Not publicly available in the research time
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5.1. Identication of Stakeholders 

Company and its employees 

 

5.2. How have they been engaged? 

N/A* 



6.IMPACT AND CONTRIBUTION TO THE COMMUNITY 

7.SUPPORT STRUCTURES 

8.REPORTING AND COMMUNICATION STRATEGY

Mean Audience

Best Practice catalogue published by the Austria 

Chamber of Commerce WKO 

www.wko.at/Content.Node/KSS--fairantwortung-

/KSS/Buch_WERTE_LEBEN_MEHR_WERT_SCHAFFEN.pdf

General public

Message

*Not publicly available in the research time
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6.1. Shared vision 

See above 

6.2. How have the community been involved? 

The company's workforce has also inspired several activities in the local community. 

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: N/A* 

ü Benets for Stakeholders: Ideas and suggestions for innovations and 

improvements; Expanding CSR activities; Enhancement of corporate culture 

ü Internal Benets: Motivated and committed employees 

7.1. Resources employed: N/A

ü Cost (�) 

ü Human resources 

ü Time 

ü Other resources and assets 

8.1. Standard reporting 

N/A 

8.2. Communication strategy 

http://www.wko.at/Content.Node/KSS--fairantwortung-
http://www.wko.at/Content.Node/CSR--fairantwortung-/CSR/Buch_WERTE_LEBEN_MEHR_WERT_SCHAFFEN.pdf


9. IMAGE AND BRAND

10. MEASUREMENT AND LEARNING

*Not publicly available in the research time
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9.1. How has the image and brand of the organization been improved? 

N/A* 

10.1. Measuring system 

N/A 

10.2. Learnt lessons 

Goals achieved 

10.3. Repeatability/transferability of the experience

Yes



1. INFORMATION ABOUT BEST PRACTICE

2. BASIC INFORMATION ABOUT THE ORGANIZATION

3. SHORT DESCRIPTION

This company that belongs to the tourism industry created a free kindergarten for the children 

of their employees, so that mothers can work, offering extended working hours in 

comparison to regular kindergartens, having in mind that the mothers most probably work 

on shifts. 

Duration: Ongoing 
Location: Tirol, Austria 
Type of best practice:

ü Changes in the internal business structure 
ü External action (not involving organizational change) 
ü Solidarity project (run by the company…) 
ü Other: Help working mothers 

Name of the organization: Trofana Erlebnisdorf und Gastronomie 

Type of organization: COMPANY 

SIZE: ca. 100 (66% women) 

Contact data 

Person for contact: Elisa Neururer 

Position: Direction of the kindergarten 

Phone number/Fax: +43 664 60683550 

E-Mail: kindergarten@trofanatyrol.at 

Website:: www.trofanatyrol.at 

Are there any materials about the best practice for further research? 

Available on website: www.eisenbeiss-industrial-gear.com 

Christl's Kinderwelt (The world of the children – wordplay 
with Christkindmark – the Christmas market) 
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4. STRATEGIC PLANS

5.CONNECTIONS AND NETWORKS  

4.1. Diagnosis (reasons for the project/initiative) 

Probably the need of labour work created this initiative, as the risk of females employees not 
coming back after their maternity leave was big, due to the possible fact of not having a 
place/someone to take care of their children. 

4.2. Strategic vision 

Create a place where mothers can leave their children, enabling them to embrace their 
working life. 

4.3. Objectives 

Safe and free place where mothers can leave their children while they are working. 

4.4. Results and outcomes 

The employees made use of this advantage and for instance the number of sick leaves was 
reduced 

4.5. Methodology 

N/A* 

5.1. Identication of Stakeholders 

Company and its employees 

5.2. How have they been engaged? 

N/A 

*Not publicly available in the research time
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6.  IMPACT AND CONTRIBUTION TO THE COMMUNITY 

7.    SUPPORT STRUCTURES 

8.    REPORTING AND COMMUNICATION STRATEGY

Mean Audience

Best Practice catalogue published by the Austria 

Chamber of Commerce WKO 

www.wko.at/Content.Node/KSS--fairantwortung-

/KSS/Buch_WERTE_LEBEN_MEHR_WERT_SCHAFFEN.pdf

General public

Message

6.1. Shared vision: 

Create better conditions and conditions to face the problems of the employees. Besides of 
this, the company also hires handicapped people. 
How have the community been involved? Mothers don't have to stay home and take care of 
their children, leaving the labor market. 

6.2. How value has been contributed to the community and Stakeholders, beyond 
the core business? 

ü Benets to the community: regional work force 
ü Benets for Stakeholders: regional work force 
ü Internal Benets: better conditions for employees, employees satisfaction 

*Not publicly available in the research time
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7.1. Resources employed: N/A* 

8.1. Standard reporting: N/A 

8.2. Communication strategy 

http://www.wko.at/Content.Node/KSS--fairantwortung-
http://www.wko.at/Content.Node/CSR--fairantwortung-/CSR/Buch_WERTE_LEBEN_MEHR_WERT_SCHAFFEN.pdf


9.    IMAGE AND BRAND

10.    MEASUREMENT AND LEARNING

*Not publicly available in the research time

10.1. Measuring system 

N/A* 

10.2. Learnt lessons 

Creating better conditions for employees delivers better and happier employees. 

10.3. Repeatability/transferability of the experience 

Yes

9.1. How has the image and brand of the organization been improved? 
They were awarded several prizes: 

ü Woman Award 2004, 
ü Tiroler Integrationspreis 2004, 
ü Trigos 2007, 
ü Familienundfrauenfreundlichster Betrieb Tirol 2005,
ü Taten statt Worte 2006.
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1.INFORMATION ABOUT BEST PRACTICE

Mozartrind (Mozartbeef) 

2.BASIC INFORMATION ABOUT THE ORGANIZATION

3.SHORT DESCRIPTION

4.STRATEGIC PLANS

Duration: Ongoing 

Location: Gallneukirchen, Upper Austria 

Type of best practice 

ü External action (not involving organizational change) 

ü Managing the impact on environment and natural resources 

ü Transparency policies 

ü Supply chain control 
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Name of the organization: Anton Riepl Fleischmanufaktur KG 

Type of organization: COMPANY 

SIZE: 108 employees (56 women) and works with 100 regional farmers 

Contact data 

Person for contact: Anton Riepl 

Position: owner 

Phone number/Fax: +43 7235 66022 –0 / +43 7235 66022 –40 

E-Mail: ofce@antonriepl.at 

Website: www.antonriepl.at 

The main focus of this meat retailer is to deal with the animals in a more human 

form, which means, give cattle better living and dying conditions, reducing their 

stress and producing a better meat. 

4.1. Diagnosis (reasons for the project/initiative) 

To achieve this goal (reduce animal stress) they only recur to local producers (20 – 

40 km away) and the cattle listens to Mozart during meal time and just before being 

slaughtered. This makes them feel more relaxed and consequently results in a better 

quality of the meat. 

4.2. Strategic vision 

Bio-meat 



5.CONNECTIONS AND NETWORKS

6.IMPACT AND CONTRIBUTION TO THE COMMUNITY 

7.SUPPORT STRUCTURES 

*Not publicly available in the research time

4.3. Objectives 

Sustainable company. Being competitive for the quality and not for the price. 

Convince others of the benets of sustainability.

4.4. Results and outcomes 

N/A* 

4.5. Methodology 

N/A 
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5.1. Identication of Stakeholders 

Local producer /farmers 

5.2. How have they been engaged? 

It cattle is bred according to the sustainability patterns of Anton Riep. 

6.1. Shared vision: 

The community contributes in praxis with the theoretical vision of Anton Riep. 

6.2. How have the community been involved? 

See above 

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: Efciency 

ü Benets for Stakeholders: N/A 

ü Internal Benets: N/A 

7.1. Resources employed:

N/A



8.REPORTING AND COMMUNICATION STRATEGY

Mean Message Audience

General public 

9.IMAGE AND BRAND

10.MEASUREMENT AND LEARNING

*Not publicly available in the research time

8.1. Standard reporting: 

N/A* 

8.2. Communication strategy 

121

9.1. How has the image and brand of the organization been improved? 

Some awards have been won: 

ü Austrian Sustainability Reporting 

ü Award (ASRA) 2006 in the category small and middle company 

ü IFS Certication 

ü AERA Environment Award 2006 

10.1. Measuring system 

N/A

10.2. Learnt lessons 

N/A 

10.3. Repeatability/transferability of the experience 

It is possible and desirable to transfer this experience to other places, but it would 

be necessary to nd regions where producers and retailers would share this vision 

on sustainability.



Bunte Personalpolitik (Colourfull staff policy) 

1.INFORMATION ABOUT BEST PRACTICE

2.BASIC INFORMATION ABOUT THE ORGANIZATION

3. SHORT DESCRIPTION

4. STRATEGIC PLANS

Duration: Ongoing 

Location: Linz, Upper Austria 

Type of best practice:

ü Changes in the internal business structure 

ü Career development support 

ü Other: Engagement of disadvantaged groups 
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Name of the organization: Pecho Druck GmbH 

Type of organization: COMPANY

SIZE: 20 people 

Contact data 

Person for contact: Stefan Haselsteiner 

Position: Managing Director 

Phone number/Fax: +43 732 77 96 16 / +43 0732 77 96 16 - 15 

E-Mail: ofce@pecho-druck.at 

Website: www.pecho-druck.at 

The printing company hired disadvantaged people to work with them, providing 

their other employees courses, for instance of sign languages so that the colleagues 

can communicate with deaf colleagues. But not only people with physical 

disadvantages are hired, older people as well. 

4.1. Diagnosis (reasons for the project/initiative) 

The main reason of this initiative is to prove that “special people have special 

qualities” as well! 

4.2. Strategic vision 

Inclusive world 



5. CONNECTIONS AND NETWORKS  

6. IMPACT AND CONTRIBUTION TO THE COMMUNITY 

7. SUPPORT STRUCTURES 

*Not publicly available in the research time

4.3. Objectives 

Bring to the active labor market people who would nd it difcult due to a physical 

or age disadvantage. 

4.4. Results and outcomes 

The working environment is very friendly. There is no negative impact on the quality 

of the products.

4.5. Methodology 

N/A* 
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5.1. Identication of Stakeholders 

ü Company and employees 

ü Disadvantaged people 

5.2. How have they been engaged? 

N/A 

6.1. Shared vision: 

The community feels involved with the company as there is no discrimination of 

whatever kind in the hiring process. 

6.2. How have the community been involved? 

N/A 

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: Integration 

ü Benets for Stakeholders: Integration 

ü Internal Benets: Good working environment 

7.1. Resources employed: N/A 

ü Cost (�) 

ü Human resources 

ü Time 

ü Other resources and assets 



9. IMAGE AND BRAND

10. MEASUREMENT AND LEARNING

8. REPORTING AND COMMUNICATION STRATEGY

Mean Message Audience

General public 

*Not publicly available in the research time

8.1. Standard reporting: 

N/A* 

8.2. Communication strategy 
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9.1. How has the image and brand of the organization been improved? 

Some awards have been won: 

ü Austrian Sustainability Reporting 

ü Award (ASRA) 2006 in the category small and middle company 

ü IFS Certication 

ü AERA Environment Award 2006 

10.1. Measuring system 

N/A

10.2. Learnt lessons 

N/A 

10.3. Repeatability/transferability of the experience 

It is possible and desirable to transfer this experience to other places, but it would 

be necessary to nd regions where producers and retailers would share this vision 

on sustainability.



Aurubis Bulgaria

1.INFORMATION ABOUT BEST PRACTICE

2.BASIC INFORMATION ABOUT THE ORGANIZATION

3. SHORT DESCRIPTION

BULGARIA

Name of the organization: Aurubius Bulgaria
Type of organization: COMPANY
SIZE: big

Contact data
Aurubis Bulgaria AD
Industrial zone
Pirdop, Bulgaria
Central Ofce
+359 728 6 23 03
+359 728 6 26 36
info.pirdop@aurubis.com
http://www.aurubis.com/bulgaria/

Are there any materials about the best practice for further research?
Short description in the company's site 
http://www.aurubis.com/bulgaria/responsibility/

Duration: permanent 

Location: Bulgaria, Pirdop and Zlatitza region

Type of best practice:

ü Changes in the internal business structure

ü Managing the impact on environment and natural resources

ü Healthy workplaces

ü Solidarity project (run by the company…)

ü Donation to an external project
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3.1. Environment Protection

Due to the nature of the materials used in metallurgical production, an impact on the 

environment is inevitable. This process is constantly being optimized in order to 

diminish the impact on the environment, a main priority of Aurubis Bulgaria.

mailto:info.pirdop@aurubis.com
http://www.aurubis.com/bulgaria/responsibility/


SHORT DESCRIPTION
3.1. Environment Protection

Due to the nature of the materials used in metallurgical production, an impact on the 
environment is inevitable. This process is constantly being optimized in order to 
diminish the impact on the environment, a main priority of Aurubis Bulgaria.
From company privatization in 1997 until now, almost � 500 million has been invested 
in modernization, � 100 million of which has been used to implement measures to 
enhance the company's environmental performance. An important investment was 
made between 2006 and 2008 for the construction of a gas cleaning system costing � 
12.5 million.
In June 2011 a new company investment program started, Aurubis Bulgaria 2014, 
which provides for investments of � 44.2 million, over � 25 million of which will be 
invested in direct ecological measures.

3.2. Healthy Workplaces

The assessment of a company's performance in the health and safety sector is based on 
accident frequency as the number of accidents per one million hours worked. Aurubis 
Bulgaria has succeeded in continuously reducing accident frequency in the last few 
years. This positive trend should be carried on by continual improvements in all sectors 
of occupational safety.
Apart from technical measures, such as the further development and modernization of 
production sites, internal and external training on health and safety belong to the 
standard for all management levels. They ensure that the employees have an extensive 
knowledge of health and safety requirements.
Safety awareness is a priority of very high importance for every employee . Accidents 
are examined in detail to establish their technical, organizational and behavioral 
causes in order to avoid repetition.
Aurubis Bulgaria is a company with an exemplary health & safety system due to the 
constant and successful improvements in occupational safety.
Furthermore, Aurubis aims to discover the individual capabilities of each employee and 
to expand them, to maintain open communication and to work together in the pursuit 
of success, both personal and within the company. The management of the company is 
working in excellent dialogue and close colaboration with the commitees of two unions 
- KNSB and KT "Podkrepa".

3.3. Solidarity Projects and Support for External Projects 

Each year Aurubis Bulgaria implements a wide range of social projects at the national 
and regional level by combining its corporate values with its objective of helping 
people. 
Aurubis Bulgaria's projects are implemented through social agreements with the 
Municipalities of Pirdop and Zlatitsa. These agreements are fullled on an annual basis 
and reect the social policy of the company and the priorities of the respective 
municipalities.
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4. STRATEGIC PLANS

4.1. Diagnosis (reasons for the project/initiative) 

The main activity at Aurubis Bulgaria is copper concentrate processing for the 

production of copper anodes and cathodes, as well as by-products such as sulfuric acid, 

fayalite and middling slime. It consists of four main production units: Smelter, Renery, 

Acid Plant and Flotation Plant. Aurubis has about 6,500 employees in 7 countries, 

production sites in Europe and the USA and an extensive service and sales system for 

copper products in Europe, Asia and North America.

Aurubis is oriented to growth and to increasing corporate value: the main focuses of its  

strategy are on expanding the leading market position as an integrated copper 

producer, utilizing growth opportunities and practicing a responsible attitude when 

dealing with people, resources and the environment.

SHORT DESCRIPTION
Each year the company supports the Municipalities of Pirdop and Zlatitsa by 
implementing social projects aimed at supporting permanently unemployed 
individuals, disabled people, students and talented children, sports initiatives, etc.  For 
the past 10 years the company has made donations amounting to over BGN 6 million. 
In 2011 Aurubis Bulgaria was named Corporate Donor of the Year by the Bulgarian 
Donors' Forum.
Aurubis Bulgaria also implements  interesting green initiatives, especially for the 
employees.  Apart from the projects included in the social agreements, Aurubis 
Bulgaria implements other considerable social projects in cooperation with 
associations, schools and other organizations that share common ideas about the 
development of the region.

ü�Company's social priorities:
ü   Qualitative education for the future
ü   Integration of disabled people
ü   Active green sports
ü   Qualitative healthcare
ü   Talent development

The company accepts proposals for joint projects in the eld of corporate social 
responsibility and sustainable development, and sponsorships. All applications are  
addressed to "Communication" department of the company in written format. 
Proposals undergo into a standard assessment procedure and the candidates are 
notied about the nal decision of Aurubis Bulgaria.
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STRATEGIC PLANS

At the end of 2011 Aurubis Bulgaria information centers were opened in Pirdop and Zlatitsa. 
The main purpose of the two information centers is to provide every member of the local 
community with information concerning any kind of questions relating to the company. The 
purpose of the centers is to guarantee the right of equal and unlimited access to information 
related to the company's activities in each sphere: environmental protection, workplace 
opportunities, social policy, etc.

The opening of information centers aims at strengthening the image of the company among 
the public as having a long-term strategy for development in this region and adhering to the 
principles of transparency and openness in its work. The company's philosophy is awareness  
understanding support, i.e. increased awareness increases understanding, which leads to 
public support in the end.

4.2. Strategic vision: 

Leading market position as an integrated copper producer and responsible attitude towards 
people, resources and the environment.
The values of Aurubis are pronounced in the Code of Conduct, which can be found on the web 
site. 

4.3. Objectives:

The objectives of company's CSR can be found in the above-mentioned Code of Conduct and 
namely:
ü We act on social and ecological responsibility
ü We commit ourselves to health protection and aim for maximum on-the-job safety.
ü We assume our individual responsibility, look for challenges and take the initiative
ü We interact with each other in a sensitive and respectful way and stand up for each other.

4.4. Results and outcomes: 

Over � 100 million have been invested in to enhance the company's environmental 
performance since 1997.
Investment of  � 12.5 million for the construction of a gas cleaning system.
Investments in projects related to improving the water quality -  � 13 million since 2000. The 
specic emissions of SO2, dust and heavy metals have been reduced by 95 % since 2000.
For the past 10 years the company has made donations amounting to over � 3 million.

4.5. Methodology 
N/A*

*Not publicly available in the research time
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5.1. Identication of Stakeholders 

ü Municipality of Pirdop

ü Municipality of Zlatitza

ü NGOs and other legal entities in both municipalities

ü Citizens of both municipalities

5.2. How have they been engaged? 

The stakeholders are encourages to submit proposals for joint projects. 

The opening of information centers aims at involving the public in a long-term 

strategy for development of the region through honest and transperent information 

regarding environment protection, career opportunities, healthy workplace, 

community supporting projects, etc. 

As for Municipalities of Pirdop and Zlataritza Aurubis Bulgaria implements common 

projects to address social problems and needs of communities according to the 

regional development priorities.

5.CONNECTIONS AND NETWORKS  

6.1. Shared vision: 

Each year the company supports the Municipalities of Pirdop and Zlatitsa by 

implementing social projects addressed to the major social problems in this regions, 

namely:

ü High level of unemployment. The company supports initiatives in favour of the 

most vulnerable social group of the permanently unemployed individuals

ü Unsufcient state services for disabled people

ü Poor families which cannot afford to support their students and talented 

children

ü Shortage of programs in favour of sports initiatives

6.2. How have the community been involved? 

Through information centers, the community receives fair and transparent information 

about company's activities: core business and social responsibility 

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: solution to important social problems – including 

unemployment issues

ü Benets for Stakeholders: joint projects addressing local needs

ü Internal Benets: No information available

6.IMPACT AND CONTRIBUTION TO THE COMMUNITY 
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7.1. Resources employed: No information available

ü Cost (�)

ü Human resources

ü Time

ü Other resources and assets

7. SUPPORT STRUCTURES 

8. REPORTING AND COMMUNICATION STRATEGY

8.1. Standard reporting

 No information available

8.2. Communication strategy 

The management is in charge with the communication with the two Municipalities, 

some other entities (NGOs, umbrella organizations, etc.)

Two information centers work in Pirdop and Zlataritza in order to provide all citizens 

with fair and prompt information.

Communication division of the company deals with the proposal for joint projects or 

initiatives seeking for sponsorship. The division distribute press releases on the 

company's activities on the regular basis – some of them treat the social 

responsibility issues. All press releases since 2009 are accessible via company's web 

site. 

9. IMAGE AND BRAND

9.1. How has the image and brand of the organization been improved? 

N/A*

*Not publicly available in the research time
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10.1. Measuring system (50-100 words)

Aurubis Bulgaria has received a lot of awards for its social responsibility:

ü 2004 – ISO 9001 certicate

ü 2005 – IPPC permit

ü 2006 – ISO 14 001 certicate

ü 2006 – First Class Investor

ü 2007 – Best employer with distinct and outstanding achievements in safety 

and health at work

ü 2007 – Investor of the Year

ü 2009 – Aurubis Bulgaria is ofcially registered at the London Metal Exchange 

market as a class “A” producer of copper cathodes

ü 2011 – The greenest industrial company in Bulgaria on b2b media

ü 2011 - Corporate Donor of the Year

ü 2011,2012,2013 - 1st place for the largest company in "Metallurgy“, Capital 

100

ü 2012-2013 – 2nd place for the largest company in Bulgaria, Capital 100

ü 2014 - Award for social activities of Forbes Bulgaria

ü 2015 - Investor in environmental protection (BIA)    

10. MEASUREMENT AND LEARNING

10.2. Learnt lessons: 

No information available

10.3. Repeatability/transferability of the experience 

The Summer Children Academy opens every year during the summer vacation
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Summer Children's Academy 

1. INFORMATION ABOUT BEST PRACTICE

Duration: Since 2000 - ongoing
Location: Ruse, Bulgaria
Type of best practice:

ü Changes in the internal business structure
ü Solidarity project (run by the company)

2. BASIC INFORMATION ABOUT THE ORGANIZATION

Name of the organization: Bistra and Galina Hotel and Foundation 

Type of organization: COMPANY          

SIZE: Medium

     

Contact data

Person for contact: Diana Antonova

Position: Executive Director of Bistra and Galina Foundation

Phone number 00359 82 823344  

Fax 00359 82 823345

E-Mail info@bghotel.bg

Website:   www.bgfound.org

3.  SHORT DESCRIPTION

The Bistra and Galina Hotel and Foundation was established in 1998 in the City of Ruse 

by the family of Zdravka and Strashimir Burdarov. It was created to raise funds for 

charity work is the only one of this kind in the country. Its activities contribute to 

education, professional training and creative development of talented children and 

young people in Ruse and the region.

The organisation of charity campaigns in aid of underprivileged and special needs 

children are among the most important projects of the Foundation. One of its well-

known activities is the Summer Children's Academy which was launched in 2000. It 

consists of several “classrooms” (courses) which are open every summer to accept 

children and offer them useful and meaningful educational activities.
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4.  STRATEGIC PLANS

4.1. Diagnosis (reasons for the project/initiative) 

According to the founders there are a lot of talanted Bulgarian children. However, a 

big part of them are poor. The “Bistra and Galina” Hotel and Foundation aims to 

give those children the support they miss in their families. 

In order to achieve their goal the Bardarovs decided to set up a small hotel of the 

so-called business class the incoms of which are donated for charity mostly for 

children and cultural activities. The funds for buying the building plot and for the 

construction works came from the income of “Sasha Impex” – protable leather-

dressing rm, owned by Mr. Bardarov. 

A part of the funds are used for grantmaking. “Summer Children's Academy” is one 

of the B&G Hotel and Foundation run projects.

4.2. Strategic vision

The Summer Childrens'Academy provides children with favourable conditions for 

personal development through creativeness and constructiveness, cooperation and 

communication.

4.3. Objectives:

ü To promote education as a value, 

ü To provide gifted and poor young people with professional training

ü To improve education chanses for disadvanted children

4.4. Results and outcomes: 

Summer Children's Academy accepts about 150 children each year and provides 

them with activities in several “classrooms” (usually 9-10) in such subjects as  basic  

programming online media, entertaining psychology, latino dances, quilling - paper 

sculpture, drawing on silk, street theatre, cultural heritage, etc.

4.5. Methodology 

ü Step 1: Call for applicants

ü Step 2: Selection

ü Step 3: Implementation of the Summer Academy

ü Step 4: Short trip for all participants
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5. CONNECTIONS AND NETWORKS  

5.1. Identication of Stakeholders 

ü Children and youth in need

ü Their families

5.2. How have they been engaged? 

The parents are invited to visit classes and to see how the Academy works

6. IMPACT AND CONTRIBUTION TO THE COMMUNITY 

6.1. Shared vision: 

The initiative is design to help children and you in Ruse region

6.2. How have the community been involved? 

Many people and organizations give their support to the Academy through nancial 

and in-kind donations.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: Support for underprivileged children

ü Benets for Stakeholders: Support for personal development

ü Internal Benets: no information available

7. SUPPORT STRUCTURES 

7.1. Resources employed:  

ü Cost (�) – totally 14 000 – 16 000 BGN (about 9000 EUR) each year

ü Human resources: mentors for classes

ü Time: 2 weeks each year

ü Other resources and assets: volunteers and in-kind donations (premises, 

materials, transportation, etc.)
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8. REPORTING AND COMMUNICATION STRATEGY

8.1. Standard reporting: 

Reports on the web site

8.2. Communication strategy 

Publication and pictures on the hotel website 

Special Academy's on-line edition written by children

9. IMAGE AND BRAND

9.1. How has the image and brand of the organization been improved? 

No information available

10. MEASUREMENT AND LEARNING

10.1. Measuring system 

The indicators are: number of children involved, number of classrooms, funds 

available, and donations in-kind

10.2. Learnt lessons: 

N/A*

10.3. Repeatability/transferability of the experience 

The Summer Children Academy opens every year during the summer vacation
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1. INFORMATION ABOUT BEST PRACTICE
Duration: From 01/01/2015 to 30/01/2016
Location: Bulgaria
Type of best practice:
 
ü External action (not involving organizational change
 
ü Managing the impact on environment and natural resources

The Greenest Municipality

2. BASIC INFORMATION ABOUT THE ORGANIZATION

Name of the organization: Ecopack Ltd

Type of organization: COMPANY          

SIZE: medium

Contact data

Person for contact: Mariana Petkova

Position: Public Relation and Strategic Projects Manager

Phone: 00359 2/ 40 19 126

Mobile: 00359 89 436 11 95

e-mail: MPetkova@ecopack.bg

Website:  http://www.ecopack.bg    

Are there any materials about the best practice for further research?

www.ecopack.bg

3.  SHORT DESCRIPTION

This is an award-giving program for the Bulgarian Municipalities working with Ecopack 

AD. The company organizes a competition among them divided into three categories: up 

to 20 000 inhabitants, between 20 000 and 100 000 inhabitants, over 100 000 

inhabitants. 

The potential applicants are invited to ll in a questionnaire with 4 main sections. The rst 

one explores the municipal policy in waste management. The second section is about the 

system of management of packaging waste. The third one requires details about 

information and educational campaigns for reducing the disposal and re-using of 

packaging
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4.  STRATEGIC PLANS

The most important section is the last one. The applicants have to develop a project to 

increase the efciency of the municipal system for separate collection of packaging 

waste. The main criteria to evaluate the projects are innovation, technical solution, 

sustainability, effectiveness. 

Ecopack AD will award one prize per category: 10 000 BGN (about 5100 EUR) for the 

rst category, 15 000 BGN (about 7600 EUR) for the second, 25 000 BGN (about 12700 

EUR) for the third one.

4.1. Diagnosis (reasons for the project/initiative) 

The initiative's reasons are in the need of new efcient policies about waste 

management that involves municipalities, as well as other local institutions and 

citizens. Being created with the mission to use packaging waste to the best 

advantage, the Ecopack developed this initiative to help local authorities to 

implement the better practices in the eld of environmental protection.

4.2. Strategic vision: 

The company uses the packaging waste with concern to the society and nature. 

4.3. Objectives:

To improve the sensibility of the institutions and citizens about separate waste 

collection;

To become the best partner to local authorities.

4.4. Results and outcomes: 

They will become clear at the end of 2015 

4.5. Methodology 

ü Step 1: Design a competition for municipalities

ü Step 2: Launching the competition 

ü Step 3: Collecting the proposals

ü Step 4:  Evaluation of proposals

ü Step 5: Awarding the winners 
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5. CONNECTIONS AND NETWORKS  

5.1. Identication of Stakeholders 

Bulgarian municipalities (local authorities)

5.2. How have they been engaged? 

Only the municipalities that work with the company are eligible to submit their 

proposals in the competition. 

6. IMPACT AND CONTRIBUTION TO THE COMMUNITY 
6.1. Shared vision: 

The company emphasizes on its values:

ü Highest ethical and professional standards;

ü Transparency in company management and relations with clients, institutions 

and the society as a whole;

ü Concern about society, nature and partners

6.2. How have the community been involved? 

The company is involved in many other initiatives concerning waste management 

and nature preservation. For the last 10 years it took part in educational 

campaigns, cooperation with media, competitions for children, etc. All of them are 

stated in the company's annual reports. 

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: change of attitudes and change of behaviour in 

benet of nature preservation

ü Benets for Stakeholders: support for their ecological initiatives 

ü Internal Benets: no information available

7. SUPPORT STRUCTURES 
Resources employed: no information available

ü Cost (�)

ü Human resources

ü Time

ü Other resources and assets
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8. REPORTING AND COMMUNICATION STRATEGY

8.1. Standard reporting: 

Annual reports published on the company's website

8.2. Communication strategy 

Special section on the company's website for the initiatives “The Greenest 

Municipality” with details explanation about rules, timetable, potential applicants, 

documents, etc.

9. IMAGE AND BRAND
Ecopack AD is a reputable Bulgarian organization for its work in the eld of 

environmental protection and for its socially responsible initiatives. It is the founder of 

the European Association EXPRA (Extended Producer Responsibility Alliance), founded 

in 2013 -  umbrella organisation for packaging and packaging waste recovery and 

recycling systems which are owned by obliged industry and work on a not-for-prot 

basis.  

10. MEASUREMENT AND LEARNING

10.1. Measuring system 

N/A*

10.2. Learnt lessons:

N/A

10.3. Repeatability/transferability of the experience 

The initiative “The greenest municipality” is a part of a broader company policy to 

support institutions and citizens in their efforts to conduct themselves 

environmental-friendly. From this point of view the competition among 

municipalities is a good example of transferable experience which can be 

repeatedly implemented by Ecopack AD or similar organizations.  
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1. INFORMATION ABOUT BEST PRACTICE
  
Duration: From February 2014 on
Location: city of Kostenetz, Soa region
Type of best practice:
ü Changes in the internal business structure
ü Social responsibility towards employees and decent work conditions

International standard on Social Responsibility 

Name of the organization: Fireproducts  PLAM Bulgaria                  

Type of organization: COMPANY          

SIZE: medium

Contact data

Person for contact: Nikolay Kostadinov

Position: Manager

E-Mail: nikolay@alena.bg

      

Are there any materials about the best practice for further research?

No

The company are registered under the international standard SA8000:2008 about 

social responsibility and decent work conditions. The company adopted Code of 

Conduct, Declarations, Commitment Statement and other documents in order to cover 

the standard requirements.

The main points of this practice are declared in the Commitment Statement, as follows:

ü The company does not use child labour

ü The company doesn't accept forced or compulsory labour 

ü The company does not hold identity documents or other personal documents of 

staff members
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ü Employees can leave the working premises during the breaks and after the end of the 

working day; they can cancel their labour contracts in compliance of its conditions

ü The company does not support trafcking 

ü The company respects all legal requirements concerning healthy workplaces 

ü Employees can be members of trade unions without fear of harassment and 

discrimination

ü The company does not support any form of discrimination 

ü In case of overtime due to urgent client's demand it will be planned, calculated and paid 

4.1. Diagnosis (reasons for the project/initiative) 

The Fireproducts Plam Bulgaria seeks to conduct its business in a protable, 

efcient and competitive way. Protability and competitiveness are prerequisites for 

growth and in a long-run enabling the company to contribute to the social, 

nancial and environmental development.

The company believes that building long-term relationships with stakeholders, and 

namely with employees, maintaining good working practices and maintaining high 

business ethics are key factors for long-term growth.

4.2. Strategic vision: 

The Fireproducts Plam Bulgaria obtained the standard SA8000:2008 because it 

reects company's position towards social responsibility, i.e. social, nancial and 

environmental aspects. The standard complies with core values of the company, 

which are manifested  in the relations with others and the way the company works.

4.3. Objectives:

Adopting the standard SA8000:2008 helps the company to build its policies on the 

most important for its business aspects, as follows:

ü Social responsibility – includes understanding of employees rights, child 

labor, suppliers 'contracts, etc. 

ü Healthy and secure workplaces – includes practices for health work 

conditions, hiring and remuneration 

ü Business ethics – includes conict of interest, fair conduct, compliance with 

law, conict of interest, etc.

ü Communication – includes ways of reporting and comunication with 

comunity as well as internal comunication 

ü Environment protection
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4.4. Results and outcomes: 

The Fireproducts Plam Bulgaria was awarded the international standard for social 

responsibility SA8000:2008 

4.5. Methodology 

ü Step 1: Gathering the information about the standard

ü Step 2: Compiling the documents

ü Step 3: Process of obtaining the standard

5.1. Identication of Stakeholders 

ü Employees

ü Suppliers and other business partners

5.2. How have they been engaged? 

The management planned:

ü A study for staff's satisfaction

ü A rst aid course

ü A Team building retreat 

6.1. Shared vision: 

City of Kostenetz is a place of re products factories, connected with dangerous 

productions. Therefore, the policies about social responsibility towards employees 

are crucial for both businesses and community.

6.3. How have the community been involved? 

N/A*

6.4. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community:

ü Benets for Stakeholders:

ü Internal Benets: 

No information available
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7.1. Resources employed: 

ü Cost (�) – no information available

ü Human resources: Manager, Chief Accountant, Human Resources 

Department

ü Time

8.1. Standard reporting:

N/A*

8.2. Communication strategy: 

The company stated that its values are expressed in its behaviour both internally - 

among employees, and externally in the relations with business partners and all 

other stakeholders.

Each company's value is supported with a message describing what the company 

wants to achieve: innovation, recognition, growth, communication, teamwork, trust.

MEAN MESSAGE AUDIENCE

Innovation

Recognition

Growth

Communication

Teamwork

Trust

We create new preconditions for new ideas 
in all their aspects

Have a constant interest to people and
their performance

Work for the company through employees growth

Seek for pro-active, fair and open dialogue

Find better solutions through teamwork, 
using joint knowledge 

Trust your employees in order to obtain
the best for the company

Iboth internal and external

Internal

Internal

Iboth internal and external

Internal

Internal

9.1. How has the image and brand of the organization been improved?

N/A
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10.1. Measuring system

There are various processes for monitoring and review of policies in the Code of 

Conduct and measuring its outcomes. The processes lead to updates, which 

purpose is to ensure that all employees and other stakeholders affected by the 

Code are familiar with the core principals and they understand, accept and comply 

with its contents.

Ofcer for Human Resources Department is in charge of updating the Code of 

Conduct. 

The Code of Conduct is reviewed annually.

10.2. Learnt lessons:

N/A*

10.3. Repeatability/transferability of the experience

The experience is completely transferable since it is an international standard and it 

can be applied, with some modications, to various types of businesses.
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Duration: since 2008 - ongoing
Location: Bulgaria
Type of best practice:
ü Changes in the internal business structure
ü External action (not involving organizational change)
ü Donation to external project

Mtel Eco Grant

Name of the organization: Mobiltel (Mtel)

Type of organization: COMPANY      

SIZE: Big

Contact data

Mobiltel EAD

Headquters: 1309 Soa; Zaharna fabrika region; 1, Kukush str

Phone: +359 88 8088088

Fax:  +359 2 485 8401

Are there any materials about the best practice for further research?

Short description in the company's site

https://www.mtel.bg/otgovornost

Mtel Eco Grant is a country-wide grantmaking program of the telecommunication 

company Mobiltel EAD since 2008. It was launched in the framework of the company's 

social responsibility policy to support Bulgarian society in three main domains: social 

work, nature and responsibility towards employees.

 It is a part of the company's cause to support NGOs' projects that have a potential to 

impact on social development. Mtel Eco Grant is a tool used by the Mobiltel EAD to 

attract public attention to sustainable solutions of social problems as well as to change 

public attitude towards them.
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Mtel Eco Grant is designed for small projects in the eld of environmental protection 

and fostering the biodiversity. The grantmaking program stresses on projects that 

involves actively the local communities.

The company Mobiltel executes its Mtel Eco Grant program in cooperation with the 

Bulgarian Charity Aid Foundation.

4.1. Diagnosis (reasons for the project/initiative)

Mtel Eco Grant Program understands nature protection as a result of national 

policies, professionals and volunteers' efforts, as well as environmental friendly 

business activities. In a broader framework the nature protection is connected to 

citizens' personal responsibility and contribution, to environmental awareness form 

early childhood.

 One of the reasons for the program is the fact that currently in Bulgaria it is hard 

to obtain support for small-scale local initiatives for environmental projects.

The program observes following horizontal principles:

ü Implementation of policies for environmental protection;

ü Raising public awareness for environmental friendly attitude, especially 

among groups that not respect social responsible principles;

ü Volunteering for environmental protection;

ü Cooperation between environmentalists and educational institutions.

4.2. Strategic vision: 

The Mtel Eco Grant Program supports:

ü Conservation, maintenance and recovery of habitats and population of 

species; 

ü Promoting organic farming

4.3. Objectives:

Mtel Eco Grant Program supports projects that compulsory include:

ü Public awareness campaigns;

ü Communities and target groups volunteering

4.5. Results and outcomes: 

In 2014 the program's budget was 50 000 BGN (about 25 600 EUR). 30 projects 

were submitted, 5 of them were supported by the program.

In 2013 the program's budget was 50 000 BGN. 30 projects were submitted, 7 of 

them were supported by the program.
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In 2012 the program's budget was 110 700 BGN (about 57 000 EUR). Over 30 projects 

were submitted, 7 of them were supported by the program.

In 2010/2011 the program supported 6 projects (among 49 applicants) with 93 000 

BGN (about 50 000 EUR). As an exception the program supported not only eco projects 

but also projects working for literacy and education as a whole. 

In 2009 the program supported 5 projects with totally 83 000 BGN (42 500 EUR)

In 2008 (the rst year when the program was launched) the budget was 100 000 BGN. 

7 projects were supported. In the beginning the program was focused on topics like 

socially disadvantaged people, children and elderly people in need, public prejudice 

towards vulnerable people, etc.

4.6. Methodology 

The program's methodology consists of several pre-dened steps:

ü Step 1: Launching the yearly call for proposals

ü Step 2: consultation of the potential applicants with the Bulgarian Charity Aid 

Foundation 

ü Step 3: Submission of projects

ü Step 4: Process of evaluation of applications

ü Step 5: Contracting phase

ü Step 6: Implementation of the supported projects

ü Step 7: Monitoring on the results

5.1. Identication of Stakeholders (list of stakeholders)

NGOs operating in Bulgaria

5.2. How have they been engaged?

One of the most reputable Bulgarian NGO – The Bulgarian Charity Aid Foundation, 

is actively involved in the program. The Foundation acts as the Program Operator 

and implements the methodology described above. 

NGOs are involved in the program through the projects they develop and submit 

before the Mtel Eco Grant program. 

147

5. CONNECTIONS AND NETWORKS  



6.1. Shared vision: 

Is there a specic explicit vision that aligns the organization with 

community/stakeholders visions?  Describe it briey.

No information available 

6.2. How have the community been involved? (beyond stakeholders)

Mobiltel Company and BCAF involve other institutions, media and professionals in 

the program – they participate in the evaluation committee, in the steering 

committee, etc.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: solution to environmental problems 

ü Benets for Stakeholders: support to NGOs initiatives

ü Internal Benets: no information available

7.1. Resources employed:

ü Cost (�): N/A

ü Human resources: one coordinator and supporting staff of BCAF

ü Time& no information available

ü Other resources and assets
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8.1. Standard reporting: 

Information on supported NGOs, their projects (incl the budget) is available on the 

company site

8.2. Communication strategy 

Mtel Eco Grant Program is designed only for NGOs, therefore the non-

governmental organizations are the rst to be communicated by the program.

 The company and the BCAF distribute press releases when the yearly call is 

announced. The company maintains a special part of its site for the program and 

publishes regular updates on the current call as well as information about previous 

calls in archive. There is information available on the BCAF's website as well.

In addition, detailed information is published in sites visited by NGOs – such as 

NGO portal http://www.ngobg.info/ 

9.1. How has the image and brand of the organization been improved? 

No information available

10.1. Measuring system

Mobiltel has received awards for its Mtel Eco Grant Program as recognitions of its 

social responsibility. Some of them are:

ü 2010 by the Bulgarian Donors Forum – The best Partnership

ü 2010 by the Bulgarian Donors Forum – The most transparent grantmaking 

program

ü 2009 by the Bulgarian Donors Forum – The most consistent donor's policy for 

social causes

ü 2008 by Pary Daily Newspaper (rst national competition on CSR) – The most 

socially responsible Bulgarian company.

10.2. Learnt lessons: 

No information available

10.3. Repeatability/transferability of the experience 

The Mobiltel EAD has been implementing its grant making program since 2008 

ance a year. The program is already very popular among NGOs working in the eld 

of environmental protection and education. 
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Name of best practice: Corte Inglés

Duration: Permanent

Location: Lisbon, Portugal

Type of best practice:

ü Changes in the internal business structure

ü External action (not involving organizational change)

PORTUGAL
El Corte Inglés

Name of the organization: El Corte Inglés

Type of the organization: Company

Size: 500

El Corte Inglés is a Spanish international company focused on selling a wide range of 

consumer goods. Currently, the company has 15 people with disabilities working in its 

Portuguese subsidiaries, each one having specic training for their job requirements.

The company was rst established in Lisbon and recently in Oporto, providing a wide 

scope of job opportunities in different positions from management to direct costumer 

services. The recruitment policy includes hiring people with disabilities to different 

areas for which each employee has specic training associated with the company 

business area (food services, stock replacement). The training provided depends on 

the business area, as well as, on each employee specic needs.

150

1. INFORMATION ABOUT BEST PRACTICE

2. BASIC INFORMATION ABOUT THE ORGANIZATION

3.  SHORT DESCRIPTION



Their corporate culture is characterized by the identication and commitment of people with the 

company's objectives, within a targeted environment for teamwork. This is one of their principles 

as well as the development of the full potential and talent of the people who make the 

organization in a climate of collaboration and continuous improvement.

4.1. Strategic vision:

One of the objectives El Corte Inglés has pursued from the beginning, is to ensure social 

integration in each of the regions where it is deployed, which explains why the socially 

responsible business concept is so ingrained in the organization.

This integration in society it is implemented in different areas, ranging from institutional 

representation to social action, through organizing and participating in all kinds of cultural, 

educational, social and sports events that take place at national and regional level or location.

4.2. Objectives:

In line with the integration policy at both national and local level, El Corte Inglés carries out a 

series of programs and activities whose coverage varies depending on the interests and 

citizenship behavior. They provide every year numerous initiatives of various kinds, to suit the 

peculiarities of the environment in which they are carried out.

4.3. Results and outcomes:

Last year, the company hired people with disabilities, having at the moment, a total of 15 

disabled people working in Portugal, 14 of which in Lisbon and 1 in Oporto.

4.4. Methodology:

After a job opening, the recruitment process includes what has proved to be a fruitful resource 

for the hiring policy, which is contacting several organizations with expertise on integration of 

disabled people. This is extremely helpful as it provides the necessary tools to make the 

recruitment process realistic and best suited to the candidate's needs, as the recruitment panel 

does not have specic qualication in hiring disabled people besides the experience 

accumulated throughout the years. Regarding the selection tests these are tailored to each 

candidate according to their specic disability so that it accounts the diversity in differences, thus 

providing a fair opportunity to everyone. When the selection process nishes, the company 

relies on training programs as the best way for disabled people to start their work. The company 

also identies the use of external qualied people to be very useful to overcome obstacles and 

other difculties regarding, for instance, communication problems. These techniques are used 

whenever needed, either during the recruitment process or throughout the employment period. 

Other possibility that has already been used is to contact the candidate relatives as they are 

more familiar with any particular problems which could be more easily solved this way. The 

company also assigns an internal tutor to each new disabled worker, making the professional 

inclusion smoother.
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5.1. Identication of Stakeholders (list of stakeholders)

ü Disable Workers

ü Associations of disable people

ü Families

ü Colleagues

5.2. How have they been engaged? 

Yes, all of them.

6.1. Shared vision:

I s  there a specic expl ic i t  v i s ion that  a l igns the organizat ion wi th 

community/stakeholders visions? 

One of the objectives that the El Corte Inglés has pursued from the beginning is social 

integration in each of the regions where it is deployed, which explains why the socially 

responsible business concept is so ingrained in the organization. This integration in 

society takes out in different areas, ranging from institutional representation to social 

action, through organizing and participating in all kinds of cultural, educational, social 

and sports events that take place at national and regional level or location.

6.2. How have the community been involved? (Beyond stakeholders) 

In line with the integration in society policy at both national and local level, El Corte 

Inglés carries out a series of programs and activities whose coverage varies depending 

on the interests and citizenship behavior. They provide every year numerous initiatives of 

various kinds, to suit the peculiarities of the environment in which they are carried out.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business?

ü Benets to the community: Integration in society policy.

ü Benets for Stakeholders: Integration in society policy.

ü Internal Benets: Development of the full potential and talent of the people who 

make the organization in a climate of collaboration and continuous improvement.
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7.1. Resources employed:

ü Cost (�): N/A*

ü Human resources: 15 people

ü Time: N/A

ü Other resources and assets

8.1. Standard reporting: 

Yes, Annual CSR Report.

9.1. How has the image and brand of the organization been improved?

N/A
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Name of best practice: Roca 

Duration: Permanent

Location: Lisbon, Portugal

Type of best practice: 

ü External action (not involving organizational change);

ü Intervention and building conservation.

ROCA

Name of the organization: ROCA

Type of the organization: Company

Size: 500

After almost a hundred years of history, Roca transformed a centenary building located 

in Lisbon, strongly imbued with the values of leadership, design, innovation, 

sustainability and well-being, in a unique space where, in addition to showing the 

latest news products, explains the meaning of the brand, emotions of the world of the 

bathroom and more recent landmarks of the company. A space created to provide a 

unique visual and interactive experience with Roca, where social activities are carried 

out, as long as cultural experiences and exhibitions. Stands out in this building 

sustainability room where Roca shares with visitors their commitment to the planet, 

making them aware to the theme. Roca Lisboa Gallery is open to the public with free 

admission.
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4.1. Diagnosis (reasons for the project/initiative)

The commitment to the Planet is part of their philosophy and daily 

activities. Under this premise, the company created the concept "Roca 

Gallery" to approach all their stakeholders, associating a recovery 

strategy for their products sharing the values and principles of 

sustainability.

4.2. Strategic vision:

ROCA began its activity in 1917 as Compañía Roca Radiators SA and 

was in 1972 that Roca's expansion policy resulted in the creation of 

Roca Portugal, Lda. The company has heavily invested in the quality of 

their product and innovation and form of technology to provide 

comfort and well-being to people and the vision to be the brand that 

denes the bathroom space of the future. Roca is a leader in products 

for bathroom space but its legacy goes further: give to the next 

generation of employees, customers, Suppliers, Shareholders and the 

Community, a company that is bigger, stronger and sustainable 

protability.

4.3. Objectives:

The existence of a space like ROCA Gallery allows the company to 

approach all their stakeholders, associating a recovery strategy for 

their products sharing the values and principles of sustainability. This 

practice of the company has distinguished the company's awareness 

of potential environmental issues.

4.4. Results and outcomes:

Roca Gallery has continuous exhibitions to with free entrance to all 

people curious and willing to visit the space. They also develop several 

workshops in different cultural areas for free to all people interested.

4.5. Methodology

N/A*
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5.1. Identication of Stakeholders (list of stakeholders)

ü Municipality

ü Lisbon associations

5.2. How have they been engaged?

Not available.

6.1. Shared vision:

Is  there a specic expl ic i t  v is ion that al igns the organizat ion with 

community/stakeholders visions? Describe it briey.

Roca Gallery has continuous exhibitions to with free entrance to all people curious and 

willing to visit the space. They also develop several workshops in different cultural areas 

for free to all people interested.

6.2. How have the community been involved? (Beyond stakeholders)

The community is always invited to take part in all cultural activities that are developed 

at Roca Lisboa Gallery. A communication strategy was developed and a 

communication Agency was hired to develop all this work.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business?

ü Benets to the community: Several benets, since free food, to study support.

ü Benets for Stakeholders: Becoming part of the volunteer program and being 

aligned with the same vision.

ü Internal Benets: Shared vision among all employees.

7.1. Resources employed:

ü Cost (�): N/A*

ü Human resources: N/A

ü Time: N/A

ü Other resources and assets
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8.1. Standard reporting: 

N/A*

9.1. How has the image and brand of the organization been improved?

Yes, all the activities usually are highlight in the Portuguese media.

10.1. Measuring system: N/A

10.2. Learnt lessons: N/A

10.3. Repeatability/transferability of the experience: N/A
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Name of the best practice: GALP Volunteer

Duration: Permanent

Location: Lisbon, Portugal

Type of best practice: 

ü Changes in the internal business

ü External action (not involving organizational change)

ü Corporate volunteering.

GALP

Name of the organization: GALP

Type of the organization: Company

Size: 500

Contact data

GALP Energia Portugal

The Galp Volunteer project aims to involve Galp Energia employees in volunteer 

activities developed by the Company. Each employee can subscribe to voluntary 

corporate actions and use up to 48 working hours per year to take to those most in 

need. Galp Voluntary formally presented on February 14, 2011, operates through an 

online platform, which acts as a promoter of employee volunteer work and organizing 

specic community projects, putting in permanent contact social responsibility area 

and the volunteers.

4.1. Diagnosis (reasons for the project/initiative)

When  betting  with  maximum  energy  on its  human  capital  through  the 

establishment of Voluntary Galp, the Company asserts itself with the duty to facilitate 

implement and enhance voluntary initiatives to promote  the common good.
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4.2. Strategic vision:

Galp Energia assumes, unequivocally, its role as a reference in the Portuguese business 

community and its multinational dimension, operating directly in 13 countries and maintaining 

commercial relations on a global scale. It also aims to put all your positive energy in building a 

better world, to the extent of their size, allowing future generations can develop in a more 

sustainable manner. This view is further reinforced by the fact that Galp Energia is a company 

with over 165 years of history, having covered three centuries since its inception in 1846. His 

legacy is vast and has actively contributed to the development, the involvement and the 

sustainability of the communities where it is inserted, as well as their stakeholders.

In this context, the Corporate Responsibility reaches a particular emphasis on their social, 

economic and environmental aspects, which are reected in the Corporate Responsibility Policy 

Galp Energia and commitment and commitment of its top management.

For these reasons, the Corporate Responsibility Policy Galp Energia is much more than a set of 

intentions, in fact it is a compilation of good practices that the Company applies the day-to-day 

activities, trying to systematically achieve levels of excellence in the implementation of its 

strategies and its priority lines of action. The  Corporate  Responsibility,  particularly  from  the  

perspective  of  social responsibility is one of the main pillars of action and Galp Energia 

communication, being already under development work that will lead to the design and 

implementation of a Management System of Social Responsibility, from of benchmarks and 

requirements of NP 4469-1 and guidelines of NP ISO 26000.

4.3. Objectives:

The community at large, or in areas where Galp Energia is part and intervenes, with the guiding 

principle of action the four social responsibility axes mentioned above.

4.4. Results and outcomes:

In the rst year of activity of Galp Voluntary were fullled more than 2,500 volunteer hours, a 

total of 16 projects undertaken, 15 entities involved and 385 active volunteers.

4.5. Methodology

Thus, Galp Volunteer in partnership with the Association EPIS - Businesses for Social Inclusion, 

was associated with two separate projects: the "Future Vocations" and "Tango" project. The main 

objective of the project "Future Vocations" is to establish a new corporate volunteer model, 

aiming to join the graduate students at risk of school failure the boards of partner companies of 

EPIS Association. It is intended, therefore, to establish a follow-up model complementary to the 

EPIS Association, along an educational three-year cycle, which is focused on the presentation 

and disclosure of the various possibilities of professional careers.
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Also as part of the partnership with EPIS Association, Galp Energia is promoting closer ties 

between schools and companies of the Galp Energia Group. By Tango program seeks to promote 

effective transfer of skills, primarily in the areas of leadership and management. For this initiative 

there were proposed two schools, one in Setúbal, and another in Aveiro.

The REPAIR project, developed in conjunction with the Santa Casa da Misericórdia de Lisboa 

(SCML), enabled through the work of volunteers, repair ten homes for the elderly, or in situations 

of great difculty, who use the Home composed this project because several teams have 

contributed in other ways, raising toys and clothes for children of some of the houses and giving 

older people the fulllment of some of their dreams while their homes were being rebuild.

The Foundation Perform a wish is the branch of Make-A-Wish® International in Portugal and it is 

responsible for granting wishes to children and young people (from 3 to 18 years) who have or 

had your life at risk with progressive diseases, degenerative or malignant, thus helping to bring 

joy, hope and strength to these children. By Galp Voluntary four wishes were already 

accomplished that materialized not only on computers and consoles, but also hugs, smiles and 

hope through the possibility of getting kids in touch with their football idols or Portuguese 

television idols. In the same context, several employees participated in fundraising for the 

realization of "waiting list desires", by selling more than 600 Christmas Stars, on the premises of 

Galp Energia in the Torres de Lisboa, at the end of the last November.

Galp Energia became associated with GRACE - Group of Reection and Support to Corporate 

Citizenship, with Galp Voluntary present at GIRO initiative, promoted by GRACE and in 

partnership with the Regional Youth Foundation. This action was aimed at cleaning and 

rehabilitation of one of the green spaces of the Social Nazareth District, the second largest 

housing estate in the country.

In 2011, Galp Energia abdicated traditional Company Christmas dinner and applied this 

amount for the purchase of food in the form of Christmas hampers. Thus Volunteers employees 

contributed to an important moment in the history of the Company, whether the commitment 

shown by both and the shared emotions. This initiative, an added dose of solidarity, was the 

delivery of 2,500 Christmas hampers in 22 sites spread across the country, including the islands.

The sale of calendars 2012 and Christmas Cards Company donated to the institution. For every 

2012 calendar sold in the shops of the acceding Galp stations or even internally, the LIGA 

Foundation received � 1. The nal value achieved will be applied in several projects LEAGUE 

Foundation to be held in 2012.



5.1. Identication of Stakeholders (list of stakeholders)

ü Social institutions

ü Employees

ü Community

5.2. How have they been engaged?

Not available.

6.1. Shared vision:

I s  there  a  spec ic  exp l i c i t  v i s ion that  a l igns  the organizat ion wi th 

community/stakeholders visions? Describe it briey.

Galp Energia dened a social responsibility strategy from a diagnostic analysis of existing 

good practices in the Company, identifying situations to improve and new practices to 

adopt.

After the diagnosis made and the consultation of various stakeholders, the four strategic 

areas of action of the social responsibility area of Galp Energia were dened: 

ü Education; 

ü Environment and energy efciency;

ü Prevention and road safety and;

ü Health and wellness.

The organization, interacting with all interested parties and stakeholders, and promoting 

best practices and principles of ethics and transparency in the company, is combining for 

this purpose the involvement of all employees, particularly with regard to corporate 

volunteering, by boosting internal volunteer program, Galp volunteer.

6.2. How have the community been involved? (Beyond stakeholders)

Galp tries to help young people discover new professions and directs their school effort in 

a direction that interest and motivate. The Positive Power of happiness spread Volunteers 

for several poorest households, dened in collaboration with the Holy local houses, with 

the city councils, parish councils, parishes, IPSS and with Caritas in the various locations 

where Galp Energia operates.

6.3. How value has been contributed to the community and Stakeholders, beyond 

the core business?

ü Benets to the community:  Several ones, depending on the type of action taken 

(freed food, educational support, etc.).

ü Benets for Stakeholders: Shared vision on the CSR topic, CSR marketing

ü Internal Benets: Add a new exhibition place for ROCA products.
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7.1. Resources employed:

ü Cost (�): N/A* 

ü Human resources: All employees

ü Time: 48 hours per week

ü Other resources and assets

8.1. Standard reporting: 

Not available.

9.1. How has the image and brand of the organization been improved?

All initiatives taken by Galp Volunteer usually are highlighted in the Portuguese media, 

allowing a greater exposure and some free publicity.

10.1. Measuring system: N/A

10.2. Learnt lessons: N/A

10.3. Repeatability/transferability of the experience

Several volunteer actions happens every year at Galp Energia.
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Name of the best practice: Vasco, the Explorer

Duration: Permanent

Location: Cascais - Lisbon - PT

Type of best practice:

ü Changes in the internal business structure

ü External action (not involving organizational change)

ü Solidarity project (run by the company…)

Hospital de Cascais – Dr. José Almeida 

Name of the organization: Hospital de Cascais – Dr. José Almeida

Type of organization: Public Entity

Size: 500

Contact data

Hospital de Cascais – Dr. José Almeida

As a support instrument, it was created a manual designed with an accessible 

language, fun and adapted to the age of the children. The book introduces and 

explores the information and advice that is intended to reach a growing number of 

children and youth, providing a sharing tool for the whole family. Personal hygiene, 

feeding, clothing and footwear, posture from day to day, daily hours of sleep, 

relationships with others or engaging in physical exercise, are some of the topics 

covered in the manual. From these councils, so important to who is growing and 

learning to deal with your body and the world, they developed some themes that will 

contribute to raising awareness among younger generations on the importance of 

individual responsibility in preventing disease and promoting health.

4.1. Diagnosis (reasons for the project/initiative)

Not available.

4.2. Strategic vision:

The character Vasco gives life to our education project, dissemination and promotion 

for health, amongst the young. Curious and adventurous, he holds true expeditions to 

the world of children's health and nd out how you grow up healthily, taking all the 

children. Trough Vasco, they use a responsible, easy and fun communication, in order 

to captivate children.
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4.3. Objectives:

Inform, train and educate for health are essential investments in prevention, promotion 

and preservation of health. Health education in childhood means to train more young 

people for a better, healthier and happier future. This is the dream of Vasco and this is the 

mission of Lusiadas Hospital. It is intended to prevent the disease by promoting healthy 

lifestyles. We also aim to raise awareness among younger about the consequences of 

their own choices in life and health.

4.4. Results and outcomes:

Trought Vasco and his friend's ambassadors of the New Generation Health, Lusiadas 

Health and the ISDIN Laboratory led to schools information and basic advice for children.

4.5. Methodology

"Vasco, the Explorer" stars in the draft education, outreach and health promotion, which 

is a key element of responsible communication on Health carried out. As part of its 

mission to education and health in order to meet the concern shown by the parents at this 

time of year, the Cascais Hospital distributed relevant information on the care of children 

in the summer, particularly related to the prevention of accidents on the water, the second 

cause of death of children in Portugal. Alongside this initiative, some souvenirs were 

distributed.

5.1. Identication of Stakeholders

ü Schools

ü Hospitals

ü Parents

ü Teachers

ü Community

5.2. How have they been engaged?

Not available.
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6.1. Shared vision:

It's part of their identity. Lusíadas Health has, from the rst minute, a social 

accountability framework that aims to respect the welfare and the future of the 

community where it operates, giving without receiving anything in return and involving 

employees of enthusiastic and genuine way. Care for those who are in the socially most 

vulnerable point is based on a company to provide health care that wants to actively 

contribute to a more just and united society.

6.2. How have the community been involved?

All the initiatives and materials are available at their website.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business?

ü Benets to the community: Awareness in children welfare.

ü Benets for Stakeholders: Shared vision on the CSR topic, CSR marketing

ü Internal Benets:

7.1. Resources employed:

ü Cost (�): N/A

ü Human resources: N/A

ü Time: N/A

ü Other resources and assets

8.1. Standard reporting: 

Communication trough website.

8.2. Communication strategy (Which means have been used to communicate 

the best practice vision, strategies, procedures or results? Which messages do 

they deliver to which audiences?)

Website All initiatives occurred all stakeholders
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9.1. How has the image and brand of the organization been improved?

N/A*

10.1. Measuring system

Not applicable.

10.2. Learnt lessons:

Not applicable.

10.3. Repeatability/transferability of the experience

Several volunteer actions in health care happens from time to time.
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Name of the best practice: Child Care 24h/day – 364 days/year

Duration: Permanent

Location: Lisbon - PT

Type of best practice:

ü Changes in the business structure

ü External action (not involving organizational change)

ü Work life balance

TAP

Name of the organization: TAP

Type of organization: Company

Size: 500

Contact data

TAP Portugal

It's a childcare nursery that opened in the beginning of 70's from the employees need 

to live their children being taking care when they are working by shifts. 

It's a special nursery only reserved for the children of TAP workers, until the school age 

that works 24hour a day, during 365 days per year. It's a nursery that is managed by a 

certied entity according to the Portuguese regulations and can support 250 children.

The main part of cost is supported by the company itself and the workers only pay a 

small percentage of the all cost, according to their monthly income and number of 

children in the nursery care.

TAP
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4.1. Diagnosis (reasons for the project/initiative)

TAP Portugal is the leading Portuguese airline, in operation since 1945 and member 

of Star Alliance since March 14, 2005. It has its hub in Lisbon, privileged access 

platform in Europe at the crossroads between the African continent and North 

America and South.

The network TAP, the leading operation between Europe and Brazil, met in the 

summer of 2014 an extended growth, to operate 11 new routes. Currently, the 

Portuguese area company provides connections to 84 destinations, spread over

35 countries. Operating an average of about 2,500 ights a week, TAP has a 

modern eet of 77 aircraft: 61 Airbus aircraft, to which are added 16 more aircraft 

operating in the colors of PGA (Portugalia Airlines) and it has around 15.000 

workers.

The conservation of the Portuguese character of the Company's brand and quality 

service as the basic concept has been the main engine of TAP strategy over the past 

few years, which explains the numerous awards from international and other 

entities.

In order to provide to the employees good working conditions, TAP provides a 

childcare service for staff with less conventional time, as ight personnel or shift 

schedules, where priority is given to the employees working in these schedules and 

working mothers, allowing the company to adjust the working schedules for both 

sides.

4.2. Strategic vision:

TAP bases its action on the criteria of excellence and commitment to the community, 

joining in initiatives that promote the values of ethics as the foundation of 

management and corporate culture, so it takes as well as its objectives:

ü Practice the highest values of ethics and personal integrity.

ü Respect the quality of life of the communities in which it is integrated.

4.3. Objectives:

Provide a better balance of personal and professional life to working parents of pre-

school age children.

4.4. Results and outcomes:

The company reported an increase on motivation, productivity and less absenteeism 

for the workers.
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5.1. Identication of Stakeholders (list of stakeholders)

ü Employees

ü Customers

ü Community

5.2. How have they been engaged?

Not available.

6.1. Shared vision:

Is  there a specic expl ic i t  v is ion that al igns the organizat ion with 

community/stakeholders visions?

Not applicable.

6.2. How have the community been involved? (beyond stakeholders) 

Not applicable.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business?

ü Benets to the community: Not applicable.

ü Benets for Stakeholders: Increase on motivation and productivity

ü � Internal Benets: Increase on motivation and productivity, adjustments

ü in the working hours and consequently nancial gains.

7.1. Resources employed:

ü Cost (�): N/A

ü Human resources: N/A

ü Time: 24 hours per Day / 365 days per year

ü Other resources and assets
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Name of the best practice: Recyclette – recycling for companies
Duration: From September 2009 to Present
Location: Bucharest/ Romania
Type of best practice
ü External action (not involving organizational change)
ü 
ü Managing the impact on environment and natural resources
ü Awareness raising campaign

ROMANIA

BENCHMARKING: BEST PRACTICES IN CSR

ViitorPlus - the associa�on for sustainable development

Name of the organization:  ViitorPlus - the association for sustainable 

development

                    

Type of organization: SOCIAL ENTITY, VET ORGANIZATION

SIZE: A medium social entity with a Board of directors and a team for each project

Contact data

Person for contact: Teia Gavrilescu

Position: President

Phone number/Fax: 021 210 20 31

E-Mail: viitorplus@viitorplus.ro 

Website:   www.viitorplus.ro    

Are there any materials about the best practice for further research?

Available on the website and on the annual report:

http://www.viitorplus.ro 

http://www.viitorplus.ro/Annual-Reports-73 
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4.1. Diagnosis (reasons for the project/initiative)
The project has two main focuses: rst, to recycle ofce paper waste to involve the 
companies` employee to collect their ofce waste and second, to integrate on the 
labour market social disadvantaged people. The small paper quantities generated by 
rms that would otherwise end up at a rubbish dump, as these are not the interest of 
specialised collectors. For instance, handling a payload of less than 800 - 1.000 kg 
(1.800 - 2.200 lb) of paper is considered economically unviable.
The cargo-bicycles are driven by socially disadvantaged people, that are in a family 
abandonment prevention programme. They used to be unregistered workers, but now 
they have a legal and stable job that helps them support their families and also offers 
them the benet of health insurance.
Thus, building an economically viable and non-polluting waste sorting infrastructure is 
crucial and The Recyclette is tackling this.

4.2. Strategic vision: 
A joint CSR strategy (social entity as a facilitator and the company as a key actor) that 
has impact both on environmental level – due to the recycling, both on social level- due 
to social integration of the socially disadvantaged people.

La Recyclette is an ofce paper waste collection-recycling project initiated by ViitorPlus 
- the association for sustainable development in September 2009. It is the rst project 
in Romania that is neutral from a carbon emission standpoint.
Waste transport is done by with the use of cargo-bicycles, that discharge no gases 
noxious to humans or nature. The paper thus collected is temporarily stored in a trailer, 
which is emptied when needed by representatives of a paper waste collector.

Not only that it has social and environemental bents, the projects involves also the 
employees of the companies that want to be part of the Recyclette.



4.3. Objectives:

ü To develop a viable and non-polluting waste sorting infrastructure

ü To create a network of companies that are willing to recycle their ofce waste

ü To involve companies` employees in the recycling process and make them 

more responsible on their waste

ü To create jobs that can be accessed by socially disadvantaged people

4.4. Results and outcomes: 

ü 231.000 kg of paper were recycled

ü Grown trees saved from cutting: about 3.465

ü Companies engaged in the program: 175

ü Employees since the start of the project: 8 people with social and 

professional issues

4.5. Methodology 

ü Step 1: Reducing paper waste

ü Step 2: Developing a system in place in order to ease the access (the paper is 

taken from the company using the recyclettes)

ü Step 3: Engaging employees in the process

ü Step N:  Developing a communication system where the companies and the 

employees are informed about the results and motivated to continue the recycling.

5.1. Identication of Stakeholders 

ü Companies

ü Companies` employees

ü Other social entities that are referring socially disadvantaged people to work 

for the project

5.2. How have they been engaged? 

The companies are part of the program and they provide the ofce paper waste. 

This could not be possible without the implication of the employees. 

The organization is also working with other social entities that are dealing with 

disadvantaged people so they create a network and can recommend people that 

could drive the recyclettes.
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6.1. Shared vision: 

It is a complex project, since many stakeholders are involved. The shared vision is to 

reduce the carbon emission and the impact that people are having in the 

environment. This main objective comes with other specic ones like educating 

companies and their employees to be more responsible and to recycle and also to 

integrate people in need in the labour market by giving them a job.

6.2. How have the community been involved? 

The project is also endorsed by the local cycling community.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: Contributing to a better environment 

ü Benets for Stakeholders: An integrated CSR platform with benets for all the 

stakeholders, committed employees

ü Internal Benets: A sustainable project with strong partners and with a great 

impact on environmental, social and economic level

7.1. Resources employed:

ü Cost (�) human resources & the recyclettes

ü Human resources: 1 project coordinator, 1 assistant and 2 people that are 

ridding the recyclettes

ü Time N/A

ü Other resources and assets N/A

8.1. Standard reporting: 

Last year, the project was recognized and appreciated internationally and won the 

grand prize of 25,000 euros to the EIB Environmental Social Innovation 

Tournament.

The Social Innovation Tournament is the agship initiative of the Institute's Social 

Programme. It is organised every year in a different  country to reward and sponsor 

European entrepreneurs whose primary purpose is to generate a social, ethical or 

environmental impact.
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8.2. Communication strategy 

MEAN MESSAGE AUDIENCE

Direct mailing

Website

Facebook

Annual Reports

Empowering message: The number of kilos 
recycled by each company

Description of the project and its impact

Impact & study cases – a more visual message

Objectives, outcomes, impact

The companies 'employees

Stakeholders and general public

Stakeholders and general public

Members of the board, donors, 
stakeholders and potential the 
general public

9.1. How has the image and brand of the organization been improved? 

The projects has now its own corporate identity (logo, website, stationary), being 

distinctive from the main association. Also the communication means have been 

developed from only a webpage to social media, video presentations, etc.

10.1. Measuring system 

Number of companies involved in the program and number of kilos of paper 

collected.

10.2. Learnt lessons: 

It is still a running project, but one of the main lessons is the importance of 

partnership and stakeholders.

10.3. Repeatability/transferability of the experience 

The project can be replicated in other major cities in Romania and in other 

European cities.
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Name of the best practice: The No Project, powered by 
Banc Post
Duration: From 2013- 2014
Location: Romania
Type of best practice:
ü External action (not involving organizational change)
ü Awareness raising campaign

Banc Post

Name of the organization: Banc Post

Type of organization: COMPANY          

Contact data

Website:  http://www.thenoproject.ro/contact/

Are there any materials about the best practice for further research?

The Website: http://www.thenoproject.ro

The NO Project powered by Bancpost was a public awareness campaign, aimed at 

young people, in order to increase awareness about human trafcking through art, 

sports, music, dance, lm, educational activities and "social media" . The No Project 

powered by Bancpost was created and implemented at national level, taking into 

account the specic needs, context and realities of trafcking in Romania.

4.1. Diagnosis (reasons for the project/initiative) 

The human trafcking is a problem in Romania, but there are not enough 

information on the subject. The campaign wanted to draw attention on the subject 

and to educate the public. Also, the public was involved in many activities 

(workshops, marathons) since the problem was not theirs, but ours.

4.2. Strategic vision: 

To inform and motivate young people to take part of the campaign and to raise 

awareness on human trafcking.
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4.3. Objectives:

Its aim was to inform, inspire and motivate young people to act proactively against 

modern slavery . Romania is a country vulnerable to trafcking. Hence many victims 

are recruited, which is why the campaign acted in the prevention of human 

trafcking.

Young people, people with disabilities were educated to recognize warning signals, 

where trafckers would try to recruit them.

 

4.4. Results and outcomes: 

ü Over 200 people attended the interactive workshops all over the country

ü Over 150 people attended the multimedia seminar on trafcking 

ü Over 400 participants in the marathon RUN4FREEDOM; 

ü 11 art highschools partnered in the program under the slogan Use your 

talent and ght against human trafcking

4.5. Methodology 

ü Raise awareness on trafcking by using art

ü Involve the general public in the campaign and replicate the message

5.1. Identication of Stakeholders 

ü The National Agency Against Human Trafcking (Under The Ministry of 

Internal Affairs)

ü The Association for the Development of Alternative Practices for Education 

and Reintegration (ADPARE) 

ü The No Project – the international initiative 

5.2. How have they been engaged? 

The stakeholders were involved in the design of the campaign and also in the 

communication process both on institutional level, both on public level.
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6.1. Shared vision: 

The shared vision was to educate young people in order to be aware of trafcking 

signs and also to inform about this actions. 

6.2. How have the community been involved? 

The community was involved in several ways: by donating their time and skills 

(writing, drawing, design) in order to create materials to raise awareness and by 

taking part to a marathon in order to raise awareness on the subject.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: Education, Prevention

ü Benets for Stakeholders: Direct dialogue with the community

ü Internal Benets: Strategic partnership between public and private entities

7.1. Resources employed:

ü Cost (�) N/A

ü Human resources: employees of the stakeholders, volunteers, high schoolers

ü Time: 1 year to run the campaign

ü Other resources and assets: public- private partnership

8.1. Standard reporting: 

No

8.2. Communication strategy (Which means have been used to 

communicate the best practice vision, strategies, procedures or results? 

Which messages do they deliver to which audiences? )

MEAN MESSAGE AUDIENCE

Website

Blog

Workshop

Marathon

The general message- say no to human trafcking

Stories

Raising awareness through arts

All of us is saying no to human trafcking

Stakeholders, potential victims,
general public

Potential victims, general public,
mass media

Young people, general public

General public, mass media
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9.1. How has the image and brand of the organization been improved? 

Even that it was powered by a Bank, the project had its own image and identity 

(logo, website, blog, social media presence).

10.1. Measuring system 

Number of the participants, number of calls reporting human trafcking, media 

coverage

10.2. Learnt lessons: 

It is important to have a public- private partnership when you are trying to educate 

and raise awareness. In the campaign, beside the Bank that was the initiator there 

were involved the National Agency against Human Trafcking and several high 

schools, in order the message to reach its main audience.

10.3. Repeatability/transferability of the experience 

Yes
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Name of the best practice  The Good Exchange
Duration: From 2013 to present
Location: Online covering Romania
Type of best practice:
ü X External action (not involving organizational change)
ü Solidarity project (run by the company…)
ü Donation to an external project

Romanian Commercial Bank

Name of the organization: Romanian Commercial Bank

Type of organization: COMPANY          

SIZE: Big

Contact data

E-Mail: bursabinelui@bcr.ro

Website: www.bursabinelui.ro   

Are there any materials about the best practice for further research?

On the website

The Good Exchange is a platform that brings together organizations that need 

support to conduct projects and people who are willing to invest in their community.

It is a project created and supported by Romanian Commercial Bank (BCR), in 

partnership with Euplatesc (a company that provides online platforms for paying), 

who developed and maintained the online platform, covering all costs of 

transactions, maintenance and communication.

On the Good Exchange NGOs can create a prole page where they can present 

their work, and individuals can choose to volunteer for the organization or to 

donate money to support various projects.

For more transparency on how money is spent, donations can be made only for 

projects and not for organizations in general. 
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4.1. Diagnosis (reasons for the project/initiative) 

The project started from the need to put in contact the community (people that want 

to put their resources, be it time or money for a social cause) and the organisations 

working in and for the community.

4.2. Strategic vision: 

To create an integrated platform where donors can select an organizations and 

donate their time and money. 

4.3. Objectives:

ü To create an integrated platform for both donors and NGOs

ü To use innovative communication tools in order to activate the community

ü To encourage the individuals donations in Romania by including a minimum 

contributions for each cause – 1,3 Euros

4.4. Results and outcomes: 

ü More than 70.000 Euros donated in 2 years

ü More than 100 organizations registered

ü More than 8.000 private donors

ü 2 Doing good Championships – a competition of raising money for NGOs 

where the Bank doubles the raised sums up to 5.000 Euros

4.5. Methodology 

 Step 1: Set the online system for donations

 Step 2: Promote the initiative among NGOs, companies and private donors

5.1. Identication of Stakeholders 

ü NGOs that have specic projects and want to raise money 

ü Companies that want to support NGOs

ü Individuals and Private donors

5.2. How have they been engaged? 

The platform is created in such way that support the transparency and the dialogue 

between the NGOs and the donors, be them corporate or individual.
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6.1. Shared vision: 

To create an integrated platform where projects and supporters should meet. The 

platform is not only for donations but also for keeping the donors informed with the 

progress of the projects they have been supported.

6.2. How have the community been involved? 

The community has not been involved directly, but the platform is also mapping the 

projects in different elds and the CSR initiatives, so the community gets to know 

the projects in their region.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business?

ü Benets to the community: More projects to support the community

ü Benets for Stakeholders: A easy way to donate and to support projects

ü Internal Benets: An internal CSR instrument to engage the employees 

7.1. Resources employed:

N/A

8.1. Standard reporting: 

N/A

8.2. Communication strategy 

The communication strategy includes a mix of techniques such as internal 

communication (newsletter, posters) for the bank employees, direct mailings for 

NGOs to include their project and PR activities to promote national wide the 

project.
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9.1. How has the image and brand of the organization been improved? 

The bank is well known already, but this initiative is an important milestone in the 

bank`s CSR strategy.

10.1. Measuring system 

The number of NGOs enrolled and the number of donors.

10.2. Learnt lessons: 

It is important to engage the employees and to make them support the company`s 

CSR activities.

Also, it is important to invest in innovative CSR tools in order to support the national 

ecosystem.

10.3. Repeatability/transferability of the experience 

Yes
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Name of the best practice: Volunteering Month at Orange
Duration: September 2013
Location: National, Romania
Type of best practice:
ü Changes in the internal business structure
ü Corporate volunteering

Orange Romania

Name of the organization: Orange Romania

Type of organization:  COMPANY          

SIZE: Large

Contact data

E-Mail: csr@orange.ro

Website:  http://www.orange.ro/about/responsabilitate-ro.html

Are there any materials about the best practice for further research?

On the website above.

The company has dedicated the month of September 2013 for corporate 

volunteering. Over 200 employees were involved in social causes, contributing to 

improving the living conditions of more than 2,000 people in 11 communities.
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4.1. Diagnosis (reasons for the project/initiative) 

To further encourage employee participation in volunteer activities, the company 

organized a marathon of activities for the community, enabling them to engage in 

diversied activities.

Were identied 16 volunteer opportunities, both among the projects supported by the 

Orange Foundation and of the suggestions received from employees through the 

permanent volunteer program "You for community".

4.2. Strategic vision: 

To bring the employees closer to the community and to engage them in volunteering 

activities

4.3. Objectives:

ü To create volunteering opportunities for the employees

ü To enhance social interaction between employees 

ü To support local communities where the company is working

4.4. Results and outcomes: 

The activities were organized under 2 main pillars: mentorship with high schoolers and 

social activities in the benet of children with disabilities.

ü More than 200 employees participated in 16 volunteering activities, meaning 

over 1,200 hours of community involvement only in September. In comparison, 

during 2012, Orange employees have completed 1500 hours of volunteering.

ü Over 150 members of local communities took part in the actions

ü The activities had over 2000 beneciaries from 11 communities

4.5. Methodology 

"Volunteering Month" was conceived as a marathon of community service activities. 

Employees were notied by e-mail that the project was launched and were invited to 

participate in it, in a video message made by the CEO.

Those interested have an application available on the company's intranet, where they 

could sign up for one of the 16 proposed activities. The application offered the 

opportunity to follow in real time the number of places available for each action, to 

provide feedback to the organizers and to register on waiting lists.
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5.1. Identication of Stakeholders 

ü NGOs from the local community

ü Special schools for children with disabilities

5.2. How have they been engaged? 

The activities were designed together with the stakeholders.

6.1. Shared vision: 

To contribute into the community and to support vulnerable groups 

6.2. How have the community been involved? 

The local community was also involved in some volunteering actions.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: Being engaged in volunteering actions and being 

part in a bigger project

ü Benets for Stakeholders: A shared program and volunteering for the 

community

ü Internal Benets: Employees were motivated

7.1. Resources employed:

N/A*
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8.1. Standard reporting

N/A*

8.2. Communication strategy 

The project had an internal communication platform where the employees could see 

the available activities. 

Also, before the start of volunteering activities, the employees received an e-mail 

with all the organizational details and at the end of each activity they were invited to 

view the photos taken, to share their experience and provide suggestions for 

improving the impact of similar activities in the future.

At the end of the project it was prepared a video with all the 16 activities and a 

special newsletter. It was released internally to better communicate social 

responsibility projects among employees, promote models of social involvement and 

encourage employees' contribution to community development through such actions.

9.1. How has the image and brand of the organization been improved? 

The project was communicated mostly internally and in the local communities where 

it took place, but the activities were under the corporate brand of Orange.

10.1. Measuring system 

Number of employees involved and the actions organized.

10.2. Learnt lessons: 

Employees involved in a well-organized volunteer project become ambassadors of 

that involvement/ action. They can inspire others and become role models for their 

peers.

10.3. Repeatability/transferability of the experience 

Yes.
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Name of the best practice: Meet the Energy
Duration: 2007 - 2014
Location: Romania
Type of best practice:
ü External action (not involving organizational change)
ü Corporate volunteering
ü Awareness raising campaign

Gdf Suez Energy

Name of the organization: GDF Suez Energy

Type of organization: COMPANY          

SIZE: Large

                     

Contact data

Website: www.gdfsuez.com

Are there any materials about the best practice for further research?

http://www.gdfsuez.com/en/investors/corporate-social-responsibility/

The company has developed a program to educate pupils in the fourth grade, on 

energy sources and safety. The program was implemented in 26 localities, involving 

more than 120 volunteers of GDF SUEZ.
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5.1. Identication of Stakeholders 

ü Schools

5.2. How have they been engaged? 

The program was run in partnership with schools.

188

4.  STRATEGIC PLANS

5. CONNECTIONS AND NETWORKS  

*Not publicly available in the research time

4.1. Diagnosis (reasons for the project/initiative) 
In Romania, there is a lack of information on the proper use of natural gas and 
energy-saving ways. According to statistics, every year there are about 250 incidents 
for the interior installations of natural gas in the area of activity of GDF SUEZ Energy 
Romania.
The causes are multiple: failure to use installation instructions, making repairs or 
use by unauthorized persons without supervision devices etc.
The number of incidents increases in winter, when consumers use to a greater 
extent appliances that run on natural gas for heating.

4.2. Strategic vision: 
To educate the young public on the proper use of natural gas, energy- saving and 
safety measures.

4.3. Objectives:
ü To educate the 4th grade pupils on energy
ü To raise awareness of the teachers and parents on safety 
ü To involve the employees in the process
ü To involve the local community (schools, parents, teachers)

4.4. Results and outcomes: 
ü 8 editions of the program took place between 2007 – 2014
ü 26 cities were involved in the program
ü 26.200 students participated in the program
ü 122 volunteers have supported the company's program lessons
ü 2.440 volunteer hours were performed by the employees 

4.5. Methodology 
N/A*



6.1. Shared vision: 

To educate the pupils on safety and proper use of energy.

6.2. How have the community been involved? 

The parents were involved by meetings and the craft projects that pupils were made.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: Education and raising awareness

ü Benets for Stakeholders: A program to support their efforts on education

ü Internal Benets: Involving the employees in the local activities (lessons and 

workshops, exhibitions with drawings)

7.1. Resources employed:

N/A

8.1. Standard reporting

N/A

8.2. Communication strategy 

Internal means of communication for engaging the employees and PR in order to reach 

the general public.

9.1. How has the image and brand of the organization been improved? 

The program was aligned with the CSR strategy of the company supporting education 

and environment. 

10.1 Measuring system 
N/A

10.2. Learnt lessons: 
It was important to develop catchy and friendly lessons and workshops for pupils, not 
to be a normal day in class. 
Also, the program has an added value by engaging both the employees both the 
teachers and parents.

10.3. Repeatability/transferability of the experience 
Yes
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Name of the best practice: Internal Policy against Corruption and Bravery
Duration: From 01/01/2006__ to ONGOING
Location: Monzón (Huesca province, Aragon region)
Type of best practice: 
ü Changes in the internal business structure
ü Transparency policies
ü Supply chain control 
ü Internal ethical policies

SPAIN
JAVIERRE, SL    

Name of the organization: JAVIERRE, SL    

Type of organization: Company

SIZE: 3-5 (3 employees, 2 shareholders that also work in the company)

Contact data

Person for contact: Antonio Javierre Montaner

Position: Managing director

Phone number/Fax: 0034 974 41 78 02/0034 974 41 57 94

E-Mail: antonio@javierre.es 

Website: www.javierre.es            

Are there any materials about the best practice for further research?

Best practices catalogue from the Excellence Club in Sustainability

http://responsabilidad-corporativa.es
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Javierre operates in the construction sector either as a subcontractor, working for larger 
companies,  or as a main contractor in small works with local administrations. In order 
to promote fair play and ethical behaviour in public and private contracts, the company 
has established an anti-bribery policy, adopted by all their workers and shareholders; 
the company has also promoted the policy among their clients and suppliers. 

4.1. Diagnosis (reasons for the project/initiative)
Equal opportunities in the construction sector could be compromised due to unethical 
practices, corruption and bribery.  Small business are specially damaged by this non-
transparent, non-ethical and/or illegal practices. Sometimes these wrong practices are 
not explicit or fully visible and take apparently acceptable shapes, as expensive hosting, 
presents, etc. This could be faced with explicit policies that not allow presents, favours, 
or other unethical or dubious actions. 

4.2. Strategic vision:
This practice is deeply strategic for the company because, in one side, it promotes a 
market environment in the construction sector that, besides being more ethical and fair, 
is better also for the own company's interest as a small business that could lose 
opportunities to compete if illegal or unethical practices are taking place.  
On the other side, promoting themselves as a company strongly committed with 
integrity could increase the company's credibility and preference among potential 
clients. 

4.3. Objectives:
ü Promoting equal opportunities;
ü Putting into practice the values of honesty and good governance;
ü Obtaining nancial resources in a transparent way, avoiding dependence on 
external factors;
ü Supporting and promoting the belief that a company is truly protable when it makes 
money while complying with all aspects of legislation and respecting market rules;
ü Attracting honest and transparent customers;
ü Gaining a competitive edge by providing increasingly more efcient service, 
achieving a high level of customer satisfaction and establishing a relationship of trust 
and mutual benet for the organisation and the market in which It operates. 
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4.4. Results and outcomes: 
ü An internal police document describing not allowed practices
ü An internal register of non-ethical attempts or practices (blind-proles), for statistical 
and training use. 

4.5. Methodology 
ü Step 1: Identication of the principal risk focus. The main and more usual risk 
situations have been identied and described in a document. The policy-statement 
document details all this risk situations and gives instructions on how to act in front of 
them. 
ü Step 2: Policy internal presentation, improvement and commitment: The corporate 
policy have been presented to employees and shareholders. After that, a period have 
been opened for discussion, comments and improvements. After including them to the 
nal document, it has been approved and all parts have committed to comply with it. 
ü Step 3: Policy communication among external stakeholders: personalized 
commitment letters have been sent to suppliers and clients, with a detailed description 
of each one of the points. 
ü Step 4:  Policy dissemination: the initiative has been disseminated through press 
notes and publications in local and regional written media. The policy document is also 
available in the company's webpage. 
ü Step 5: Implementation: For implementing the policy, the following activities have 
been developed:
l Training activities for employees have been organized, in order to make them aware 
about the risks in their sector. Clear guidelines have been given to identify the situations 
where managers and employees encounter this risk.   
l Reporting mechanisms have been established for denouncing wrong practices: 
specic channels have been created to communicate them to the manager's ofce, and 
in documented cases, procedure have been established for reporting the event to the 
authorities. 
l Appropriate rejection methods have been clearly established and explained. 
l Attempts to bribery or corruption and situations where these occur are documented 
internally, and are used as example in training and information actions. 
Both customers and suppliers are annually evaluated regarding integrity. If they 
present obvious or conrmed signs of using corruption or bribery, they are rejected as 
clients or suppliers by the company.



5.1. Identication of Stakeholders (list of stakeholders)

ü Shareholders

ü Employees

ü Clients

ü Suppliers

ü Other companies in the construction market (partners, competence)

ü Citizens/society.

5.2. How have they been engaged?

Employees and shareholders have been engaged in the policy denition; a period for 

give comments and improve the policy document have been opened after the rst draft. 

Clients and suppliers have been informed about the policy, and the company have 

encouraged them to adopt similar measures.  General society have been informed 

through written press and internet. 

6.1. Shared vision: 

Is there a specic explicit vision that aligns the organization with 

community/stakeholders visions?  Describe it briey.

The practice has a strong alignment with public interest in more transparency and 

honesty in the way public budgets are expended; it also promotes a transparent and fair 

play market, which aligns both with public interest, other companies', suppliers' and 

clients' interests. 

6.2. How have the community been involved? (beyond stakeholders)

Community have been informed of the practice through regional and local press, as well 

as with information in the webpage. Local administrations are usually clients of the 

company, and they have been encouraged to take into account and back this kind of 

policies.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community:

l Boosting transparency and information in public contracts.

l Fair price of services provided for public administrations. 

ü Benets for Stakeholders: 

l Promotion of fair competence and equal opportunities.

l Fair prices non altered by unethical practices. 
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ü Internal Benets: 

l Increased reputation

l Minimisation of intangible risks.

l Clear and differentiated positioning in the market. 

l Freedom and non-dependence on external agents. 

7.1. Resources employed:

ü Cost (�): unknown

ü Human resources:1 

ü Time: 76 hours/year

ü Other resources and assets: related to dissemination and campaign (computer 

with internet access, webpage, a network of contacts among press media, clients and 

suppliers…).

8.1. Standard reporting:

The initiative has an internal system of reporting cases and attempts. 

Besides, the company itself compiles with: 

ü Quality certicate  ISO 9001

ü Environmental certicate ISO 14001

ü And make annual sustainability reports following GRI-G4

8.2. Communication strategy (Which means have been used to communicate the 

best practice vision, strategies, procedures or results? Which messages do they 

deliver to which audiences?)

Mean Message Audience

Internal meetings                    

Post mail, e-mail

Press media

webpage

Commitment of the company with integrity.   
Content of the anti-corruption policy. Appeal to 
commit to the anti-corruption policy. 

Commitment to the anti-corruption policy. 
 Content of the anti-corruption policy. Appeal to 
adopt similar policies. 

Commitment of the company with integrity.   

Content of the anti-corruption policy.

Employees and shareholders

Clients, suppliers

General public, society

All stakeholders and shareholders. 
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9.1. How has the image and brand of the organization been improved? 

The policy approval and dissemination have positioned the brand as a committed 

company in ethics and integrity affairs, distinguishing them from their competence. 

10.1. Measuring system

Number of cases or attempts identied per year; List and description of identied cases 

(blind-prole), for statistical, training, research and information purposes. 

10.2. Learnt lessons:

Points to improve: 

ü Communicate the importance of transparency and honesty in commercial 

transactions to more customers. 

ü Stakeholder awareness about the negative effects of this kind of practice have to 

be yet risen, such as the general identication and rejection of certain business actions 

(invitations, gifts, sponsorships, etc.) that have unethical or even illegal interest behind.

Positive points:  The small size and/or slow growth of a company are not an 

impediment for efcient management. SMEs require just a different kind of 

management, with different strengths, lower risks and innovative approaches. 

10.3. Repeatability/transferability of the experience

The experience could be easily transferred to any company that works with public and 

private contracts, both as a contractor and as a subcontractor. 
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Name of the best practice: ECOBUILDING and ECOMANAGEMENT
Duration: From __2003__ to __ongoing
Location: Manlleu (Barcelona, Spain)
Type of best practice: 
ü Changes in the internal business structure
ü Managing the impact on environment and natural resources
ü Supply chain control 

Lavola  
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4.1. Diagnosis (reasons for the project/initiative)

The normal activity of a company can imply a range of environmental impacts, 

especially regarding the energy consumption, and the emission of CO2, that can be 

reduced and compensated with a correct action and design. Climate change is a 

worrying process that will affect the whole society and action has to be taken by all 

the implied agents. To reach this goal, there is need for an individual responsible 

behaviour of any organization or individual; there is need, too, of a collective action 

working in networks, collaborating and implying 3rd parts; and nally, the necessary 

knowledge and know-how have to be created, assessed and shared. 

Lavola has been working in all these aspects for their clients as a consultant, and 

found it necessary to apply the same principles to their own organization. 

4.2. Strategic vision: 

The social and ecological impact of the business activity can be reduced or changed 

to positive with the appropriate knowledge and following the pertinent work 

methodology.  These are the principles of Lavola, and the company works providing 

solutions for companies and other organizations regarding ecological sustainability.

Thus, it appears as a highly strategic action to apply the same principles to the own 

company, giving example, showing the good results that a correct eco-management 

could provide, boosting a coherent image of the company based on integrity, and 

also providing an opportunity for experimentation, excellence and innovation to 

their own employees by applying their knowledge to improve the company 

performance. 

Lavola is a consultancy on eco-sustainability for companies, public entities, and other 

organizations. The company has implemented their principles in their own 

management, following international standards, publishing sustainability reports and 

asking for high ecological requirements in their supply chain. One of the most 

important actions has been the building of their headquarters in the city of Manlleu, in 

Barcelona Province. They have implemented their own methodology to design an Eco-

building that fulls all the company's requirements while minimizing the environmental 

impact of the activity inside the building. The Eco-building have been awarded and 

certied by several institutions.  
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4.3. Objectives:

ü Taking action as an individual company for reducing the environmental impact 

of their activity;

ü Increasing knowledge and improving methodologies on how to reduce and 

compensate environmental impact of companies and organizations;

ü Building a network of sustainably responsible suppliers;

ü Engaging employees in the denition of all the process;

ü Giving a solid image as an exemplar company regarding sustainability 

standard;

ü Raise awareness about sustainability issues among the local community.

4.4. Results and outcomes: 

ü Eco-building built in 2005,

ü CleanCO2 initiative standards fullled since 2009,

ü Internal staff trained and experienced,

ü Awareness of the problems and strengths of the company's work 

methodologies,

ü Increasingly wide network of social and environmental responsible suppliers,

ü Participative meetings and forums with employees for the designing of the 

Eco-building,

ü Annual sustainability reports from 2006,

ü Free training sessions for social entities on environmental issues in 2013,

ü 4 guided visits to the eco-building in 2013.

4.5. Methodology

ü Step 1: Social responsibility diagnosis: In 2003 the company make an internal 

diagnosis about its social responsibility, implying all the relevant stakeholders. From 

that moment, several actions have been implemented according to the found needs. 

ü Step 2: Annual sustainability Reports: From 2006, the company elaborates and 

publishes their annual sustainability reports, except for the period 2010-2011, when 

they prepared a bi-annual report. All annual reports follow the Global Reporting 

Initiative standards and have been externally veried. Reports focus on materiality, 

stakeholders' participation, sustainability and exhaustiveness. Last published 

sustainability report (2013) has engaged stakeholders in the denition of the key 

issues for Lavola, through a Focus Group. 

STRATEGIC PLANS
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ü Step 3: Eco-building: A strong branding element, the building where the 

headquarters are located, incarnate itself the company values. It have been designed 

following social and environmental criteria, using both architectural and engineering 

solutions, giving special attention to the suppliers prole and considering the 

employees participation either as technicians or as users.  The design and building of 

the Eco-building, have been done in the following phases: 

l Participatory conceiving; 

l Dialogue between future users and technical designers of the building has been 

promoted, through face-to-face participatory meetings, internet forums, and other 

techniques, in order to give ideas to implement in the eco-building;

l Selection of fair suppliers;

l Prospective suppliers have been analysed and selected, following social 

commitment criteria: proximity, socio-environmental sensibility, and availability of 

products and services with accredited eco-label; 

l Vegetal roof-cover preparation;

l The pre-existing agrarian soil have been removed and preserved, to be used 

later for a vegetal roof-cover, which would increase the energy-efciency of the 

building. A deposit for rain water has been installed, for an autonomous watering of 

the vegetal roof-cover;

l  Construction using environmental-friendly solutions;

l A multiplicity of architectural and engineering solutions have been used in order 

to reduce the building environmental impact, in three senses: reduction of the in-site 

waste production during the building process; use of non-toxic and ecological-labelled 

materials (water-based painting, RSF certied wood…); and strategies to increase the 

comfort and the efciency of the future building (natural isolation systems…)

Step 4 Circle of carbon-neutral suppliers: The company is a carbon-neutral 

organization from 2009, and have promoted the creation of a circle of carbon-neutral 

organizations, to which its suppliers can apply. It is a way to extend Lavola strategy 

against climate change to all the value chain. The company supports its suppliers to join 

the Voluntary Agreements Program of the Catalan Climate Change Ofce.
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5.1. Identication of Stakeholders (list of stakeholders)

The company have identied the following stakeholders (Sustinability Report 2013):

ü Clients

ü Employees

ü Shareholders

ü Suppliers and collaborators 

ü Local community 

5.2. How have they been engaged?

The company have communication channels with each stakeholder that could 

as a unidirectional or bidirectional, depending on the case: 

ü Clients: Regular follow-up project meetings; Periodic meetings and 

communications of each client with their assigned Service Director; client satisfaction 

surveys; corporate mailing (Christmas postcards, Day of the Environment postcard, 

etc.); Mensal newsletter; corporate web with news and agenda; portfolio containing 

communications and educational actions; Individual meetings; participation in 

seminars or workshop. 

ü Employees: Unit meetings; Project ofcers meetings; Ofce meetings each 

semester; intranet; Newsletter; follow-up surveys. For designing the Eco-building, a 

participatory process has been conducted to incorporate ideas and suggestions of the 

employees that were going to work in the headquarters.  Both face-to-face and virtual 

forums for dialogue have been hold. Engineers and technical staff have been involved 

in the building eco-design, working together with the project's architect and in dialogue 

with the nal users. 

ü Shareholders: Annual shareholders assembly. All shareholders of Lavola are at 

the same time employees of the company, so they also share all the same channels 

used to engage employees. 

ü Suppliers and collaborators: Follow-up communications through mail, 

phone, etc.; Regular meetings; corporate mailing. Inclusion of carbon-neutral 

suppliers to the catalogue of suppliers of the company. 

ü Local community: It includes entities where the company is associated; other 

sectorial and territorial social entities in the territories where the company operates; 

and the broad local community in that territories. Spaces for communication and 

engagement are: 

l Membership regular meetings; 

l Bilateral meetings;

l Visits to the Eco-building, open to the public. 
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6.1. Shared vision: Is there a specic explicit vision that aligns the organization with 

community/stakeholders visions?

Facing ecological risks like climate change – strongly related to carbon emissions - or 

the scarcity of resources that can provide energy, are world-wide issues that affect the 

whole humanity. Thus, governments, environmental and social entities, companies 

and economical agents, local communities and general population, are aligned in 

Lavola vision. 

Besides, companies –and specially those smaller- spent a huge amount of money on 

energy consumption. Providing solutions that could signicantly reduce the spending 

on energy is of high interest for that companies, what makes reduction of energy 

consumption a very good topic where to start to collaborate with SMEs, raising their 

environmental awareness.

6.2. How has the community been involved?

The Eco-building is open to the public, and guided visits are provided on a regular 

basis. This is the main space where the company interact with the local community, 

working on awareness raising in environmental issues. 

Recently, Lavola is sharing its knowledge with social entities in their territory where it 

operates, giving free training sessions on environmental issues. 

Furthermore, Lavola commercial projects have always a strong commitment to the nal 

beneciary or user of their projects; local communities are the ones that will receive the 

positive impact of more environmental-concerned enterprises. 

 

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: 

l Presence of a more energy-efcient company in their territory. Opportunity to 

learn about how to reduce energy consumption. 

l Recognition and boosting of Carbon – Neutral companies in the territory. 

l Free training activities for Social Entities on environmental issues. 
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ü Benets for Stakeholders: 

l Clients: 

> Increased expertise of the company they've put on contract. 

> The supplier has an actual understanding of the needs and problems of the 

proposed methodology.

> Clients can see how the proposed solutions work in real examples. 

l Suppliers: 

> The supply chain police of the company encourages and 

> recognizes companies that apply best practices in the Social and 

> Environmental Responsibility eld. 

ü Internal Benets: 

l Shareholders: Strong brand positioning and increasing reputation of the company.

l Employees:  

> Possibility to participate in the decision-making process

> An appropriate space for working, incorporating their needs.

> Recognition of the engineer's knowledge inside the company. 

> A fair and honest working environment.  

7.1. Resources employed:

ü Cost (�): no data found. 

ü Human resources: 

l All actions required expert technical staff in environmental issues (engineers, experts 

in social and environmental reporting, etc.)

l The building of the Eco-building had a particular board for its design and direction:  

> 1 Architect

> Assessment team: 2 engineers who provide environmental-friendly solutions for 

each building particularities and problems

> 1 Construction director

> 1 Environmental director of constructions

ü Time: The Eco-building was built in 1,5 years.  No data about the working time 

related to other environmental responsible practices. 

ü Other resources and assets: Main ofce and delegations. International partners. 

Wide network of suppliers. 
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8.1. Standard reporting: 

Certicated according to:

ü 2008 Quality regulationUNE-EN-ISO 9001:

ü 2004 Environmental regulationUNE-EN-ISO 14001:

>  Energy consumption regulation (for the Eco-building)ISO 50001

>  certied as carbon-neutral company.CleanCo2

The company has integrated: 

ü Social responsibility regulation on work conditions, from the SAI   SA8000 

ü (Social Accountability International)

ü  regulation on labour risk prevention. OHSAS 18001

ü Green Book of the European Union

ü Program of the Catalan Ofce against Climate Change. Volunteer Agreements 

Sustainability reporting: 

ü Since 2012, it provides annual sustainability reports following the GR4: GRI4 

standards, with an independent external assessment. Previously, the annual reports 

have been made following , always with an independent external GRI3 criteria

assessment. 

The Eco-building have been awarded with several prizes and certications: 

ü 2010 certication given by the United States Green Building LEED GOLD 

Council (USGBC). It has been the rst building in Spain to gain this certication.  

ü 2008  which recognises the engineering project.Green Building Award

ü 2007 , which recognises the Architecture and Engineering Uponor Award

architecture and engineering project, as well as the eco-solutions applied in its 

construction.
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ü 2007 Solar award for completed architectural projects

ü 2006 Environment quality assurance distinction for non-residential buildings, 

Departament de Medi Ambient i Habitatge, Generalitat de Catalunya. It has been the 

rst building to be prized with it. 

ü 2006 Recognized by the European Commission Greenbuilding Programme for 

the integration of renewable energies in non-resident buildings. 

ü 2005 Sustainability for Professional Projects Award, Industrial and Technical 

Engineers Association of Barcelona.

8.2. Communication strategy (Which means have been used to communicate the 

best practice vision, strategies, procedures or results? Which messages do they 

deliver to which audiences?)

Mean Message Audience

Webpage

Newsletter bulletin

Intranet

Corporate mailings

General information of the company

News and relevant updated information about

the company and environmental-related topics. 

Internal relevant and updated information about 

the company, internal organization, rules and 

policies, events, etc. 

Company's Branding

Commitment to the environment

Commitment to the client

Stakeholders, community,

general public

Clients, Employees, shareholders, 

Employees, Shareholders

Clients, suppliers and collaborators

Eco building
Company's Branding

Awareness raising about energy consumption

Local community, stakeholders,

professionals from the sector,

general public. 

9.1. How has the image and brand of the organization been improved? 

Being a company devoted to the improvement of the environmental performance or 

other organizations, all the actions described in the best practice denitively 

contribute to a strong brand positioning of Lavola, a committed, experienced and 

competent consultancy in that eld. This increases their credibility among 

prospective, actual and former clients and also among the community, their client's 

clients, public institutions, social entities and public in general. 
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10.1. Measuring system

GRI4 reporting and other measuring related to the several certications they have 

been awarded with. 

10.2. Learnt lessons: 

ü It is possible to be a growing and economically efcient company while 

following the highest environmental standards.

ü Providing internally the services the company provide to their clients, helps to 

increase the company's knowledge, competence and understanding of their own 

product and service, leading to a better meeting of the client's needs. 

ü Providing socials or environmental services as a main activity (being a 

company, such as an Environmental Consultancy, or either an NGO) does not mean 

the organization is directly Social Responsible; it is needed to make an internal 

effort to reach social and environmental positive standards, and avoiding undesired 

negative impacts to the stakeholders and community. 

10.3. Repeatability/transferability of the experience

All procedures implemented in Lavola have been conceived following a 

methodology that they can apply to their client's projects, as a way to show its 

effectiveness, to innovate in the way of how to be put into practice, and to learn 

about its appropriateness. Thus, all the actions contained in the CRS activities of the 

company have a willingness to be repeated and transferred from the beginning, 

and it is one of their core reasons to be. 
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Name of the best practice: Fundacion una sonrisa más
Duration: From 2007 to present
Location: Rep. of Ecuador
Type of best practice:
ü External action (not involving organizational change 
ü Corporate volunteering
ü Solidarity project (run by the company…)

ISS

ISSIS created a foundation (FUNDACIÓN ISS Una Sonrisa Más), in collaboration with 

the trade unions CCOO and UGT, in order to develop solidarity projects abroad, which 

aim to create jobs in the country of origin of their immigrant workers. 

It was funded from the voluntary donations from workers, and further donations from 

the company. It has more than 150 volunteers that promote the Foundation among 

their colleagues. 
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4.1. Diagnosis (reasons for the project/initiative)

The volunteer and solidary action through external actions began with the intention to 

create an emotional bond with employees that exceeded the binomial "salary x work ".

ISS is an integrative company by nature. It has over 6% of employees with disabilities, 

many others at risk of social exclusion, and 7% of immigrants.

World migrations are a complex realty; migration decisions taken by individuals are in 

most of the cases taken by necessity more than by free will, due to the lack of 

opportunities in their home country. Migration process is a hard path in which most 

people take major risks physical, economical, legal and psychological. Creating jobs 

and economic opportunities in the origin countries is a way to give people a different 

chance. 

With its integrative background the company decided that the best way to help those 

most in need in the world was to create jobs in the countries of origin of immigrants.

4.2. Objectives:

The general purposes of the foundation are the defence of human rights, social and 

educational assistance, cooperation for development and the promotion of 

volunteerism, non-prot and pursue in any case the public interest.

4.3. Results and outcomes: 

ü Generate direct and indirect employment; 

ü Creating, strengthening and funding  micro enterprises; 

ü Providing training activities;

ü Enhance the voluntary contribution of ISS workers;

ü Creating of collaborative approach to market the services and products.

4.4. Methodology

ü The foundation invites all ISS workers to donate cents of their payroll, an amount 

that is completed with the economic contribution of the company.

o Solidary cent

o Solidary Euro

ü Selection of the beneciary country, the trustees (consisting of ISS, CCOO, and 

UGT) choose the country to implement the project taking into account the country of 

origin of ISS workers.

ü The foundation collaborates with a local organisation that has experience and 

credibility in the beneciary country. In Ecuador, the foundation was allied with the 

Foundation Codespa, it is a Spanish NGO that supported by the Ecuadorian Fund 

Populorum Prgressio (FEBB).

ü Monitoring and tracking. A delegation of ISS moves to revise the project, this 

includes all ISS employees registered as volunteers, to revise on-site actions.
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5.1. Identication of Stakeholders (list of stakeholders)

ü Employees;

ü Trade unions;

ü Community.

5.2. How have they been engaged?

Employees: 

ü Employees are registered as volunteers.

ü They are committed to donate the cents and euros of their payroll.

ü They conduct monitoring tasks, revising the implemented actions.

ü They are involved as promoters of the Foundation among their colleagues. 

Trade unions: 

ü Major trade unions in Spain (CCOO and UGT) have been involved.

6.1. Shared vision: 

Is  there a specic expl ic i t  v is ion that al igns the organizat ion with 

community/stakeholders visions?  Describe it briey.

The general purposes of the foundation are the defence of human rights, social and 

educational assistance, cooperation for development and the promotion of 

volunteerism, non-prot and pursue in any case the public interest.

The creation of opportunities in the home country of their migrant employees have a 

huge impact in a worldwide problem, that affect the origin country and society, the 

migrant collective itself, and the host community and society. Thus, the eld of action of 

this best practice is deeply strategic. 

6.2. How have the community been involved? (Beyond stakeholders)

ü Participating in designing and developing actions; analysis, personal interviews, 

recommendations;

ü Participating in the training and formation activities;

ü Collaborating in the development of the implemented actions.
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7.1. Resources employed:

ü Cost (�): 180.000 Euro

ü Human resources: 3000 Hours

ü Time: 2 years

ü Other resources and assets: N/A*

8.1. Standard reporting: 

N/A

8.2. Communication strategy (Which means have been used to communicate the 

best practice vision, strategies, procedures or results? Which messages do they 

deliver to which audiences? )

7. SUPPORT STRUCTURES 

8. REPORTING AND COMMUNICATION STRATEGY

*Not publicly available in the research time
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MEAN MESSAGE AUDIENCE

Newsletters

Brochures

Media

Project scope, goals, activities and expected results

Project news,
Project activities,

Project scope, Activities, Future actions

All identied stakeholders

All identied stakeholders

All identied stakeholders

9.1. How has the image and brand of the organization been improved?

Supporting people to surpass the social, economic obstacles and offering new 

approaches and methodologies that aim to improve the quality of life of the region 

helped the rm to improve the business reputation and public image with the 

community and other stakeholders.

9. IMAGE AND BRAND



10.1. Measuring system

ü Quantitatively: Increased sense of belonging to the company and the 

collaborative spirit,

ü  Qualitatively: personal interviews in Ecuador, both with people coordinating the 

project, and with the beneciaries.

10.2. Learnt lessons:

ü The integration and cooperation with communities and society has the social 

scepticism and xenophobia as barriers, which will need a major communication effort 

to overcome them.

ü The collaboration must endure over time, much remains to be done.

10.3. Repeatability/transferability of the experience

The experience could be transferred to all sectors and all types of businesses, both large 

and SMEs. The action is extended to suppliers, customers, family and friends.

Although a big company could make a big action as creating a Foundation, and could 

have a huge impact only with only few cents from their workers salary, the core idea 

could easily be implemented also in a small company.

Promoting economic development in the country of origin of their foreign employees 

could be a sensitive and strategic action for any company with a signicant number of 

immigrant workers, especially in the case most of them came from the same area or 

region. 

Choosing a counter-part organization grounded in the territory where the solidary 

action is to be implemented, is a good idea as the solidary action is integrated in a 

major and continuous activity, by the experts on the territory. 

Involving the employees on choosing the project, and making donations through the 

cents on their salary, is an engaging strategy that SMEs can implement. 
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 Name of the best practice: STRATEGIC HUBS FOR THE ANALYSIS AND 
ACCELERATION OF THE MEDITERRANEAN SOLAR SECTOR

Duration: From 2012-2015
Location: MEDITERRANEAN REGION – BARCELONA (SPAIN)
Type of best practice: 
ü External action (not involving organizational change);
ü Managing the impact on environment and natural resources;
ü Solidarity project (run by the company…);
ü Awareness raising campaign.
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CHAMBER OF COMMERCE OF BARCELONA      

Name of the organization: CHAMBER OF COMMERCE OF BARCELONA      

Type of organization: Public Entity 

SIZE: (50-100)

Contact data

Person for contact: Berta Perez

Position: Project Manager

Phone number/Fax: +34-934 169 342

E-Mail: bperez@cambrabcn.org 

Website:  www.cambrabcn.org       

The SHAAMS project activities will seek to raise public awareness (on energy efciency 

solutions) and to encourage an informed debate on the potentialities and opportunities 

of the sector by enabling regular participatory activities and actions. This collaborative 

approach will promote and facilitate the exchange of data (indicators) between public 

administration bodies, research centres, universities, rms and agents of the civil 

society and will allow the consortium to analyse the needs, expectations and 

requirements of all the actors and to provide solutions coherent with all the agents' 

needs. 

1. INFORMATION ABOUT BEST PRACTICE

2. BASIC INFORMATION ABOUT THE ORGANIZATION

3.  SHORT DESCRIPTION

mailto:bperez@cambrabcn.org
mailto:bperez@cambrabcn.org
http://www.cambrabcn.org
http://www.cambrabcn.org


4.1. Diagnosis (reasons for the project/initiative) 

Renewable energy and energy efciency plays a vital role in making our food, water 

and energy systems more sustainable, as well as reducing the strain between the three. 

Renewable energy and energy efciency are essential for managing water resources 

and food production in a more socially and environmentally-responsible way. 

Consumers are playing an important role by increasingly exercising more involvement 

in energy decisions as illustrated by the growing number of distributed renewable 

generation systems and energy efciency improvements at homes and businesses.

4.2. Objectives:

Raising public awareness on solar energy through the transferability and 

implementation of good practices in legal, regulatory, economic, organizational issues 

and nancing mechanisms, to facilitate the take up of solar technologies.

4.3. Results and outcomes: 

Policy:

ü Provide policy makers with the necessary tools to dene a common and 

integrative approach towards solar energy solutions;

ü Develop reliable interaction structures facilitating the identication of efciency-

proven governance solutions for the take up of the solar energy sector;

ü Identication and denition of innovative support strategies for the development 

of the solar energy sector;

ü Address regulatory uncertainties in the territories hampering the development 

of energy efcient solutions; 

ü Set up reliable structures enabling the development of private sector initiatives 

and investments;

ü Allow policy decision makers to focus their efforts and economic resources 

towards effective, protable and highly-supported actions;

ü Raising public awareness through the introduction of legal and regulatory 

mechanisms for the promotion the sector's take up;

ü Showcasing the impact of participative activities in the development of solar 

energy-based solutions;

ü Facilitate the involvement of political and public organisms in the development 

experimental activities. 
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Private:

ü Establishment of effective market support structures and improving regional 

infrastructures planning;

ü Improvement of the regions' technical and operational capabilities on the green 

job market;

ü Create a level playing eld for the entrepreneurial and research agents involved 

in the process;

ü Increasing of the opportunities for international collaboration and knowledge 

exchange;

ü Identication of market opportunities in sample energy, solar sectors;

ü Enhancement of Technology Transfer in the eld of solar energy;

ü Creation specic info/contact point that will allow for the regular interaction 

among the sector relevant agents;

ü Identication and development of effective proven funding mechanisms;

ü Generation of a regional common know-how on the sector;

Social:

ü Improve broad cross-sector “active awareness” initiatives and enforce 

informational initiatives towards energy transition;

ü Generate a more receptive environment for the implementation and use of solar 

energy solutions;

ü Create the necessary mechanisms to allow the involvement of local communities 

and civil society representatives in the planning process.

4.4. Methodology

The activities of the project will be organised in three different domains: 

ü SHAAMS Policy Accelerator: Policy support actions will be implemented in order 

to identify innovative governance solutions, solar energy support strategies and to 

generate a unied approach towards a long term policy perspective and common area 

for solar energy development; 

ü SHAAMS Enterprise and Research Accelerator: The activities generated in this 

operational eld will be aimed at fostering market support structures and new 

procedures for the development of a reliable market for solar energy in the ENPI CBC 

Med region;

ü SHAAMS Social Accelerator: The activities conceived in the section will address 

societal agents and intend to promote a cultural and behavioural change towards solar 

energy (an, by extent renewable energies) among society. 
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5.1. Identication of Stakeholders (list of stakeholders)

ü Public authority:

�l Regulatory authorities,

�l Policy-makers,

�l Educational entities (schools, centres, etc.)

ü Private sector:

�l Enterprises,

�l Research centres,

�l RE clusters. 

�l Educational entities (schools, centres…etc.)

ü Social:

�l Youth organisations,

�l  End-users.

5.2. How have they been engaged?

ü Policy: Public representatives are expected to result in the signature of a 

compromise agreement aimed at ensuring the existence of the necessary mechanisms 

to implement a common area for solar energy. 

ü Private: The private sector will play an important role in all developed activities 

of the project, providing the necessary support to project´s partners, participating in the 

planned multiplayer events and workshops and disseminating the projects results. 

ü Social:  The involvement of the community will be at all levels of the project. The 

main objective of the project is raising the public awareness on the importance of RE 

and energy efciency.
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6.1. Shared vision: Is there a specic explicit vision that aligns the organization with 

community/stakeholders visions?  Describe it briey. 

The chamber of commerce of Barcelona has an essential role in the development of the economic sector 

of the province, and shares with community and identied stakeholders the same objectives; the 

improvement of the quality of life and foster the economic growth of the region.

6.2. How have the community been involved?

The SHAAMS project allows citizens to contribute in the development of the planned activities through:

ü Participation in the project´s events (earth hour, etc.);

ü Be aware from all developed activities; project scope, activities and results are published in the 

project web page;

ü Contributing in the planning processes. 

5. CONNECTIONS AND NETWORKS  

6. IMPACT AND CONTRIBUTION TO THE COMMUNITY 



6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community:

�l Promoting a cultural and behavioural change towards solar energy (an, by 

extent renewable energies) among society.

ü Benets for Stakeholders: 

�l Address regulatory uncertainties in the territories hampering the development 

of energy efcient solutions;

�l Improvement of the regions' technical and operational capabilities on the green 

job market;

�l Identication and development of effective proven funding mechanisms.

ü Internal Benets: 

The developed project will raise awareness of the internal staff on the importance of 

renewable energy and enhance them to apply the identied standards of the energy 

efciency in the workplace.

On the other hand, the recommended changes in the energy consumption and apply 

the energy efciency tools will benet the chamber of commerce reducing the monthly 

energetic costs.
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7.1. Resources employed:

ü Cost (�): total cost of the project is 3.200.344,40 Euro, the allocated budget of 

CCB is 295.033,30 Euro.

ü Human resources: 4

ü Time: 3 Years

ü Other resources and assets

8.1. Standard reporting:

European commission standards

8.2. Communication strategy (Which means have been used to communicate the 

best practice vision, strategies, procedures or results? Which messages do they 

deliver to which audiences? )

7. SUPPORT STRUCTURES 

8. REPORTING AND COMMUNICATION STRATEGY



How has the image and brand of the organization been improved?

The participation of the chamber of commerce in the SHAAMS project has fostered the 

reputation of the entity and improved its role in the business and social community.
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MEAN MESSAGE AUDIENCE

Web site

Social prole 

(Linkedin, Facebook

and Twitter)

Local and global

Newsletters

The project activities, results and impact

Main project activities, 

relevant news and information, exchange ideas.

Main project activities, relevant news and information

All identied stakeholders

All identied stakeholders

All identied stakeholders

10.1 Measuring system

ü A clear denition of the project framework according the 3 main operational 

areas: Policy Accelerator; Enterprise and Research; Social Accelerator;

ü A concise and well dened operational framework;

ü Procedures and guidelines for the technical reports and glo4bal analysis;

ü Denition of indicators to help in the denition of the common objectives;

ü Development of regional communities of knowledge;

ü Common perception of the strategic role of facilitators groups.

10.2. Learnt lessons:

ü Public awareness: Strengthening the role of the renewable energy at economic 

and social level.

ü The importance of sharing national and international experiences.

10.3. Repeatability/transferability of the experience

ü Strengthening the role of energy efciency;

ü Enhancing the collaborative approach.

9. IMAGE AND BRAND

10. MEASUREMENT AND LEARNING
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ADC Abogados

The social actions implemented by the company have been:

ü Implementation of an Environmental management system;

ü Implementation of measures against discrimination;

ü Flexible working hours;

ü Capacity building and training activities;

ü Collaboration with social projects (agreements, donations, volunteering).

4.1. Diagnosis (reasons for the project/initiative)

In order to address the current economic situation and the high level of competence 

in the market, the company considered that improving the working conditions and 

atmosphere is essential to be competitive and to offer high quality services to its 

clients. 

At the same time, it has been found that more integration in the local community 

could benet the reputation and the image of the rm.

Name of the organization: ADC Abogados
Type of organization: Company
SIZE: 4

Contact data
Person for contact: D. Javier A. Oliver Pascual
Position: Co-Founder
Phone number/Fax: +34629609531
E-Mail: pablo@adcabogados.com 

www.adcabogados.com       Website:  

Are there any materials about the best practice for further research?
http://www.economiasolidaria.org/les/bbpp-indicadors-rse-web.pdf
http://ww2.eticentre.org/es/Documents/BP%20ADC%20POLITICA%20SOCIAL.pdf

Name of the best practice: Social Responsibility Actions

Duration: 2011-presengt

Location: Palama (Belearic Islands) – Spain 

Type of best practice: 

(X) Changes in the internal business structure

(X) External action (not involving organizational change 

ü Managing the impact on environment and natural resources;

ü Healthy workplaces;

ü Corporate volunteering;

ü Solidarity project (run by the company…).

1. INFORMATION ABOUT BEST PRACTICE

2. BASIC INFORMATION ABOUT THE ORGANIZATION

3.  SHORT DESCRIPTION

4.  STRATEGIC PLANS

mailto:pablo@adcabogados.com
mailto:pablo@adcabogados.com
mailto:pablo@adcabogados.com
http://www.adcabogados.com
http://www.adcabogados.com
http://www.adcabogados.com
http://www.economiasolidaria.org/files/bbpp-indicadors-rse-web.pdf
http://ww2.eticentre.org/es/Documents/BP%20ADC%20POLITICA%20SOCIAL.pdf
http://ww2.eticentre.org/es/Documents/BP%20ADC%20POLITICA%20SOCIAL.pdf
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4.2. Objectives:

ü To improve the image and reputation of the rm;

ü Increase the satisfaction level of employees;

ü Enhance the responsibility of the employees.

4.3. Results and outcomes: 

ü Improving communication channels (internal and external);

ü Implementation of environmental management system (ISO14001);

ü Design new selection criteria for HR;

ü Enhance recycling;

ü Participate in solidary projects.

4.4. Methodology

The company has designed and developed many activities that aimed to achieve the 

desired impact:

ü Environmental actions: the rm has conducted a comprehensive internal and 

external analysis, designed and implemented the environmental management 

system (ISO14001)

ü Internal Actions: the rm has implemented criteria that control the selection 

of HR based on experience without any gender discrimination, has adapted exible 

working hours (from 08:00h up to 15:00h), provided all employees with the 

necessary telecommunication tools.

ü Social actions: the rm has signed collaborative agreements with the 

5.1. Identication of Stakeholders (list of stakeholders)

ü Internal:

�l Employee

ü External:

�l Community (adults)

�l Clients

�l Vendors

�l Educational entities.

5. CONNECTIONS AND NETWORKS  
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6.1. Shared vision:  Is there a specic explicit vision that aligns the 

organization with community/stakeholders visions?  Describe it briey.

At internal level, the rm together with employees agreed that an environmental 

management, exibility and participating in solidary projects will benet both 

parties by increasing the productivity of the employees which will have a positive 

impact on the offered services.

6.2. How have the community been involved? (beyond stakeholders)

The implemented actions have involved the internal and the external stakeholders, 

they participated in the analysis process providing information on the situation and 

possibilities to improve. The internal staffs have participated in the improvement of 

the telecommunication structure providing options to be implemented.

At local community level, the relationship between both parties has improved 

positively through the collaborative participation in the implementation of solidary 

projects (grassroots sport activities for the neighbourhood).

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community:

�l Enhance the collaborative approach between the community and the business 

sector;

�l Encourage the participation of the rm in the environmental issues;

�l Eliminate the discrimination barriers.

ü Benets for Stakeholders: 

�l Promoting the sustainable procurement;

�l Improving the communication channels;

�l Strengthening the relationship with the rm.

ü Internal Benets: 

�l The developed actions have improved the communication with the internal 

staff as well as with the clients and vendors. These actions helped the rm to reduce 

the tangible and intangible costs by using new technologies such as, electronic 

communication (email) and recycling.

6. IMPACT AND CONTRIBUTION TO THE COMMUNITY 

5.2. How have they been engaged?

The rm has identied employees as the direct target groups. They were involved in the 
analysis process and in the internal communication design.

The rm provided internal seminaries about the discrimination, healthy work place and 
the importance of having an environmental management. All employees shared their 
ideas and participate in the design of all implemented actions.

The external parties (clients and vendors) participated in the improvement of the 
communication channels between both parties.
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7.1. Resources employed: 

ü Cost (�): N/A

ü Human resources: 2

ü Time: 1 year

ü Other resources and assets: N/A*

8.1. Standard reporting: (is the initiative following any standardized 

reporting such as GRI…?)

ISO14001

8.2. Communication strategy (Which means have been used to communicate 

the best practice vision, strategies, procedures or results? Which messages do 

they deliver to which audiences?)

MEAN MESSAGE AUDIENCE

Brochures

Importance of recycling.

ISO14001

Communication channels

All identied stakeholders

9.1. How has the image and brand of the organization been improved? (50-

100 words)

The implemented actions have helped the rm in improving its reputation and 

image by increase its participation in activities that benet the local community.

On the other hand, the adaption of new friendly technologies has improved the 

internal communication had a great impact on the competitively and productivity of 

the rm.

7. SUPPORT STRUCTURES 

8. REPORTING AND COMMUNICATION STRATEGY

9. IMAGE AND BRAND

*Not publicly available in the research time
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10.1. Measuring system

ü 17 indicators of the she simplied assessment system for companies from 

Eticentre

ü  Internal SWOT.

ü Questionnaire on the satisfaction level of the employees.

10.2. Learnt lessons:

ü Improvement of the internal communication is essential to enhance 

productivity and competitiveness;

ü The participation of the business sector in solidary projects is necessary to 

improve the image and reputation;

ü the needs to adapt new friendly technologies.

10.3. Repeatability/transferability of the experience

All initiatives related to the best practice can be transferred to other organizational 

contexts, especially the following: 

ü Environmental management system;

ü Participating in solidary projects;

ü Improve the workplace conditions.

10. MEASUREMENT AND LEARNING
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Name of the best practice:  Enhancement the quality of work life
Duration: From 2003 -Ongoing
Location: Mersin / Turkey
Type of best practice:
ü  Changes in the internal business structure
ü  Healthy workplaces
ü  Solidarity project (run by the company…)

Özbal Çelik Boru San. Tic. Ltd.Ş�.          

TURKEY

Name of the organization: Özbal Çelik Boru San. Tic. Ltd.Şti.                     

Type of organization: COMPANY          

SIZE: 150

      

Contact data

Person for contact: Cemal Yücehan Öztüre

Position: CEO

Phone number/Fax: +90 216 465 96 97

E-Mail: bilgi@ozbal.com 

Website:  www.ozbal.com

Are there any materials about the best practice for further research?

Available on website: www.ozbal.com

1. INFORMATION ABOUT BEST PRACTICE

2. BASIC INFORMATION ABOUT THE ORGANIZATION

BENCHMARKING: BEST PRACTICES IN CSR

http://www.ozbal.com
http://www.ozbal.com
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Creating a system required for a safe and healthy work environment Philosophy of 

Özbal Çelik Boru, “respect human beings,” is adopted by all employees as the 

company's corporate culture. Understanding that an environment conducive to 

occupational health and safety is only achieved through detailed studies, Özbal Çelik 

Boru aims to manage its risks and opportunities more systematically under the OHSAS 

18001 Occupational Health and Safety Management System. The company has 

completed its studies on occupational health and safety, with its competence in this 

area certied. All of these efforts have been exemplary in promoting a quality work life 

in a safe working environment, employee and customer satisfaction, and social life. The 

occupational health and safety policy of Özbal Çelik Boru, which has been effective 

since 2003, summarizes the approach of the company as follows: Comply with related 

legislations and the terms of afliated associations Consider and remove any hazards 

with the participation of all employees, to prevent occupational accidents and illnesses

Following the principle of “Employee health is the company's health” Train employees 

and third parties on occupational health and safety, encourage healthy lifestyles, and 

periodically review activities for continuous development aligned with the objectives

Encourage optimum employee participation by soliciting and consideringtheir opinions 

and suggestions on occupational health and safety and share any information on this 

issue with them.

4.1. Diagnosis (reasons for the project/initiative) 

The company decided to: 

ü Increase employee and customer satisfaction

ü Increase reputation

ü Ongoing development

ü Corporate belonging and industrial

ü competitiveness

4.2. Strategic vision: 

Increasing of the motivation of employees

3.  SHORT DESCRIPTION

4.  STRATEGIC PLANS
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4.3. Objectives:

There are 2 important objectives: 

ü Create a safety environment for the employees and,

ü Increase the motivation of the employees. 

4.4. Results and outcomes: 

Goals successfully completed. 

4.5. Methodology 

N/A*

5.1. Identication of Stakeholders 

N/A

5.2. How have they been engaged? 

N/A

6.1. Shared vision: 

The safety working environment and motivation of the employees. 

6.2. How have the community been involved? 

The other companies positively affected by the implementation. 

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: The importance of safety environment 

ü Benets for Stakeholders: NA

ü Internal Benets: Motivation of the employees. 

5. CONNECTIONS AND NETWORKS  

6. IMPACT AND CONTRIBUTION TO THE COMMUNITY 

*Not publicly available in the research time
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7.1 Resources employed:

ü Cost (�): N/A*

ü Human resources: N/A

ü Time: N/A

ü Other resources and assets: N/A

8.1. Standard reporting:

N/A

8.2. Communication strategy (Which means have been used to communicate 

the best practice vision, strategies, procedures or results? Which messages do 

they deliver to which audiences? )

MEAN MESSAGE AUDIENCE

Halkbank  Best practice catalogue published

www.halkbank.com.tr/images/misc/

English/investor_relations/Press_Releases/csr_andsmes.pdf

Publicly Available

9.1. How has the image and brand of the organization been improved? 

ü Increase employee and customer satisfaction

ü Increase reputation

ü Ongoing development

ü Corporate belonging and industrial

ü Competitiveness

10.1. Measuring system 

NA

10.2. Learnt lessons: 

If you increase the motivation of the employees you can success more achievement 

in the future. Invest today not to be so late. 

10.3. Repeatability/transferability of the experience

Yes, it is possible to combine the same actvities from the  different countries

7. SUPPORT STRUCTURES 

8. REPORTING AND COMMUNICATION STRATEGY

9. IMAGE AND BRAND

10. MEASUREMENT AND LEARNING

*Not publicly available in the research time

http://www.halkbank.com.tr/images/misc/
http://www.halkbank.com.tr/images/misc/
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Name of the best practice: Smiling Faces
Duration: From: 2003-Ongoing
Location: Kocaeli / Turkey
Type of best practice:
ü External action (not involving organizational change) 
ü Career development support
ü Corporate volunteering
ü Solidarity project (run by the company…)
ü Awareness raising campaign

Smiling Faces: Vocational Rehabilitation
 Centers for Disabled 

Name of the organization: Smiling Faces: Vocational Rehabilitation Centers for 

Disabled people.    

Type of organization: SOCIAL ENTITY

SIZE: 60 (33 disabled)  

          

Contact data

Person for contact: Doğan EROL  

Position: General Director

Phone number/Fax: 90 262 335 42 02

E-Mail :info@gulenyuzler.biz

Website: http://www.gulenyuzler.biz/                 

Are there any materials about the best practice for further research?

Available at http://www.gulenyuzler.biz/

1. INFORMATION ABOUT BEST PRACTICE

2. BASIC INFORMATION ABOUT THE ORGANIZATION

http://www.gulenyuzler.biz/
http://www.gulenyuzler.biz/
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The center was established under the Kocaeli Municipalicity with the cooperation of 

Amsterdam Municipality. The infrastructure of the center was appropriate for disabled 

people. Vocational and social rehabilitation of the disabled people completed in this 

center. After the rehabilitation process, they can either work in the center or other in the 

different rms

4.1. Diagnosis (reasons for the project/initiative) 

There are many disabled people who are so productive but stays at home. This 

center brings to light of disabled people's skills and turned them into the production. 

   

4.2. Strategic vision: 

The vision of this center is to bring out the hidden ability in Turkey.  

4.3. Objectives:

ü Decrease the unemployment rate between disabled people,

ü Protect the environment,

ü Recycling

4.4. Results and outcomes: 

ü Establishing of Disabled Rehabilitation and Vocational Center 

ü Employment agency activities. 

4.5. Methodology 

ü Step 1: Bring together the disabled people under the Disabled Rehabilitation 

and Vocational Center

ü Step 2: Providing Vocational Rehabilitation

ü Step 3:Employment Processes of disabled people

5.1. Identication of Stakeholders 

ü Municipality,

ü Industry Union

ü Chamber of Commerce

ü Disabled Agency

5.2. How have they been engaged? 

NA

3.  SHORT DESCRIPTION

4.  STRATEGIC PLANS

5. CONNECTIONS AND NETWORKS  
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6.1. Shared vision: 

NA

6.2. How have the community been involved? 

All stakeholders actively works in this center. 

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: Increasing the employability of disabled people

ü Benets for Stakeholders: Increasing the social responsibility between the 

stakeholders 

ü Internal Benets: NA 

7.1. Resources employed:

ü Cost (�): NA

ü Human resources: 4 Stakeholders (Municipality, Chamber of Commerce, 

Industry Union, Disabled Agency) 

ü Time: NA

ü Other resources and assets: NA

8.1. Standard reporting: 

NA

8.2. Communication strategy 

NA

9.1. How has the image and brand of the organization been improved? 

ü Turkish Social Responsibility Awards

ü Turkish Social Responsibility Country Report 

6. IMPACT AND CONTRIBUTION TO THE COMMUNITY 

7. SUPPORT STRUCTURES 

8. REPORTING AND COMMUNICATION STRATEGY

9. IMAGE AND BRAND
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10.1. Measuring system 

N/A*

10.2. Learnt lessons: 

N/A

10.3. Repeatability/transferability of the experience 

It is possible to transfer to this methodology to other places. The important thing to 

adequate a place.  

10. MEASUREMENT AND LEARNING

*Not publicly available in the research time
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Name of the best practice: “Yuvaya Dönüşen Plastikler” “Plastics Transformed to 
Nests” 
Duration: From 2014 to present-day
Location: Turkey
Type of best practice:
ü External action (not involving organizational change)
ü Managing the impact on environment and natural resources
ü Solidarity project (run by the company…)

PAGDER (Plastic Producers 
Association which has SMEs 
dealing with plastic industry

Much attention has been paid to the impacts of plastics and other debris on marine 

organisms, but the effects of plastic on terrestrial organisms have been largely ignored. 

Detrimental effects of terrestrial plastic could be most pronounced in intensively 

human-modied landscapes (e.g., urban and agricultural areas), which are a source of 

much anthropogenic debris. Here, we examine Residual plastics are utilized for 

production of nests. 

1. INFORMATION ABOUT BEST PRACTICE

2. BASIC INFORMATION ABOUT THE ORGANIZATION

3.  SHORT DESCRIPTION

Name of the organization: PAGDER (Plastic Producers Association which has SMEs 

dealing with plastic industry)

Type of organization: OTHER: NGO

SIZE: 190

Contact data

Person for contact : Selcuk Mutlu

Position: General Secretary

Phone number/Fax :

E-Mail : selcuk.mutlu@pagder.org 

Website: www.pagder.org  

Are there any materials about the best practice for further research?

https://tr-tr.facebook.com/yuvayadonusenplastikler 

mailto:selcuk.mutlu@pagder.org
http://www.pagder.org
https://tr-tr.facebook.com/yuvayadonusenplastikler
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The length of the material was greater in nests in agricultural territories than in urban 
territories, and the odds of entanglement increased 7.55 times for each meter of 
anthropogenic material in the nest. Fledging success was signicantly lower for 
entangled than for unentangled nestlings. In all environments, particularly urban, 
agricultural, and marine, careful disposal of potential hazards (string, packing and hay 
bale twine, balloon ribbon, wire, shing line) could reduce the occurrence of 
entanglement of nestling birds.

5.1. Identication of Stakeholders

ü PAGDER

ü Municipalities

ü NGOs which deals with homeless dogs

ü Famous people who cares social issues

4.  STRATEGIC PLANS

5. CONNECTIONS AND NETWORKS  

4.1. Diagnosis (reasons for the project/initiative) 
ü Contribute to minimalize the residuals of plastics to enviroments
ü Especially homeless dogs don't have a nest

4.2. Strategic vision:
ü Raise awareness on environmental issues on public
ü Enhance the cooperations between SMEs and different institutions as municipalities, 
related NGOs in an environmental issue.

4.3. Objectives:
Raise awareness on homeless dogs and provide them nest through utilization the 
residual plastics.

4.4. Results and outcomes: 
ü 1000 nests have been established for homeless dogs in Turkey
ü Enhancement of cooperation of NGOs, municipalities and companies in Turkey on 
an environmental issue

4.5. Methodology 
Step 1: Announcement of project expected outputs to related institutions as SMEs, 
related NGOs 
Step 2: Gathering residuals in SMEs which produce nests
Step 3: Production of nests 
Step N:  Distribute nests into municipalities
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5.2. How have they been engaged? 

PAGDER organizes all the activities. Municipalities get the nests and gather 

homeless dogs. NGOs provide homeless dogs.  Famous people fund to productions 

and participate to events.

6.1. Shared vision: 

Is  there a specic expl ic i t  v is ion that al igns the organizat ion with 

community/stakeholders visions?  Describe it briey. 

N/A

6.2. How have the community been involved? (beyond stakeholders)

PAGDER organizes social events and it invites different people from different 

institutions. It organizes social campaigns.

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: Awareness on homeless dogs, minimalize the effects 

of plastic residuals

ü Benets for Stakeholders:  Empowering institutional infrastructure of 

stakeholders.

ü Internal Benets: Enhancement of Cooperation with different stakeholders.

7.1. Resources employed:

ü Cost (�): N/A

ü Human resources: N/A

ü Time: N/A

ü Other resources and assets: Plastic residuals

8.1. Standard reporting: (is the initiative following any standardized 
reporting such as GRI…?)
N/A

8.2. Communication strategy (Which means have been used to communicate 
the best practice vision, strategies, procedures or results? Which messages do 
they deliver to which audiences? )

MEAN MESSAGE AUDIENCE

Social media has been used actively for the events and

 announcements to practice via events.

Public, famous people, 

decision makers.

6. IMPACT AND CONTRIBUTION TO THE COMMUNITY 

7. SUPPORT STRUCTURES 

8. REPORTING AND COMMUNICATION STRATEGY
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Name of the best practice: Vocational Highschool is The National Issue
Duration: From 2006 to 2013
Location: Turkey
Type of best practice
ü External action (not involving organizational change)
ü Career development support
ü Internship and Apprenticeship Programs.
ü Other  Please specify: Employment Opportunuties for new graduation

Koç Holding in 2006 launched “Vocational Education: A Crucial Matter for the Nation 
Project” in collaboration with Ministry of National Education of Turkey within Incentive 
Programme for Vocational –Technical Education.  The project was implemented in all of 
81 provinces in Turkey for 7 years between 2006 and 2013. Within this Project, training 
qualied workforce, raising awareness over youth on vocational education and 
training and empowering the relationship between World of work and vocational and 
training institutions have been realized. Vocational Education: A Crucial Matter for the 
Nation Project aims to develop a model based on cooperation between private and 
public sector, through which the quality of education in vocational high schools will 
increase. 

1. INFORMATION ABOUT BEST PRACTICE

2. BASIC INFORMATION ABOUT THE ORGANIZATION

3.  SHORT DESCRIPTION
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9.1. How has the image and brand of the organization been improved?

During the events organized by PAGDER, the people who contribute to practice are 

awarded.

10.1. Measuring system

N/A

10.2. Learnt lessons: 

People are so sensitive to social and environmental issues buy they need an 

orientation and they need an innovative solution. If you suggest innovative solutions 

to people, they usually give a high support to activities.

10.3. Repeatability/transferability of the experience

This practice is just an innovative solution how to contribute to solve an 

environmental issue and social issue together. This practice also shows how the 

different institutions could be cooperated with each other.

9. IMAGE AND BRAND

10. MEASUREMENT AND LEARNING
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4.  STRATEGIC PLANS
4.1. Diagnosis (reasons for the project/initiative)

ü Low reputation of vocational education and training in public

ü Necessity to have qualied workforce

ü Need for development of apprenticeship support for vocational highschools in 

Turkey

ü High unemployment rate among the graduates of vocational high school

4.2. Strategic vision: 

ü Improvement of Reputation of Vocational Education and Training in Turkey

ü Training of qualied workforce

ü Development of apprenticeship support for vocational highschools in Turkey

ü Increase the employment rate among the graduates of vocational high school

4.3. Objectives:

This project aims to train qualied workforce, raise awareness over youth on 

vocational education and training and empower the relationship between World of 

work and vocational and training institutions.  

The main objective of the project was to develop a model of collaboration between 

the public and private sector so as to increase the education quality of the 

vocational high schools. Within the scope of the project, it was aimed to reach 

8.000 vocational high school students throughout Turkey. Demographically, the 

members of the target group were the vocational high school students who were 

from economically disadvantaged families, who have skills and are willing to make 

use of their potentials.

At the end of the project, 10.567 students were reached through scholarships and 

active scholarships were granted to 8.118 students in 264 schools in 81 provinces. 

Supporting activities and a multitiered communication strategy addressed to 

different target groups enriched and strengthened the project's outreach. The 

schools of the scholarship students, their parents, environment and the members of 

the public were included in the target group which is to benet from the multiplier 

effect.

Within the scope of this project, a sustainable relationship model targeting the  
businesses and schools has been developed by creating awareness in the society 
regarding the importance of vocational education and encouraging students to 
receive vocational education. During the Project, a sustainable volunteering 
platform has been formed with the participation of all units of the Company. In 
addition to this, the model has been adopted and expanded by many other 
companies apart from Koç Holding. Vocational Education: A Crucial Matter for the 
Nation Project has won the Grand Prize by receiving the appreciation of the Jury in 
all categories (sustainability, inclusion, effectiveness, best practice and innovation).
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6. IMPACT AND CONTRIBUTION TO THE COMMUNITY 

5. CONNECTIONS AND NETWORKS  

4.4. Results and outcomes: 
ü Increased the choice of vocational high schools between 2006-2007
ü %30 increase as application to vocational highschools in Turkey between 2007-
2008 academic year
ü 8.000 students from 250 VET highschools have been supported in their 
internships with scholarships, trainings and coaching. They have had employment 
priorities in KOÇ groups.

4.5. Methodology 
ü Step 1: Internship supports to VET students
ü Step 2: Training supports to VET students
ü Step 3: Coaching supports to VET students
ü Step N:  Raising Awareness campaigns on VET in Turkey

5.1. Identication of Stakeholders (list of stakeholders)

Ministry of National Education Ministry And KOÇ holding. Koç Holding Companies and 

Ministry of Education collaborated with Koç Holding in the operation and outreach. 

Vehbi Koç Foundation provided scholarships and steered the relations with the schools. 

As the project evolved variousnstakeholders such as business and trade associations 

joined in.

5.2. How have they been engaged? 

Koç Holding has been organizing the project activities and management of the 

activities. MoNE has supported all activities with its ofcial writings.  MoNE also 

provided training halls and trainers for trainings.

6.1. Shared vision: 

ü Increase the applications to VET high schools

ü High employment rates for VET students

6.2. How have the community been involved? 

Raising awareness on Public, mass media and families of VET students through 

advertisements on TVs and newspapers.
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MEAN MESSAGE AUDIENCE

In this project, the motto has been published on TVs and media. public

7. SUPPORT STRUCTURES 

8. REPORTING AND COMMUNICATION STRATEGY

9. IMAGE AND BRAND

6.3. How value has been contributed to the community and Stakeholders, 

beyond the core business? 

ü Benets to the community: Raise awareness on VET

ü Benets for Stakeholders: SMEs have had qualied work force

ü Internal Benets: qualied workforce, high rate of productions, decreasing 

the unemployment rate among VET students.

7.1. Resources employed:

ü Cost (�)

ü Human resources

ü Time: 8 years

ü Other resources and assets: 20 companies belonging to KOC holding

8.1. Standard reporting: (is the initiative following any standardized 

reporting such as GRI…?)

N/A

8.2. Communication strategy (Which means have been used to communicate 

the best practice vision, strategies, procedures or results? Which messages do 

they deliver to which audiences? )

There is a Motto in this practice “Meslek Lisesi, Memleket Meselesi

9.1. How has the image and brand of the organization been improved?

MLMM was considered worthy for “Big award” in 2014 by Confederation of Turkish 

Trade Unions.
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10. MEASUREMENT AND LEARNING

10.1. Measuring system

N/A

10.2. Learnt lessons: 

Raise awareness can be the rst step to accomplish big ideals in the public.

10.3. Repeatability/transferability of the experience

This is a very good example for other holdings in Europe. These kinds of practice 

should be valorised with many activities.
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Doğan Yayın Holding Founda�on    

Launched on April 23, 2005 by Doğan Gazetecilik, the “Dad, Send Me to School” 
campaign gives girls the chance to become well-educated and productive individuals 
through an education mobilization drive throughout Turkey. Keenly aware that an 
educated young generation will take Turkey forward into the future, this social 
responsibility campaign has identied girls deprived of educational opportunities and 
provided them with material support since 2005. “Dad, Send Me to School” also 
organizes other various activities to raise public awareness on the issue.

1. INFORMATION ABOUT BEST PRACTICE

2. BASIC INFORMATION ABOUT THE ORGANIZATION

3.  SHORT DESCRIPTION

Name of the organization: Doğan Yayın Holding Foundation   

Type of organization: X OTHER (Foundation)

SIZE: 60

Contact data

Person for contact: Hanzade Doğan Boyner.

Position: General Manager

Phone number/Fax: +90 (216) 556 90 00

Website:http://www.doganholding.com.tr/en/corporate-responsibility/dad-send-

me-to-school.aspx 

Are there any materials about the best practice for further research?

http://www.doganholding.com.tr/en/corporate-responsibility/dad-send-me-to-

school.aspx 

  
Name of the best practice: Supporting social activities
Duration: From April 2005 to present-day
Location: Turkey
Type of best practice: 
ü Changes in the internal business structure
ü Transparency policies
ü Career development support
ü Internship and Apprenticeship Programs.
ü Corporate volunteering
ü Donation to an external project

http://www.doganholding.com.tr/en/corporate-responsibility/dad-send-me-to-school.aspx
http://www.doganholding.com.tr/en/corporate-responsibility/dad-send-me-to-school.aspx
http://www.doganholding.com.tr/en/corporate-responsibility/dad-send-me-to-school.aspx
http://www.doganholding.com.tr/en/corporate-responsibility/dad-send-me-to-school.aspx
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4.  STRATEGIC PLANS

4.1. Diagnosis (reasons for the project/initiative)

All Doğan Gazetecilik newspapers expended efforts to raise awareness on the issue as 
part of this social responsibility campaign. In addition, newspaper articles had an 
important effect in resolving structural issues, such as the appointment of female 
managers to girls' dormitories and the amendment of the legislation governing 
scholarships.
Workshops conducted under the leadership of the “Dad, Send Me to School” initiative 
facilitated discussion on the educational problems facing female students and explored 
possible solutions. As in previous years, the results of the workshops and the solution 
proposals formulated were shared with the general public and ofcials from the 
Ministry of National Education.

4.2. Strategic vision: 

“Dad, Send Me to School” also collaborates with NGOs working on this important 
issue. To date, these collaborations have included: training seminars for 500 parents in 
ve cities around the theme “My Child and I” in conjunction with the Mother and Child 
Education Foundation (AÇEV); a two-day-long special training session for the 
administrators of Regional Primary Boarding Schools, organized jointly with the Turkish 
Association of Private Schools; Kamil Koç Bus sponsorship of the dormitory furnishings 
in the facilities' common areas; and music lessons for girls' dorm residents.
University support for the campaign was transformed into a multi-faceted partnership, 
and dormitory residents participated in various activities and seminars. Students of the 
Social Awareness module at Sabancı University visited Kars Merkez Sabancı Dormitory 
for Girls and Sarıkamış Milliyet Dormitory for Girls; in addition, Işık University included 
a Social Awareness module in its curriculum and organized various activities at Mardin 
Milliyet Dormitory for Girls. In cooperation with the Turkish Family Health and Planning 

The campaign is the brainchild of Doğan Gazetecilik's Honorary Chairwoman, 
Hanzade Doğan Boyner. Many institutions have provided support by building 
dormitories and classrooms and giving scholarships in 15 top priority cities in the 
campaign's rst phase. Doğan Gazetecilik also contributed TL 1 million to the 
campaign. In eight years' time, 33 dormitories and 12 primary schools have been 
constructed by various individuals and institutions, and 10,524 girls have received 
tuition scholarships. Aydın Doğan Foundation also contributed to the campaign by 
having ve girls' dormitories built; these dormitories house some 3,500 girls every year.
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5. CONNECTIONS AND NETWORKS  

4.3. Objectives:
ü Organizing Training programs for school managers and girls,
ü Organizing social activities for girls, 
ü Networking with the donors to support the project,
ü Disseminate the project by Newspaper and articles

4.4. Results and outcomes: 
Week-long training programs are conducted annually in Istanbul for dormitory 
administrators and teachers on topics that include puberty, residence hall 
management, communication skills and budget management.
Girls' dorm residents participate in an annual competition for their artistic and cultural 
advancement. The competition is held in the categories of painting, poetry and essay 
writing. The top-ranking students are invited to a ceremony held in Istanbul where they 
are presented with their awards.

Several provincial governorships, Limak Holding, Hacı Ömer Sabancı Foundation, 
Turkish Union of Chambers and Commodity Exchanges, Metro Group, Garanti Bank, 
Enka Foundation, Oriame and Siemens have made various contributions ranging 
from building dormitories to granting scholarships for girls. The fact that over 300,000 
individuals have made donations totaling more than TL 35 million is a clear indicator 
that the campaign has garnered the widespread interest of the Turkish public.
Families are known to have been inspired by news articles about the campaign and as a 
result have decided to enroll their daughters in school. School administrators who 
participated in the training programs have paid visits to many villages and urged 
families to send their young female members to school. In light of such widespread 
anecdotal information, many more girls have had the chance to obtain an education 
through the indirect effect of the campaign.

5.1. Identication of Stakeholders (list of stakeholders)

ü Several provincial governorships, 

ü Limak Holding, 

ü Hacı Ömer Sabancı Foundation, 

ü Turkish Union of Chambers and Commodity Exchanges, 

ü Metro Group, 
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6. IMPACT AND CONTRIBUTION TO THE COMMUNITY 

7. SUPPORT STRUCTURES 

6.1. Shared vision: 

Is  there a specic expl ic i t  v is ion that al igns the organizat ion with 
community/stakeholders visions?  Describe it briey. 
We set out an aim of providing education to all girls in Turkey. We have had so much 
support from Turkish people, and have reached tens of thousands of girls. We were a 
topic of conversation in Europe. Not only had we pointed to the inequality against the 
girls in Turkey, but we also do a good model that has serves towards the solution of this 
problem. Everyone has their duty to promote Turkey appropriately to the world.

6.2. How value has been contributed to the community and Stakeholders, 
beyond the core business? 

ü Benets to the community: 
ü The literacy rate will increase between girls,
ü Benets for Stakeholders: 
ü Corporate Social Responsibility and its important will be underlined and remind them 
to their responsibility through the society
ü Internal Benets: 

Reputation will increase, Social policies will gain importance. 

ü Garanti Bank, 

ü Enka Foundation, 

ü Oriame and 

ü Siemens

5.2. How have they been engaged?

Numerous individuals and institutions have given their enthusiastic support to 

the “Dad, Send Me to School” initiative.

7.1. Resources employed:

ü Cost (�)

ü Human resources

ü Time

ü Other resources and assets
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8. REPORTING AND COMMUNICATION STRATEGY

9. IMAGE AND BRAND

10. MEASUREMENT AND LEARNING

9.1. How has the image and brand of the organization been improved?
'Baba Beni Okula Gönder' ('Dad, Send Me to School) education campaign of 
Doğan Media received an award in 'Press and Social Responsibility' category…
'International Achievement Oscar Awards' ceremony of Tourism and Promotion 
Platform took place on Saturday. Awards were distributed in 25 different categories 
during the event. 'Baba Beni Okula Gönder' ('Dad, Send Me to School) education 
campaign of Doğan Media, which was launched 6 years ago and has been widely 
acclaimed, received an award in 'Press and Social Responsibility' category. The award 
was given to Hanzade Doğan Boyner, Deputy CEO of Doğan Holding.

10.1. Measuring system 
N/A

10.2. Learnt lessons: 
The importance of corporate social responsibility is utilized during the project life. 
More stakeholders involved in the project. 

10.3. Repeatability/transferability of the experience
This initiatives can be applied all Turkey with not only by Large cap companies but also 
with SMEs.

8.1. Standard reporting: 

Training data has been used for the reporting. 



INTERVIEWS

This part of the analysis includes 
a series with interviews with 
professionals that are running 
CSR project. From each of the six 
countries were selected three 
professionals in the area 
analyzed in the document: VET, 
social entities and SMEs.
The interviews are aiming to offer 
a better understanding on CSR 
tools used in different 
organization, to analyze in depth 
the tools used, the goals, the 
impact on the community and to 
nd out their opinion on CSR 
trends.
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GCN Consulting GmbH 

1.GENERAL INFORMATION

Name and Surname of the person: Dr Rudolf Luerzer
Organisation's data: 
Scheffelstrasse 8, 6900 Bregenz/Austria
Tel.: +43 5574 64 240
Mob.: +43 676 947 2364
eMail: luerzer@gcn.at 
http://www.gcn.at 

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there?

Mr. Luerzer is managing partner of GCN Consulting, a consulting company 
specializing on two main work areas:

ü The direct insurance and reinsurance industry in Germany, Switzerland and 
Austria. GCN Consulting does a lot of work in the management elds of: 
strategy, restructuring, post-merger integration etc.;

ü In the eld of managing work life balance of employees. In this area of 
consulting GCN Consulting is ofcial partner of the Austrian Ministry of 
Families, Senior Citizens and Women.
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2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels? 

In the Insurance Industry GCN Consulting is working on a state and international level. 
The most important goals in this segment are to nd niches in which GCN Consulting is 
able to develop and maintain a competitive advantage.
In the eld of work-life-balance consulting, GCN has the goal to expand this activity all 
over Austria and to become a major player. An expansion across Austrian borders is not 
possible because of national accreditation bodies in other countries that make a 
market entry in Austrian based company almost impossible. 

2.2. How do you think enterprises can contribute to them? 

In the eld of CSR, GCN Consulting as a consultant can have a huge impact on the way 
organizations deal with CSR, especially in the eld of personnel and HR politics. 
Examples are as following: 
ü How does a company promote women? 
ü Which mix between younger and older employees shall be achieved? 
ü Which concepts are in place that guarantees that the experience of older employees 
is transferred to younger colleagues? 
ü Which concepts are in place that help employees with family duties (e.g. young 
children in the family,) to manage their duties in the company AND in the family in an 
optimum way? 

2.3. In which elds do you think enterprises and social entities could have 
common goals? 

On a rst glimpse there are a lot of conicts between the goals of social entities and 
private companies. If one looks at the topic from an integrated perspective there are 
some areas, in which the goals can be driven in the same direction. For example: 
ü The company uses the skills of experienced older staff to promote younger 
employees. This has impact on the social goal of having older personnel longer in the 
work process because it can be achieved easier; 
ü The company offers help for female employees in the eld of childcare. Therefore, 
women will come back earlier into work after giving birth and they will have the chance 
to earn wages which are the basis for their old age pension; 
ü There are a lot of other initiatives that can be undergone to bring together goals of 
social entities and private enterprises. 
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3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social fabric? 

We are not aware of a systematically managed dialog between companies and 
social institutions/government bodies in this area. However, there are punctual 
activities like conferences that address this topic. 
Concerning the specic CSR, goal of work life balance Germany and Austria 
promote an audit for companies. Based on this framework, companies can apply for 
a certicate that states that the company sets relevant measures for their employees 
to balance their corporate and family duties. 

4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your 
own Organization is taken in order to make a positive impact in your social 
context? 

We do not have an organized approach to this topic but we are condent, that our 
eld of consulting is very important and our clients focus on this topic. 

4.2. What else could be done? 

As mentioned above, we try to grow our activities in the CSR eld. The more clients 
we get, the more multiplication effects we will have. 

5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? What can be done to improve their training? 

In many western European countries, the topic of CSR is well established. However, 
there is a tendency, which in times with economic difculties, companies do not 
focus on this eld as much as needed. It is therefore a key necessity that HR 
personnel should have as clear target to focus on CSR. 

5.2. How do you think CSR could impact on companies' bottom line and 
nancial results in a mid-term and long-term? 

In a short time perspective, some investments will produce a negative impact, 
affecting the balance sheet but on long term view, the impact of CSR policy will be 
positive for the company.
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6.REPORTING AND COMMUNICATION STRATEGY

6.1. Which strategies could be used for improving CSR communication? What 
are companies doing to give a positive impact in society? 

As mentioned above by Mr. Luerzer, a broader set of Certicates in the eld of CSR 
will have a positive impact. Where this is not sufcient, there have to be established 
legal measures as well. Also, media will play an important role as well. 

7.MESUREMENT AND LEARNING

7.1. Which difculties do you think companies nd in order to implement CSR 
actions and to monitor their impact? 

ü Lack of knowledge on the positive impact of CSR measures;
ü Lack of clear objectives. 

8.NEW TRENDS

8.1. What do you think is next on CSR? 

I have no clear picture. Instead of creating new trends, it will be necessary to take 
action in the elds already identied.
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1.GENERAL INFORMATION

Name and Surname of the person: Nikolay Kostadinov
Pozition: Manager

Organization's data
 Address: 1, Izgrev str.
 City: Kostenetz city, Soa region, Bulgaria
 Mail: nikolay@alena.bg
 Tel: 00359 899 269 413

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there? 

My name is Nikolay Kostadinov, I am the owner and one of the managers of 
Fireproducts Plam Bulgaria.
It is a Bulgarian factory that produces and sells various re products: for replaces, 
barbecues, etc. Production and sales of ignitable and heat transfer products. 
Fireproducts Plam Bulgaria Ltd is currently a 100% privately owned joint-stock 
company. The vision of the company is to be a leading performer in the country of 
various types of chimney lighters and BBQ, replace briquettes, disposable BBQ, 
impregnated briquettes BBQ by implementing the latest technical achievements and 
continuous improvement of management system quality, health and safety, 
environmental and social responsibility. 
The company's production is well known in many European countries. 

2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels?

To foster the regional development, to speed up the economy, to boost competitiveness 
of the Bulgarian businesses – these are our main goals on all levels.
The management of our company understands its role in achieving these goals, in 
obtaining the international standard concerning social responsibility and decent work 
conditions. SA 8000 is rst standard, implemented in the company.
In general, Fireproducts Plam Bulgaria Ltd aims to improve its social responsibility and 
to do its fair share in the community by ensuring fairness in the workplace, outlawing 
discrimination. The company's concern for social responsibility is reected in its pay, 
pensions and healthcare.

mailto:nikolay@alena.bg
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2.2. How do you think enterprises can contribute to them? 

During the certication process our organization's team worked efciently and fast 
showing good dedication to the importance of integrating the Standard into the 
management practice and good understanding of the Standard's requirements.
Documentation of SA 8000 management system of company consist of manual, 
procedures, work instructions, forms and the management is regulated according to 
the requirements in the manual. The social responsibility policy with strategic goals and 
objectives  is documented in the manual. It is distributed to the employees of the 
company. Also the policy and the social commitment have been sent by email and post 
to all suppliers and interested parties. The web site of the company is in preparation 
and soon the policy will be published there.
We observe all requirements of the Standard and thus we provide our employees with 
decent and safe workplaces. We have a list of suppliers and a plan for monitoring them. 
The criteria for selection of suppliers are set to be the following: respect for human 
rights, freedom of association, environmental and OHS responsibility, remuneration, 
compliance with legislation requirements, etc.
We distributed our social accountability policy to all interested parties through ofcial 
letters: Municipality Kostenets, Kostenets Police, Labour Bureau, etc. 

2.3. In which elds do you think enterprises and social entities could have 
common goals?

I am not that experienced in this eld but in my opinion we can work on joint projects 
that will allow us to combine our strenghts. Ex., management of our company would be 
interested in a joint project aiming to enhance the competitiveness of the Bulgarian 
business and namely, of our factory through technological innovation (which will be our 
part in the project) and human resources development (training can be provided by 
skilled social entities or VET). 
Enterprises and NGOs can nd their joint initiatives in public benet, however in my 
opinion it is rather a big company that will be more helpful in those cases.
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3. CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social fabric?  Which ones do exist? How could they be improved? 

This question is not in my knowledge. 

4. IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social context?  
What else could be done? 

As a management company, we committed ourselves with social responsibility to our 
employees. And I dare to say they accept, understood and appreciate this policy and the 
fact that management commitment is obvious. The auditors of the company received 
good impression by the fact that during the audit trail audited employees were open 
minded, friendly and willing to benet from the process. As a team, we presented good 
ability to take corrective actions. We outlined many projects to improve processes and 
to obtain better infrastructure and work environment leading to better staff satisfaction.

5. SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? What can be done to improve their training?
 
We did many steps towards human resources development, we established good 
training procedures and practices; we planned new structural improvements.
We planned constant training activities, team building initiatives and short-term 
courses.
We organized many other initiatives like: risk assessment for all administrative and 
technical staff; control measurements of working conditions: light report and earth 
resistance measurements, noise, temperature, medical examinations for all 
employees, periodical trainings for health and safety at work, etc.

5.2. How do you think CSR could impact on companies' bottom line and nancial 
results in a mid-term and long-term? 

I am sure that the impact will be positive but it is too early to speak with exact gures.
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6. REPORTING AND COMMUNICATION STRATEGY

6.1. Which strategies could be used for improving CSR communication? That is, 
to explain better what companies are doing to give a positive impact in society.
 
One of the main communication principles we respect reects our relationship with our 
suppliers. Fireproducts Plam Bulgaria Ltd expects from its suppliers (subcontractors) not 
to use discrimination in hiring, compensation, access to training, promotion, 
termination or retirement based on race, national origin, religion, age, disability, 
gender, union membership or political afliation. In a nutshell, we expect the same 
social responsible behavior from our partners as we do. 

7. MESUREMENT AND LEARNING

7.1. Which difculties do you think companies nd in order to implement CSR 
actions and to monitor their impact? 

I don't think we have any signicant difculties.
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PORTUGAL
Smatwatt

1. GENERAL INFORMATION

Nane and Surname of the person: Tiago Santos

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there?

Tiago Santos, Master in Electrical and Computer Engineering at FEUP, where he made 
the nal 1 year dissertation on the topic of "Wind Power Models based on data mining". 
Director at Smartwatt Intelligence, developing research in the areas of renewable 
energy, energy efciency, forecasting and optimization techniques applied to energy 
Smart Grids and electrical power systems.

2. STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at state, regional and/or local levels?

The focus should go to the reduction of waste in all processes and phases of the 
production chain.

2.2. How do you think enterprises can contribute to them?

Enterprises can apply the continuous improvement process and analyses their 
production chain in order to evaluate the possibilities to achieve these goals.

2.3. In which elds do you think enterprises and social entities could have 
common goals?

In the consumer behavior.

3.  CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social fabric? Which ones do exist? How could they be improved?

No. They deal with different topics and suing different approaches, so the possibilities 
are low, especially with the current nancial issues.



4. IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social context? 
What else could be done?

We continuously work having these goals and philosophy in mind in all our daily 
activities and together with all our stakeholders.

5. SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? What can be done to improve their training?

No. CSR is not incorporated at all in the human resources mindset. Awareness actions 
are just the rst step to be taken.

5.2. How do you think CSR could impact on companies' bottom line and nancial 
results in a mid-term and long-term?

CSR could have a strong impact in the nancial results in a mid-term and long-term, 
since it would allow to be more effective, productive and money saving during all steps 
of the working cycle. Companies need to start seeing the main advantages.

6. REPORTING AND COMMUNICATION STRATEGY

6.1. Which strategies could be used for improving CSR communication?

CSR must be teach form the beginning at schools and the CSR attitudes and mindset 
must start at home form the very beginning of the human growing process.

7. MESUREMENT AND LEARNING

7.1. Which difculties do you think companies nd in order to implement CSR 
actions and to monitor their impact?

Mainly the absence of knowledge in this area and then the lack of expertise and 
consultancy that can improve CSR in all the company's culture.

8. NEW TRENDS

8.1. What do you think is next on CSR?

An effective application of the concept to concrete activities and the marketing around 
the results that can be achieved.
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ROMANIA
Avon Cosmetics Romania

1. GENERAL INFORMATION

Name and Surname of the person: Alexandra Maier
Position: CSR Specialist

Organization's data
+4 021 231 25 77 
www.avon.ro

1.1. Please, could you introduce yourself, your Organization and your 
responsibilities there? 

In Avon Cosmetics Romania I am the company's Corporate Social Responsibility 
Specialist, the person in charge of the initiatives that support the Romanian women 
diagnosed with breast cancer or victims of the domestic violence.

2. STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels?

I consider that at this time, in Romania, we cannot prioritize a specic area of 
intervention because there is a continuous need of investments. In my opinion, the 
important aspect for Romania is mapping the needs. The investments made by 
companies in community, most of the time, have at the root the company's possibly to 
contact NGOs or local authorities and rarely the real need. For instance, Avon donates 
to medical centers every year, but the proposal comes from representatives of the 
hospital who know about our campaigns or representatives of the Sales Force who 
indicate us the centers in need. If we would have a map and a clear statistic from the 
authorities we could intervene in the crucial areas and additionally, we could join forces 
with other companies in order to make investments that have higher impact.
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2.2. How do you think entreprises can contribute to them? 

Enterprises can contribute to the community by investing in a responsible manner and 
conducting Strategic CSR, meaning that they synchronize their investments with the 
company's specic. For instance, Avon is the company for women in Romania is the 
leader of the cosmetics industry since 2002, 1 in 8 Romanian women buy the company's 
products and 130.000 citizens are Avon Representatives. Over the last 18 years it is 
estimated that 1 million Romanians have been part of the company's sales force and as 
well as the clients, the great majority of them are women. At the same time, in 
Romania, Breast Cancer is the main cause of death for women and the domestic 
violence phenomena is so prevalent that the authorities are over-whelmed and nobody 
knows the exact number of victims, it is estimated that 1 in 4 women are victims of an 
abuse in their families (physical, social, economic or emotional). Having these two 
aspects in mind and the fact the Avon Reps are in most cases, rst of all, the client's 
friend and they can easily approach even taboo subjects, the Sustainability vision 
focuses mainly on these two problems, developing projects that reduce the incidence of 
Breast Cancer and support victims or potential victims of domestic violence.

2.3. In which elds do you think social entities and enterprises could have 
common goals? 

I think every company must identify the main problems where their principal 
stakeholders need support, transform them into a social cause and cooperate with 
social entities in order to resolve it or at least improve it.

3. CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities? 

I consider that any opportunity to discuss about these problems is welcomed, but 
ideally, the authorities would organize at the beginning of each year a gathering with 
key stakeholders were this dialogue would  imply the main actors (companies, 
authorities and NGOs). For instance, the ministry of Health could invite these entities to 
a discussion where they would present their plans for the following year, the main 
causes of disease in Romania, what has changed in the previous year, and where 
exactly the support of the companies is needed.
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4. IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social context?

For Avon Cosmetics sustainability translates into a long term commitment to make the 
world a more beautiful and healthier place through its products, people, environmental 
implication and philanthropy. We empower millions of women around the world 
nancially through our earnings opportunity and support their health and safety 
through the Avon Breast Cancer Crusade and Avon's Speak out against Domestic 
Violence initiative. the three citizenship responsibility pillars are: People (with a focus 
on empowering women, especially through Avon's business model); Philanthropy (with 
a focus on ending breast cancer and domestic violence); and Environmental 
Sustainability (with a focus on reforestation and minimizing the footprint). Avon 
Cosmetics Romania, implements these three pillars, areas where, the company, 
through its business model and its industry could bring the biggest support. (People and 
Environment since 1997, when the company was launched in Romania and 
Philanthropy since 2002). In the last 13 years, Avon Romania invested 2.8 million $ in 
projects that reduce the incidence of Breast Cancer and support victims or potential 
victims of domestic violence.
As I mentioned before, Sustainability vision focuses mainly on the social perspective, 
developing projects that reduce the incidence of Breast Cancer and support victims or 
potential victims of domestic violence. But the other 3 pillars of Responsibility 
(Workplace, Marketplace and Environment) are also closely managed through:

 Workplace: Financial and Non-Financial Benets for employees in the 
following areas: Health(annual screening for early detection of breast cancer, 
psychological counselling, sport discounts, daily portions of fruits), Banking 
(conventions with different banks and insurance companies), Well-being (Free library78, 
Reduced fee to the cinema, Convention with traveling agencies) and Personal 
Development program, It's about you, a program apart of the main training one, based 
on performance and professional development, a program that offers workshops to all 
the employees on non-business topics such as work-life balance and how to gain 
healthy habits in your life that attract 57% of the employees. In addition, there are 
permanent consultations with the employees79 representatives for improving the work-
conditions.

[78]Partnership with Bookster, a company that lend books to the employees every two weeks
[79]It's about you program results for 2014.
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          Environment: Globally, Avon has a longstanding commitment to managing our 
environmental footprint. We address key impacts across our business enterprise and 
focus on continuous improvement, with particular emphasis on the areas that are most 
important to the company and of importance to society and the planet: Operations,
Material Use & Packaging and Reforestation of the Brazil's Atlantic Forest and 
Indonesia's Tropical Forests. In the Romanian subsidiary, the environmental implication 
focuses on operations and material use (even though the goods are not produced here, 
Chiajna center is the distribution center for 5 countries in the region); the reforestation 
activities are supported once a year where in the Brochure we promote this cause and 
sell a special social product instead of the other two campaigns.
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5. SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies?
 
Due to the fact that we do not have an academic degree in CSR, I think that we deal with 
different perspectives on what CSR should do and by whom. On the other hand, it is a 
domain where interaction with different specialists and entities is vital, and with people 
that are having different background this becomes a strength. I felt the need to be 
trained in this area and the improvement was clear, still, I think the best way to learn 
continuously is to form a community of CSR specialists that share best practices and 
challenges.

6. REPORTING AND COMMUNICATION STRATEGY

6.1. Which strategies could be used for improving CSR communication? That is, 
to explain better what companies are doing to give a positive impact in Society?

I can only speak for the organization I represent and here, I think we must offer a lot 
more attention to the stakeholders' feedback and continuous communication of the 
results.

7. MESUREMENT AND LEARNING

7.1 Which difculties do you think companies nd in order to implement CSR 
actions and to monitor their impact? 

As I mentioned before, the need of a clear vision on the areas where we should invest 
would lead to CSR actions with higher impact, also to monitor the impact I think it is 
importat to set clear objectives together with the partners who help us implement the 
projects and conduct complex mid-term and nal follow-ups.

8. NEW TRENDS

8.1. What do you think is next on CSR? 

I think the next on CSR is cooperation. Joined forces from different companies in order 
to efcient support of the community.



SPAIN
Secartys

1. GENERAL INFORMATION

Name and Surname of the person: Aintzane Arbide
Post: Director
Organization's data
Gran Via de les Corts Catalanes 774, 4ª planta 08013, Barcelona.
Tel:  +34 93 182 88 00
Fax: +34 93 247 85 61
Email: secartys@secartys.org 
http://www.secartys.org/ 

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there? 

My name is Mrs. Arbide and I'm the Director of Secartys as well as another 3 industrial 
clusters in the elds of solar energy, illumination and domestics.
Secartys is a non-prot making, voluntary organization, founded in 1968, which 
represents more than 1.200 industries in electronics, information and communication 
technologies, professional audio & lighting, leisure and electronic entertainment, solar 
energy and domestics. The association plays a key role in fostering internationalization 
and competitiveness within its members, with the support of the General Government 
and autonomous regional bodies.

2. STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels?

Secartys is a National Organization, so we do not develop different strategies for local 
and regional level.  Our goals operate mostly at the national and international level.  
Our strategy is focused on 3 main axis: 
ü Inorganic growth through the absorption of other clusters;
ü The increase of quality services delivered to the associates;
ü The development of internationally funded projects. 
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2.2. How do you think enterprises can contribute to them? 

Enterprises are at the core of our strategic objectives.  For instance with inside Solartys 

the associate companies provide us constant feedback on their requirements needs 

and market evolution.

2.3. In which elds do you think enterprises and social entities could have 

common goals?  

As a cluster organization, our main responsibility is to respond to our associates. With 

that in mind we propose and promote initiatives to increase the competitiveness of our 

companies whilst maintaining their environmental commitment.  For instance, we 

have developed guidelines and training materials dedicated to eco-design as a 

marketing and sales tool.

In core elds for us such as energy, smart cities or the promotion of environmental 

products we (and our companies) may have common interests but the motivations are 

different.  For instance in the eld of Eco-design the objective of the companies is 

normally based on an economic issue, normally dedicated towards reducing costs and 

providing a marketable added value for the customer. In the case of social entities the 

objective is to provide social benets.  Both typologies of entities may have the same 

end result but the goals and the motivation behind them are different. 

3. CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 

and the social fabric?

I'm not aware of permanent forums; all solutions we have experienced are punctual.  

For instance, conferences, workshops, etc. 

3.2. Which ones do exist? 

As I mentioned, there are indeed conferences and other awareness raising events, I 

cannot provide right now an exhaustive list. 

3.3. How could they be improved? 

I am not sure that a direct contact would be suitable.  Social entities should not appeal 

to the companies' good will but rather work towards the development of a suitable legal 

framework that incentivizes companies to undertake CSR actions
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4. IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your 
own Organization is taken in order to make a positive impact in your social 
context? 

Our organization has not developed strategic actions but rather operational ones 
for instance the selection of “re-insertion” catering providers for our events; the 
development of awareness raising activities on energy issues (especially solar).

4.2. What else could be done? 

I am sure that other issues have been considered by the different managers, 
however they are operational ones.  For instance we are planning specic 
communication actions in schools or the promotion of energy efciency actions in 
various elds.

5. SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? What can be done to improve their training? 
 
Assuming that we refer to the HR departments of SMEs my answer is simply no.  
Many micro and small enterprises do not have such an HR department, thus the 
issue of training may not be considered as viable.  Having said this, any training 
that may take place on this issue should be done always not as for the good of 
society (companies are not governments) but rather keeping in mind the objectives 
of the companies.  Thus any training action should have a clear cost benet 
analysis.

5.2. How do you think CSR could impact on companies' bottom line and 
nancial results in a mid-term and long-term? 

First of all we have to differentiate between compulsory and voluntary CSR.  
Compulsory activities (governmental/legislative) may have a negative impact on the 
bottom line.  Voluntary activities are normally evaluated by companies on a case by 
case and opportunistic approach.  Thus any CSR action implemented voluntarily by 
a company will have to demonstrate positive results on the bottom line, if it does not 
it will eventually be discontinued



264

6. REPORTING AND COMMUNICATION STRATEGY

6.1. Which strategies could be used for improving CSR communication? That 
is, to explain better what companies are doing to give a positive impact in 
Society?

Once again we have to differentiate between the more philanthropic activities done 
by some specic company managers which in many cases do not want any publicity 
and other hand we have companies for which CSR is an integral part of the 
communication and branding. We have seen that many companies in this eld have 
been opting for social media as a way to promote their activities in the eld at a 
limited cost.

7.  MESUREMENT AND LEARNING

7.1. Which difculties do you think companies nd in order to implement CSR 
actions and to monitor their impact? 

ü Lack of knowledge on the motivation; many times it is not clear why these 
measures are implemented.  They do not form part of the core activities of the 
company and sometimes it is not clear what advantages they will bring.  Normally 
the motivation behind many of these activities on SMEs specially is dependent on 
the mood of the SME manager.  This type of situation is not a suitable approach, 
motivation should be clear, and this normally only comes because of an economic 
interest of the company or when there is a legal obligation.
ü Lack of clear objectives; this is associated to my previous point.  If we work based 
on the mood of the director or manager then it is virtually impossible to have clear 
objectives. 
ü Difculties to clearly analyze the cost benet of the potential actions, if the cost 
benet can be clearly carried out the monitoring will be easy.  Once again this is 
related to my previous answers in order for practices to be successful everyone 
needs to know what the costs will be and what benets are expected.  

8. NEW TRENDS

8.1. What do you think is next on CSR? 

I do not know what the new trend will be.  We are seeing signicant developments 
on issues such as smart cities, data availability and transparency.  However in my 
opinion the most important step is the development of a comprehensive and -most 
importantly- clear legal framework that provides both incentives and disincentives to 
companies without affecting negatively their competitiveness. 
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TURKEY
Doln Professional Network

1. GENERAL INFORMATION

Name and Surname of the person: Filiz BÜLBÜL
POST: Halaskargazi Cad. Polat Pasajı Caferbey Apt. No:158 D:95 Şişli İstanbul

Organization's data
Address: Halaskargazi Cad. Polat Pasajı Caferbey Apt. No: 158 D:95 Şişli İstanbul.
City: Istanbul
Tel:  +90 212 230 34 77
Web: http://www.dolpn.com.tr/

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there? 

Dolphin was established in 2004 as a consulting company. It has very experienced staff 
who had worked on very big rms. It services the SMEs on strategic management, 
projects and nancial issues. Dolphin provides consulting to big rms, on CSR eld. It 
has 18 part time and full time staff. Some of them work as free-lancers. 

2. STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels?

The target of Dolphin for the next three years, will be to enlarge the staff team and for 
the next 10 years, the company will focus on enhancing its networks with the 
international companies from Middles East and Europe.

http://www.dolpfin.com.tr/
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2.2. How do you think enterprises can contribute to them? 

SMEs should cooperate with NGOs. Therefore, SMEs could enhance their corporate 
identity. SMEs can obtain substantial opportunities to introduce themselves.

2.3. In which elds do you think enterprises and social entities could have 
common goals?

There is very nice good practice. As well as violence to women sometimes there can be 
faced, violence to children through their parents or schoolmates. Against to these 
violence, UNDP started a social responsibility project. In this project, they prepared 
pantomime show. In the outside, artists as parents reprimanded their child and got 
furious. This upset the viewers. Then they showed a chart to explain violence bad for 
child and everyone. They shared this video in the social media. There are similar social 
responsibility cases that we can see in Turkey. For example, a husband made an act of 
violence to his wife and few people gave reaction. Therefore, SMEs can contribute to 
this type of social responsibility activities in Turkey and Europe.

3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social fabric?  Which ones do exist? How could they be improved? 

For example, textile companies can put emphasis on this subject, they can produce the 
t-shirts with some social messages.  For example, textile companies share their prots 
provided from this kind of selling for training for girls in cooperation with a NGO.

4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your own 
Organization are taken in order to make a positive impact in your social 
context?  What else could be done? 

At Doln, we support these kinds of projects. Together with our staff, we would like to 
work in these kinds of projects as volunteers. We consult SMEs to obtain grant in this 
eld. We also support institutions who work in social responsibility elds.
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5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? What can be done to improve their training?  

üSMEs don't have enough economical capacity to realize CSR studies;
üEven though SMEs want to realize CSR studies, they don't have technical capacities to 
sustain CSR activities;
üThey should be orientated;
üKOSGEB can orientate SMEs on CSR, or trade unions, chambers can orientate them 
and they should establish the mechanism for SMEs for implementation of CSR.

5.2. How do you think CSR could impact on companies' bottom line and nancial 
results in a mid-term and long-term? 

üSMEs' ofcers should understand social responsibility cannot be made only by 
spending some prots on social issue. They could involve their staff as volunteers, for 
example for helping elderly people in their free time;
üAs a café or restaurant owner, they could, sometimes, put a donations box as well as 
tip box to help social responsibility institutions;
üIn Turkey and Europe, wastefulness can happen in the restaurants or hotels. Food 
wasted can be given to people in the need of hygienically;
üThe critical issues is that we should disseminate these kinds of social responsibility 
studies among SMEs and other kinds of institutions;
üThese good practices should be disseminated in the community in order to raise 
awareness on social responsibility among the community.

6.REPORTING AND COMMUNICATION STRATEGY

6.1. Which strategies could be used for improving CSR communication? What 
companies are doing to give a positive impact in society? 

ü Human should consider the other people who are in need of;
üCorporate social responsibility in the institutions can be popularized through 
campaigns;
üTrade unions, chamber of commerce or chamber of industry can establish corporate 
social committee. They can discover the good practice and standardize them in the 
country. They can also make some R&D studies on CSR;
üAt Doln, we also carry out some social responsibility studies like the situation when 
we save our waste and send them to the municipalities for recycling.



268

7. MESUREMENT AND LEARNING

7.1. Which difculties do you think companies nd in order to implement CSR 
actions and to monitor their impact? 

SMEs have difculties to employ specic staff for social responsibility activities. %80 
of SMEs can employ 10 staff or less in Turkey. Managers usually deal with social 
responsibility in Turkey. They prefer to allocate some of their prot for social 
responsibility. They prefer to spend their prot in social responsibility issues instead 
of employing a staff who would be responsible for social responsibility activities.

8. NEW TRENDS

8.1. What do you think is next on CSR? 

ü Child's training;
ü Youth subjects; for example, there are still children beggars;
ü Waste management; actually there is a new trend in Europe as up cycling. There 
are some design ateliers to support up cycling, especially, in textile industry in Turkey 
there are a lot of textile wastes which can be utilized for creating child toys which 
are normally very expensive. There are many similar wastes in Turkey
ü We can utilize broken ceramics;
As well as these, to establish a strong CSR infrastructure, we could establish a new 
curriculum in the schools as up cycling to encourage children to utilize wastes in 
their lives.
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AUSTRIA
Step2job and Produktionsschule GG/NEBA Netzwerk Beruiche Assistenz

INTERVIEWS: SOCIAL ENTITIES AND CSR TOOLS
Best practices

1.GENERAL INFORMATION

Name and Surname of the person: Gerhard Voitech
Organization's data 
step2job and Produktionsschule GG/NEBA Netzwerk Beruiche Assistenz 
Braunhirschengasse 28, A-1150 Wien, 
Bruck/Leitha, 
Wiener Neustadt

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there?

I am the responsible manager of a social organization and project network 
(step2job, production school Golden Goal within NEBA, a network for vocational 
assistance) in Vienna and Lower Austria, i.e. the East region of Austria. We work 
with around 35 counsellors, pedagogic experts and company mediators, in order to 
provide counselling, training and guidance services for disadvantaged groups in 
our regions, i.e. for long-term unemployed, 50+, women (returners), juveniles, 
mentally disabled etc. We closely cooperate with other social services, public 
authorities, other providers, employment services, but also with companies and 
(potential) employees.

2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in 
your territory, at a state, regional and/or local levels?

Supporting the groups I have mentioned above, especially to integrate into society 
and labor market, if possible the rst labor market and of course, to take care of 
CSR issues.

2.2. How do you think social entities can contribute to them?

It is our core mission in fact. The quality of our staff is crucial. Also our constant 
networking with cooperation partners and stakeholders. Projects need to be result-
oriented. So, constant monitoring and evaluation are very important.
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2.3. In which elds do you think social entities and enterprises could have 
common goals?

Sustainability (on different levels) has become a common issue. Especially now, in 
times of economic challenges. For bigger companies, CSR seems to be more 
inherent, in many cases. We sometimes nd reason to believe that in SMEs these 
common goals are not as evident, although they do exist.

3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities?

In some of our projects, various kinds of dialogues, as you call them, are explicitly 
foreseen. Naturally, it is often not easy to put this into practice. Many companies 
lack in time, money, focus on this. It is always good to make good practices 
transparent, following the principle of “doing something good and talking about it”. 
In our case, for example, we publish “success stories”, i.e. successful cases of having 
(re-)integrated clients into the labor market, of having reached satisfaction also with 
companies/employers. Sometimes the activities we implement, stimulate the 
dialogue and lead to better and more fruitful communication.

4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your 
own Organization is taken in order to make a positive impact in your social 
context?

 We have some communication initiatives among our networks; internally, we have 
a clear environmental-friendly policy on waste management issues; as well as on 
social policy, especially for stafng and recruiting (e.g. anti-discrimination statutes).

4.2. What else could be done?

It always depends on resources; time and money are not enough for many of us; in 
general, I would say, the more reality-based on practice-focused things are, the 
better it is.
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5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies?

In the social sector in Austria, basically yes – in other sectors, there is potential to be 
improved, if I may say this cautiously.

5.2. What can be done to improve their training?

Clear and practical examples- as I said before.

6.REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general? How 
could it be improved?

It could be improved by showing good examples of others, establishing platforms 
especially online; we do nd some in Austria, but there could be much more.

7.MESUREMENT AND LEARNING

7.1. How do you think monitoring and learning in CSR company practices can be 
improved?

I can be improved by dening clear goals, and making follow up, also with external 
experts. It would be better if there were funding for respective evaluations, so there 
would be no additional costs for companies.

8.NEW TRENDS

8.1. What do you think is next on CSR?

Maybe there will be even more international activities; there are a lot of Austrian 
organizations involved in European initiatives and projects. So I think we can take good 
ideas, for example, from Scandinavia.
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BULGARIA
Bulgarian Charity Aid Foundation

1. GENERAL INFORMATION

Name and Surname of the person: Elitsa Barakova
Position: Executive Director

Organization's data
Address: 65, Vitosha str.
 City: Soa
 Mail: elitsa@bcaf.org 
 Tel: 00359 2 987 1574
 Web:  www.bcaf.bg

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there?
 
My name is Elisa Barakova, Executive Director of the Bulgarian Charity Aid Foundation. 
The organization was created in 1995 and soon became one of the leading Bulgarian 
foundations. It was launched with the support of Charity Aid Foundation – UK. BCAF is 
an expert organization, working for development of a modern charity and strong social 
sector (NGOs). In order to achieve its goals BCAF supports businesses to succeed in 
their social projects. It helps individual donors to make secure donations easily. And last 
but not least, BCAF supports NGOs to increase their resources and efciency.
BCAF is a part of the world network of Charity Aid organizations with a headquarter in 
UK. Charities Aid Foundation UK is an exceptional organization with a huge 
contribution to communities' development all over the world. It achieves its goals 
through sustainable cross-sectorial partnerships, advocacy, close work with 
governments, grant-making and services for donors.

2. STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels?

üWe must give priority to the educational reforms in order to obtain employment and 
to overcome social exclusion;
üWe need to encourage the privatization of municipal services, to introduce new 
mechanisms such as social negotiation, voucher models, etc.;
üWe need more control over the impact of EU funding, than over activities and 
expenses. 

mailto:elitsa@bcaf.org
http://www.bcaf.bg
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2.2. How do you think social entities can contribute to them? 

If the government listened to the social entities, the situation would have been 
different. 

2.3. In which elds do you think social entities and enterprises could have 
common goals? And with VET centers? 

VET Centers must conform to labor market when they work with their trainees. They 
cannot teach the same things to the public authorities and the businesses. We need 
people for the agriculture – but nobody trains them. VET Centers provide training which 
are not adequate to the economic situation.
Social entities must help the businesses to free them from the local authorities' 
harassment (pressuring them to get more money or otherwise they withdraw their 
licenses)
Social entities must act as companies 'partners! 

3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities?  Which ones do exist? How could they be improved? 

There are some associations that really work.  However, NGOs are not invited to take 
part in the dialogues. NGOs must be everywhere: in the commissions and working 
groups in the ministries, in the programs, etc. What we really need is an exchange of 
expertise.

4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social context?  
What else could be done? 

ü We help companies to understand what are the Regulations concerning non-
nancial reporting: it means important nancial information is included in the annual 
report which is related in particular to environmental, social issues, respect for human 
rights and the measures  against corruption. BCAF demands that corporate social 
responsibility reports to be oriented towards results and impact, not to be a list of 
activities. It means that the companies must know the project cycle logic – but a few of 
them really do.
ü We help companies to identify specic needs in the regions. We help them to 
start nancing some services for children, for instance, and to work with local 
authorities so that the same services to be mentioned in the local development plans 
and to be sustained through state or local budget via contracts with private service 
providers.
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ü We involve the social entrepreneurs in a forum. It is an intermediate sector 
between business and social entities. Up to now, a lot of money has been spent to 
create social enterprises owned by local authorities (municipalities) and we don't 
accept this approach. We hope that the new EU programs will change this and will work 
with NGOs. We are organizing a coalition and we are undertaking a lot of advocacy 
initiatives. Our goal is to obtain support to the real social entrepreneurs, to increase 
their popularity. 

5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? What can be done to improve their training?  

The training must be closely connected with something very specic otherwise it will be 
without any results. There was an idea to launch a master program in Corporate Social 
Responsibility Policy but it failed. And no – I don't think that human resources are well 
trained to implement Corporate Social Responsibility policies. Trainings are one of the 
possible tools to raise the human resources capacity but not the only one. There are as 
well exchanges, joint projects, etc.

6.REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general? How 
could it be improved? 

It is not accessible because it is not clear enough.

7.MESUREMENT AND LEARNING

7.1. How do you think monitoring and learning in CSR company practices can 
be improved? 

Yes, there is a big place for improvement. In general, companies don't plan very well 
their corporate social policies. First of all, they don't foresee results indicators: what has 
been changed and what is the impact. Usually companies are interested in 
performance indicators: how many people we will train-invite-feed-whatever…
How do you expect to obtain a good result evaluation without the right indicators – they 
don't know what to monitor, what kind of information to collect, etc.

8. NEW TRENDS

8.1. What do you think is next on CSR? 
CSR is beginning to affect social entities and companies, by receiving these trends from 
London and USA. Till now, we are still waiting for it and we see only some simple 
projections. Even multinational companies have to learn more.
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1.GENERAL INFORMATION

Name and Surname of the person: Marta Grilo
Post: Sociologist

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there?

I have a degree in Sociology. I worked in a local association, non for prot for migrants. 
The main responsibilities are related with the support and social inclusion of this target 
group, promoting the access to services necessary for their inclusion, supporting their 
professional and educational integration.

2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels?

It is urgent to strengthen the socio- economic, cultural and environmental development 
of the territories. In this sense, the goals should focus on promoting social dialogue 
between local actors, exchanging of sustainable development good practices between 
institutions and promote justice and solidarity.

2.2. How do you think social entities can contribute to them?

Social entities can contribute by supporting social entrepreneurship, new forms of 
investment, involving experts and experiences of social and solidarity economy.

2.3. In which elds do you think social entities and enterprises could have 
common goals?

And with VET centers?
Education and Training, Ethics and Social Responsibility, entrepreneurship, resources 
management, gender equality.
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3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities? Which ones do exist? How could they be improved?

Increasingly we are witnessing sharing of experiences, projects and good practices 
between enterprises and social entities. But still there is space for improvement 
through more and better partnerships and share of common goals between 
companies and social institutions.

4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your 
own Organization is taken in order to make a positive impact in your social 
context? What else could be done?

ü Involving the community in local activities and events; 
ü Promoting training opportunities aiming to enhance the individual's 
awareness on social, environmental and economic issues.

5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? What can be done to improve their training?

No. Often, the implementation of CSR policies is at the company's highest levels 
without engaging all the human resources in the implementation, which often 
creates difculties the understanding of what social responsibility is.

6.REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general? How 
could it be improved?

N/A*

*Not publicly available in the research time
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1.GENERAL INFORMATION

Name and Surname of the person: Doris Stroiescu 
Position: Social Enterprise Manager

Organization's data
 +40 (0) 735.854.167 / +40 (0)745.502.045
www.viitorplus.ro 
www.atelieruldepanza.ro 
www.recicleta.ro 

1.1. Please, could you introduce yourself, your Organization and your 
responsibilities there? 

Viitor Plus – Association for Sustainable Development was founded in 2006 by three 
founding members, all Romanians, Tea Marina Gabriescu, Mircea Ilie and Teodora 
Palarie. As the name states, Future Plus wants to promote responsible behavior, so 
as to teach the community and those who interact with the company what 
sustainable development means.   

7.MESUREMENT AND LEARNING

7.1. How do you think monitoring and learning in CSR company practices can 
be improved?

With more training opportunities and awareness events to all company human 
resources.

8.NEW TRENDS

8.1. What do you think is next on CSR?

Communicate and disseminate social responsibility practices and benets in a 
simple and accessible way for everyone. Also the cost associated to this practices it 
is an obstacle for a greater implementation of social responsibility in companies, 
especially the private ones.

http://www.viitorplus.ro
http://www.atelieruldepanza.ro
http://www.recicleta.ro
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ViitorPlus has many projects – in the sustainable development department the NGO 

works to help with the Afforestation in the Southeast area of Romania, in counties with 

large forestry fund decit (less than 5% of forest area). Just last year, ViitorPlus has 

handed over a new forest (Children Forest). Other ViitorPlus projects: Recicleta, 

Atelierul de Panza. 

In 2009 Atelierul de Panza was founded. Why? Because we wanted to prove that 

sustainable development can be done respecting social equity, being environmentally 

friendly and eventually having a business (achieving an economic objective). In 2011 

the project has evolved to become an independent company, in this moment "Atelierul 

de Panza" is an LLC like any other company in Romania, but due to some specics we 

can say that social responsible economic activity is carried out, this is the result of the 

following reasons. First of all, the main shareholder of Atelerul de Panza is ViitorPlus. 

This means that when the company will reach prot, the dividends will go to support the 

main mission of Viitor Plus. 

Atelierul de Panza produces canvas bags that are meant to replace plastic bags. Plastic 

bags are huge polluters and also cannot be recycled in Romania. So far there have 

been about 80 000 organic 100% cotton bags produces.  

On 2014, we concluded on 0 which meaning we became self-sustained

2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels?

For Atelierul de Panza, we expect to gain more money from the remnants of recyclable 
textile waste products (the leftovers of those materials which are unused) up to 50% 
from the total production in the next ve years.
A distinct line of authentic cotton T-shirts for which we would also obtain a POSTDRU 
nancing. 
The instruction of the young pupils from the gymnasium on a special curricula focused 
on environmental issues.

2.2. How do you think social entities can contribute to them? 

We are ready to discuss with social entities/companies about the social businesses 
initiated by us and provide advisory activities for any other entity disposed to check off 
the same criteria.
Of course, these entities are able to help us too, for example the recruitment part for 
which we appeal each time to new organizations in order to integrate new beneciaries 
in the project (people coming from different vulnerable categories), it is also necessary 
some training support (for example in dressmaking) where we can send our employees 
to this type of programme, therefore we can clearly cooperate and this is what we are 
doing and what we keep doing. A big part of the orders we have for the Atelierul de 
Panza come from organizations. It is important that our social entities mutually support 
each other. 
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2.3. In which elds do you think social entities and enterprises could have 
common goals? 

We always have common objectives, actually we cannot exist without the support of 
corporations, on the another hand, a CSR program planned by a company has some 
clear objectives, but each time it has to be implemented together with the partner from 
the NGO community, because otherwise it cannot be realized. So, some people have 
the budgets and the ideas and the others have the practical skills to organize those 
projects and to adjust and advise the company about the way in which the project 
should be put into practice. Most of the times, the NGO knows the community needs 
better than the company – who knows what it has to check off. There has to exist a 
manner by which to collaborate. 

3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities? 

A dialogue certainly exists, maybe not at the level that we wish, but rather in a 
preliminary phase. It is not necessarily due to the lack of interaction between the NGOs 
and corporations, it is associated with the economic environment from Romania, the 
way in which even the public authorities perceive the social entrepreneurship activity. 
Because in Romania we don't have a law of social economy yet, it is in the process of 
making, it is debatable, I think that neither the political authorities understand well all 
the implications which this type of law may have. The representatives of the NGO part 
try to lobby for the law of social economy, but as long as it will not be adopted and 
implemented (as it happens in most European countries) we lack at the legislative level. 
Therefore, in the rst place I foresee the role of the public authorities which will later 
publicize the role of this sector.
Until we require the corporations to understand our role, rst the members of the 
government and the public authorities should understand and promote the benets 
and the implications of a social activity. 
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4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social context?

üThe ECO ofce – in this project we organized training sessions, were we taught the 
employees of some corporations what responsible behavior means. And the results are 
starting to show. In this way we contribute at individual/community level. 
üRecicleta- a paper collecting project intended for small companies and for those who 
don't manage to gather enough paper in order to send it to recycling

4.2. What else could be done? 

There are a lot of things that could be done in order to make a positive impact on the 
society. But I think that we should start by teaching the society what social responsibility 
means and what is social responsible behavior as well as its implications.  

5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? 

I couldn't assert that the educational process is not good enough, but I could say that 
people are not oriented towards practical things. I can say that on the NGO part there is 
need of support, especially in what concerns resource optimization, social 
entrepreneurship and sustainability. For the moment there are no qualied people who 
could instruct someone about the way in which a social business should be built, on 
other hand there are thousands of examples of success in this eld. 

5.1. What can be done to improve their training?  

For starters, a training provider should emerge on the market - who should be oriented 
towards practical matters. For example, Erste &Young provided us with a special course 
on social management, which included the part of business, an implementation plan 
and marketing. This training included all the necessary things at the theoretical level 
but was based mostly on the practical part. 



6.REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general? 

They make a much better communication than the NGOs, this is the intended purpose 
of a CSR program. Though I think there are few corporations which are interested in 
promoting a responsible behavior, but those who make the CSR do it well and people 
nd out about them. Lately, there have been many surveys which investigate the results 
of CSR communication and this seems very interesting to me because the corporations 
understood how important social responsible behavior is. I think those who create 
propped CSR program generally do a good job, not just check off some criteria from 
time to time. 

7.MESUREMENT AND LEARNING

7.1. How do you think monitoring and learning in CSR company practices can be 
improved? 

The campaigns they implemented should be consistent, a CSR program cannot be 
implemented for just one year, but rather there should exist a long-term vision no 
matter what is going on in the economic context. 

8.NEW TRENDS

8.1. What do you think is next on CSR? 

I would like to see more initiatives for mutual promotion between companies and social 
entities, for a better communication. For example, I would like to see the bags produced 
by the Atelierul de Panza being sold in a retail store and part of the value of the bag 
being reinvested in ViitorPlus. Other themes which were earlier avoided now should be 
discussed.

281
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SPAIN
Fundació Catalana per a la Prevenció de 
Residus i el Consum Responsable –FPRC

1. GENERAL INFORMATION

Name and Surname of the person: Elena Diez
Pozition: Project implementation manager

Organization's data:C/ Bruc, 91 4rt 1a, 08009 Barcelona
 telf: 93 668 61 07
 mòbil: 653 388 479
 elenad@residusiconsum.org 
 http://www.residusiconsum.org   

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there? 

My name is Elena Diez and I am the person responsible for Project implementation 
in our Foundation.  
The Catalan Foundation for Waste Prevention and Responsible Consumption - 
FPRC- was born in 2005 as a private non-prot. It was promoted by environmental 
and civic organizations in the country with the support and participation of various 
sectors of civil society, government and business. All these organizations together 
found it necessary to have a common tool for addressing environmental issues 
related to waste, resources and energy, bringing together all involved stakeholders 
to achieve the reduction of irresponsible consumption of resources and energy. 

2. STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in 
your territory, at a state, regional and/or local levels?

ü The reduction of Economic and social inequalities;
ü The promotion of a Green economy based on sustainable consumption;
ü These objectives are common to all levels (state regional and local).

2.2. How do you think social entities can contribute to them?
 
Responsible and social entities can only take 2 roles.  The rst one is dedicated to 
informing and encouraging the adoption of measures promoted by public 
administrations and occasionally the “taking over” of specic actions where 
administration cannot take an active role.

mailto:elenad@residusiconsum.org
mailto:elenad@residusiconsum.org
mailto:elenad@residusiconsum.org
http://www.residusiconsum.org
http://www.residusiconsum.org
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2.3. In which elds do you think social entities and enterprises could have 
common goals?
 
Mostly I think that common goals can be found in the environmental eld.  Resources 
are limited and there is a direct impact on costs and long term sustainability.
And with VET centers?  It's difcult to nd common goals here, from my point of view, or 
at least they don't come to my mind. 

3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities?
 
No, not really.  There are very limited spaces and the interest of companies is normally 
very limited.  Which ones do exist? There are a few spaces for dialogue such as the 
Citizens commitment to sustainability 
(http://www.sostenibilitatbcn.cat/attachments/article/413/Commitment_22_UK_web
.pdf). 

3.2. How could they be improved? 

By direct intervention of the public sector to promote this type of activities through the 
inclusion of incentives to enterprises.

4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social context?

Our organization carries out a variety of actions in our day to day activity.  However our 
most important actions during recent times have been focused on the following points:
ü Specic actions towards responsible consumption and waste reduction for 
instance the “no more plastic bags” initiative.  The foundation has been one of the 
promoters dedicated to the removal of plastic bags from individuals shopping patterns.  
We carry out different events and we disseminated related information, as well.
ü Regional strategy of zero waste: we work together with different regional actors 
to reduce the waste being generated in our region as well as the management of it.

4.2. What else could be done?
 
Keep on promoting the activities to target the full value chain of stakeholders.

http://www.sostenibilitatbcn.cat/attachments/article/413/Commitment_22_UK_web.pdf
http://www.sostenibilitatbcn.cat/attachments/article/413/Commitment_22_UK_web.pdf
http://www.sostenibilitatbcn.cat/attachments/article/413/Commitment_22_UK_web.pdf
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5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? 

Our internal resources yes.

5.2. What can be done to improve their training?
  
The demonstration of clear and practical cases the more concrete the better. Real life 
and economically-technically viable examples. We have all access to generic guides 
and simple best practices but when you try to look for more in depth information it is 
difcult to nd.  Training on the more generic issues is now perceived as having little 
added value; trainers need to focus on real life examples substantiated with results, 
processes difculties, etc.

6.REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general?
 
Yes, mainly in case of large companies and not so much for small ones.  I think large 
companies sometimes use CSR as advertising campaigns rather than due to a real 
commitment to it.  We can see many examples where on one side the company is 
congratulating itself as a great CSR promoter, whilst on the other hand many of its 
practices are ethically questionable.

6.2. How could it be improved?

Real full transparency.  Many times we only see the positive because that is the only 
thing being communicated.

7.MESUREMENT AND LEARNING

7.1. How do you think monitoring and learning in CSR company practices can be 
improved? 

The identication of a company´s “champion/responsible” person,  which is really 
engaged and has the power to implement such commitments, is necessary to improve 
not only the monitoring and learning on CSR, but also the accountability of these 
practices, and the correct implementation of them. 

8. NEW TRENDS

8.1. What do you think is next on CSR? 

I don't have a clear idea about it. From my point of view, it's more important to 

implement all actions which have already been studied than developing new ones.
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TURKEY
T.C. Türkiye Halk Oyunları Federasyonu (THOF)

1.GENERAL INFORMATION

Name ans Surname of the person: Mehmet ÇİÇEK
Position: Board Member (2011-2014)

Organization's data
Address: Ulus İş Hanı A Blok D:1010 Ulus/ismetpaşa/
City: Ankara
Mail: info@thof.gov.tr
Tel: +90 (312) 310 65 64
Web:  thof.gov.tr

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there? 

My name is Mehmet ÇİÇEK. I have been a board member in Turkish Folk Dances 
Federation (THOF) between 2011 and 2014. The organization was established in 
2011.  We aim to introduce folk dances of Turkey in national and international 
platforms. We would like to unearth the folk dances stayed hidden in Turkey and to 
protect the culture through giving value to folk dances so that we could contribute to 
youth via avoiding them some bad habits.
We have discovered more than 4000 folk dances which makes Turkey as the riches 
country in the World with its types of folk dances. We have 81 branches, 1362 clubs, 
1332 referees and 58000 licensed dancers. We have committees with academicians 
and 974 trainers.
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2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in 
your territory, at a state, regional and/or local levels?

ü THOF would like to organize projects competitions with more organized, qualied 
level among clubs;
ü THOF would like to train more trainers;
ü THOF would like to make popular less popular folk dances in Turkey;
ü THOF would like to organize international competitions in Turkey;
ü THOF would like to make more academic studies on folk dances.

2.2. How do you think social entities can contribute to them? 

ü Social entities should improve volunteering in the society, especially in the schools 
in cooperation with educational institutions;
ü The capacity of social entities should be improved on making strategy, activity 
plan, establishment staff with right roles through grants;
ü There are some important subjects in Turkey such as environment, social issues, 
education of adults especially enhancing the skills of elderly people, soft skills of 
youth and basic education for girls especially in the Eastern part of Turkey that social 
entities could work on more;
ü Social entity can contribute to develop civic society dialogue in Turkey;
ü Today, one of the most important social issue in Turkey, is related to the high level 
of migration from rest of Turkey to big metropolis. Municipalities and government 
capacity are not enough to cover their needs especially on social areas. Sometimes 
they even cannot cover infrastructure needs for new citizens. As a result, social 
entities should take important roles to prepare them for city life and make them a 
widely respected citizens. In the metropolis, the structure of social entities should be 
empowered. Most of NGOs sometimes remain to the level similar to the one of an 
NGO from village side, which only care about helping village relatives on nancial 
matters. However, they should also care about the social issues and problems of the 
cities where their members live in.
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2.3. In which elds do you think social entities and enterprises could have 
common goals? And with VET centers? 

I think social entities, enterprises and VET centers can have common goals in many 
areas on CSR in Turkey. I can easily say the followings on this issue:
üTurkey should enter to Kyoto Protocol. Employers suspect that the burdens of the 
protocol may cause signicant problems in the economy. These views show that the 
public opinion about Turkey's membership into the Kyoto Protocol could not be 
perceived sufciently. Therefore evaluating the outlook of related departments of state, 
it can be argued that CSR is not located in the governmental actions yet.
üIn Turkey, there are some sectors that we should focus on to carry out CSR studies, for 
example textile sector. The textile sector is one of the most productive and pioneering 
parts of the Turkish economy. Textile products are seen as one of the most signicant 
import goods from Turkey. Furthermore, similar to most of the workers, a signicant 
amount of producers are unregistered as well. Labor unions cannot reduce these 
gures sufciently. Another challenge regarding the employment of unregistered 
workers has been the nancial crisis. Under the nancial crisis, union member workers 
become the rst workers to be terminated. As a result, the number of members in the 
unions decreases. Thus labor unions may lose their ability to bargain collectively and all 
other sanctions and power accordingly.
üBanking sector is one of the sectors in Turkey which continued to expand even under 
the conditions of the global nancial crisis. All the workers are registered and it is one of 
the most closely examined sectors in Turkey. Banks are generally aware of CSR 
applications and their events related to CSR can reach large segments in the society. 
However most of the CSR applications of the banks are related with sole social 
responsibility projects. Even the responsible mangers for CSR present no information 
about basic CSR components. For instance, they are silent about the union rights of 
their workers and the inner workings of corporate events are mostly related to 
collecting subscriptions for philanthropy.
üMedia literacy: Allowing readers and audiences to express their criticisms in every 
channel is useful for both society and the media itself. Society's expectations from the 
media have to be exposed truly and civil society has to be more active in responding to 
the media in order to create a pressure tool for media to function and fulll its duties 
more accurately. Media receives some feedback from society in this respect however it 
is not at the desired level yet. Additionally, Turkish society's use of internet is increasing, 
and it is starting to express itself and have a strong impact on mainstreaming media.
üOne of the problems employers are facing in local media is the lack of opportunity for 
education. 
üThe CSR applications of the media are critically important for its ability to reach and 
create more awareness in public, its ability to motivate change of behavior, and its 
power in reaching the highest levels to seek answers to specied problems. CSR 
practices in the media are mainly in areas such as education, sports, culture and 
environment. Those applications are generally short-term projects like social 
responsibility campaigns and/or sponsorships in the area of sports and culture. 
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3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities?  Which ones do exist? How could they be improved? 

I think there are appropriate spaces among enterprises and social entities. In this sense, 
the meaning of CSR is more than the strict denition related to 'concerns in business 
operations'. CSR is more of an umbrella term which covers principles and 
responsibilities related to business ethics, accountability, transparency, human and 
worker rights, occupational health and safety, gender equality, corruption, 
environmental awareness, social dialogue, etc. With this comprehensiveness, CSR as a 
term can be used in all social dimensions. CSR can be used as a tool to increase the 
democracy effectiveness, capacity development for civil society, or better protability of 
markets with increased socially responsible competitiveness. Hence, there are several 
ndings which can be useful. CSR is an area which is analyzed under different topics 
such as business ethics marketing, public relations and social entrepreneurship. 
Government can conceptualize CSR as an effective understanding for handling the 
negative effects of a global economy and social relations. In this regard, CSR can be 
emphasized as a guarantee for good governance, long term benets, sustainability 
and secured economy. 
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4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social context?  
What else could be done? 

In my organization, we have realized the followings:

ü Free courses of folk dances;
ü Raise awareness on youth about the importance of learning folk dances in order not 
to encourage bad habits;
ü We have supported girls' education in Turkey. We have launched internal campaigns 
for this issue;
ü We organized some seminars on “There is no ages to learn folk dances”. Because we 
believe that especially elderly people should make sports in order to live longer and 
healthier, by learning folk lessons;
ü We believe that folk dances approach people who don't know each other. As a result, 
we organized some workshops to enhance networking and friendship atmosphere in 
the society.

4.2. What else could be done?

As well as above, we consider that we could do the followings in the future:
ü We could organize some internal meetings to discover Turkey's social problems and 
we could discuss about solutions and road map to contribute to solve them;
ü We could improve our cooperation with other types of institutions and organizations 
to express the benets or learning folk dances in the society;
ü We could prepare more dissemination activities on the media about our social 
responsibility activities;
ü We could organize study visits to Europe to disseminate our studies and make new 
cooperation so that we could contribute to solve conicts in Europe through realizing 
folk dances competitions or shows;
ü We could invite our European colleagues to explain how we have a very rich resource 
on folk dances so that we could contribute to alleviate Turkish hostility, Islamphobia 
xenophobia, racism, intolerance in Europe through learning folk dances.



5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? What can be done to improve their training?  

I think human resources are not well trained to implement CSR policies. For example 
the feedback and complaints received in print media are mostly far away from being 
critical; instead, they are focusing only on wrong/missing news or the written language 
of the news. To improve media literacy in society and to control negative effects of 
media upon children, trainings should be given to children, families, employers of 
media and society in general on media literacy. Additionally, Turkish society's use of 
internet is increasing, and it is starting to express itself and have a strong impact on 
mainstreaming media. 

One of the problems employers are facing with the lack of opportunity for training on 
CSR. Seminars, one-day training programs can be organized for employers. 
CSR trainings should be organized based on the subject types as social and 
environmental issues. 

Development of CSR in Turkish academia showed progress but it is still low and behind 
other universities from different parts of the world. Turkish academia should follow the 
developments in the world as more notable universities focus in the area of CSR and 
study CSR by separating it into subheadings. Up to now it has been observed that 
academia follows CSR in practice, but academia should do its own studies and develop 
theories in respect to add value to the development of CSR to have more qualied CSR 
trainings. Also by focusing more on CSR in specied modules, the future leaders may 
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6.REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general? How 
could it be improved?
 
I think in Turkey this situation should be improved. It is not easy to nd information by 
social entities and society in general. Because there is no direct information about CSR 
on the websites of the companies, it is hard to access information. 
An important community involvement objective is to ensure your premises, products 
and services, and communications are free of barriers, enabling all people to use them 
independently, regardless of one's ability, gender, age, ethnic background, etc.  
Businesses can show their commitment to inclusion by welcoming everyone so that all 
community members feel included and have a sense of belonging. It means that 
everyone can actively participate in community life and can be recognized as having 
something to contribute.   
Companies who will capitalize on this trend by making their premises, products and 
communications more accessible, will be able to secure future market opportunities 
and grow their business.
The rst step to advancing accessibility and social inclusion is to adopt a mindset that 
everyone, with this perspective, involve social entities with their members, in 
determining the approach whenever you can.  Ask the customers for their view.   
Contact local community and access groups for their advice.   Technical institutes or 
university departments may be able to help companies with market research and 
product development required to adapt the current suite of products.
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7.MESUREMENT AND LEARNING

7.1. How do you think monitoring and learning in CSR company practices can 
be improved? 

I think monitoring, learning and communicating with CSR company practices are the 
best ways a business can identify its strengths, weaknesses, and areas of potential 
risk. However, stakeholder engagement can be difcult for many small business 
owners, who are often used to making their decisions on their own. Opening to “two 
way communication”, which is the heart of stakeholder engagement, can be made 
easier by keeping initial meetings informal and exploratory, and by following up on 
some of the rst small and practical suggestions. Although many 
founder/entrepreneurs take a paternalistic approach to dealing with their workers 
and staff, they usually are genuinely motivated to improve their business 
competitiveness and morale. Therefore, we have found assistance by third parties in 
setting up discussions and ground rules can help steer clear of defensiveness and 
personality conicts, and focus stakeholder engagement on improvements.

ISO subjects are very useful to monitor the CSR implementations in the companies. 
Accessible route to CSR for SMEs is using the ISO 26000 Seven Core Subjects 4 to 
identify areas of strength, and areas in need of improvement. The Seven Core 
Subjects are: organizational governance, human rights, labor relations, 
environment, fair operating practices, consumer issues, and community 
development and involvement. Taking advantage of the exibility of ISO 26000, 
each core subject can be dened in a way that is relevant and accessible to SMEs. This 
is especially benecial for SMEs since, unlike large corporations, they do not often 
have the resources (nances, staff and time) to undertake extensive CSR initiatives 
across all areas at once. Hence, in order for SMEs to succeed in implementing CSR, it 
is essential for them to set priorities at rst and aim for continuous improvement over 
time. Furthermore, the Seven Core Subjects of ISO 26000 introduce SMEs to an 
overview of global expectations for CSR. Such expectations are often surprising for 
SMEs, as they are more comprehensive than many business owners' prior denition 
of CSR, which tend to center around philanthropy and sustainability initiatives. Once 
exposed, many SME executives notice that they have done something (albeit small) in 
each category and start describing the initiatives. This recognition process is crucial; 
as they see that parts of their business have already evolved to incorporate some 
aspects of CSR, they become more willing to identify and act on gaps between their 
current practices and the CSR goals of the Seven Core Subjects. In another 
advantage for SMEs implementing CSR, their more exible management structure 
allows them to implement substantial CSR initiatives quickly without seeking 
approvals of boards and investors.
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8.NEW TRENDS

8.1. What do you think is next on CSR?
 
I think some social issues would be popular in the following years as follows:
üTransparency: As with technological change, transparency is an irreversible force. 
Reporting and disclosure will undoubtedly continue to grow, driven by ever-lower 
barriers to information access, higher public interest and regulatory changes.
üTrust: The ever-growing impact of business on society means that citizens and 
consumers expect corporate power to be exerted responsibly. As citizens more often are 
skeptical, self-organized and prone to challenge authority, the corporate community 
will have to raise its learning curve on building trust. This means being proactive and 
thorough in how a company views its responsibilities and impacts on society, and then 
showing how it manages operations accordingly.
üCommunity participation: Business is expected to do more in areas that used to be 
the exclusive domain of the public sector – ranging from health and education, to 
community investment and environmental stewardship. Environmental issues are a 
good example of this blurred line. Natural resources are now recognized to be nite 
and under stress. What was once unthinkable is becoming reality: water and even air 
now come with price tags. Companies that collaborate with scientists, civil society and 
public regulators and show early on that they are part of the solution will come out 
ahead.
üAccessing new markets responsibly: Business is moving from resource taker to 
market builder. With economic growth migrating southward and eastward, foreign 
direct investment is becoming more about building and gaining access to new markets 
and less about simply exploiting low-cost inputs. Overcoming barriers to growth, such 
as civil violence, uneducated workforce and unsustainable sources of energy, water, 
minerals and soil is now in the interest of business.
üInitiatives to engage companies: Means for engaging in corporate sustainability 
are plentiful and growing. Initiatives, standards and consultancies are booming at 
national and global levels. These levels are on human rights, labor standards, 
environment and anti-corruption. Many others are producing practical resources in key 
areas.
üClimate change and measurement climb to the top of the agenda. 
üStreet children, violence on women, migration problems, drug addiction and 
unemployment would be on the top agenda of CSR of Turkey.
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1.GENERAL INFORMATION

Name and Surname of the person: 
VET Sector 
Organization's data 
Mariahilfer Straße 8 
A-1070 Wien, Austria 
Tel. (+43)01/5855050 
Fax. (+43)01/585505077 
e-mail: helmut.kronika@best.at  
www.best.at   
1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there? 

Mr. Helmut Kronika, Managing Director and owner of BEST, thus responsible for 
strategic management of the company, overall staff and nancial responsibility. 
BEST was founded in 1990 as an independent Austrian organization for providing 
continuous training, vocational qualication and career services. Our main activities 
include the development of innovative training programs for young individuals and 
adults. Many of these are disadvantaged and show a migration background. Our 
programs are about continuous and vocational training, counselling & coaching and 
activation for job seekers, but also for employees in companies of different business 
and work sectors. Our training schemes are client-oriented and based on both the 
specic needs of the labor market and the participants' individual situations, skills and 
competences, previous experience and life circumstances. 
Our headquarters are in Vienna and we operate six branches in the Vienna and Lower 
Austria region for up to 16.000 learners per year (this gure is for 2014). Our training 
programs for different target groups include own pedagogic and didactic approaches 
and materials, especially for social integration, empowerment, self-reection and 
motivation, as well as ICT based methods.
On a national level, we work with the following strategic partners and clients: Austrian 
Public Employment Service, Vienna Employment Promotion Fund, Ministry of Labor, 
Social Affairs and Consumer Protection and Austrian Development Agency. 
Within our International Projects Department, since 1995, we are very active and have 
been engaged in more than 140 European projects, both as coordinator and partner, in 
the framework of the various EU programs. We currently have a network of more than 
250 international organizations, both public and private, from different sectors, and we 
are focused on networking, exchange of experience and practices, peer learning, 
research and development of innovation, knowledge management, personal and 
professional development. 

mailto:helmut.kronika@best.at
http://www.best.at
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2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels? 

We are mainly active in VET and adult education and counselling services with labor 
market-oriented and labor market policy programs and initiatives. Within this 
framework, we are closely linked to strategic and programmatic decisions of our public 
clients, i.e. Ministries, employment services, training funds etc. These organizations are 
currently confronted with challenging tasks in terms of how to most efciently spend 
public money on (re-)integrating unemployed and/or disadvantaged people, as well 
supporting those who are employed but in need, in the active labor market. As part of 
these programs and initiatives, CSR components like economic sustainability and social 
factors are of course present, but tend to be slightly neglected in times of economic 
crisis and pressure. To our experience, it is most challenging to put things into practice 
and make those who work with our clients on a daily basis aware of respective 
concerns. 

2.2. How do you think social entities can contribute to them? 

We have active networks comprising public authorities, VET providers and social sector 
representatives. These networks ofcially act within joint program design, also for VET 
programs. Sometimes active project partnerships or mutual evaluation processes are 
carried out, for example in the frame of existing ESF-projects (on a national level) that 
comprise VET and CSR elements. This is sometimes not easy, as we start from different 
approaches and follow different strategies. But, on the whole, it is fruitful and 
interesting to cooperate with the 3rd sector, in order to achieve respective results, 
ideally mainly for the sake of our clients and end users, of course. 

2.3. In which elds do you think social entities and enterprises could have 
common goals? 

We often share the same or similar target groups, clients, end users (but as I said with 
sometimes different strategies). The common mission is often that we both want to 
improve people's employability and competitiveness. In our case this is often connected 
to the challenge of having to be most efcient and cost-effective, e.g. in order to 
provide most suitable re-qualication offers. 
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3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities? Which ones do exist? 

As mentioned before, there are institutionalized networks and forums comprising 
both enterprises and social entities, as well as public authorities, training providers, 
and others. For me, the most effective are always concrete projects, where we are 
naturally bound to cooperate, to develop things together, albeit from different 
angles. ESF-projects are one example of this kind. But also other national programs 
that require consortia. It is sometimes risky to remain only on a program level, i.e. to 
deliver headlines and ideas, without sustainably implementing real practices. I 
believe that the actual and consequent involvement of real practitioners, i.e. 
trainers, counsellors, mediators etc., is one key element to overcome this issue. But 
this is true for most projects anyway. 

4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your 
own Organization is taken in order to make a positive impact in your social 
context? 

We have just recently updated our “Leitbild”, i.e. our internal mission statement and 
guidelines, in which CSR issues are prominently included. We want to transfer this 
mission into internal and external communication processes, staff development, 
internal training programs, as well as our relation to clients. 
In general, establishing positive impact in a social context is inherent in our original 
and core activities at BEST. 

5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies?
 
In general, establishing positive impact in a social context is inherent in our original 
and core activities at BEST, so we do sufciently dispose of experts in this eld. 
However, there is always room to improve, of course. I do come across companies, 
including their HR responsible, where I get a somewhat different impression. These 
are from other sectors than ours, however.

5.2. What can be done to improve their training? 

I suggest short, practical and very work and reality-based sessions, i.e. training 
modules provided in different ways. 
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6.REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general?
 
Well, if they are, I sometimes get the impression that this is done for marketing issues 
mainly. But as I said, it does depend on the sector. 

7.MESUREMENT AND LEARNING

7.1. How do you think monitoring and learning in CSR company practices can be 
improved?
 
Good monitoring and learning always starts from a clear denition of what you want 
and which your concrete motivation and plan are behind. This should be done by the 
top management and/or HR responsible, depending on the company scope. 

8.NEW TRENDS

8.1. What do you think is next on CSR? 

In Austria, there is a lot going on in terms of economic sustainability, energy efciency 
in terms of ROI. Top management and/or HR responsible are usually triggered by this. It 
becomes contra productive, however, once there is too much bureaucracy (e.g. on 
certications) involved, which is also some kind of “trend”, unfortunately.
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1.GENERAL INFORMATION

Name and Surname of the person: Rayna Timcheva
Position: Director

Organization's data
1202 Soa, 118-120,. Kiril and Metodij str.
Tel.   +359 2 8137807
Fax +359 2 813 78 00
e-mail: viva@mikrofond.bg 

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there? 

I am Ms. Rayna Timcheva, Executive Director of Microfond Soa Foundation since 
2004. I am managing the 10 regional branches of the Foundation. Microfond Soa 
Foundation (MSF) is a non-prot legal entity working in public benet for the purposes 
of development and afrmation of civil society in Bulgaria. The Foundation licensed its 
VET Center No 20031242/25.02.2004 under National Agency for Vocational 
Education.
The VET Center of Microfond Soa Foundation delivers professional courses as well as 
key competences training courses for adult employees and unemployed people.  

2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels?

Globalization and fast changing economic situation are the main challenges both for 
working and unemployed people.
It is a challenge for us (VETs) as well since we must provide qualitative courses for new 
qualication or pre-qualication and we must take into account what are the main 
needs of the respective region or/and economic sector. It means we must change 
ourselves as fast as the situation changes, to offer new programs, new type of courses. 

mailto:viva@mikrofond.bg
mailto:viva@mikrofond.bg


299

2.2. How do you think social entities can contribute to them? 

A part of the Bulgarian NGOs launched their own VET Centers and they work in the eld 
of adult education. Since the needs of the Bulgarian society for qualication are huge 
(new professions or new aspects of the same profession, or new key competences) the 
state-owned VETs are not able to cover all needs, so the social entities contribute to this 
process.

3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities? Which ones do exist?   

I don't see many cross-points for joint work between social entities and enterprises in 
the Bulgarian society. There are a lot of Bulgarian NGOs providing specialized courses 
for the employees needs and in these cases interests overlap.

4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social context?

There is a huge shortage of entrepreneurial ideas in the Bulgarian society. What our 
organization does,  is our main efforts in the eld of education in entrepreneurial skills 
for newly launched companies.

5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? 

I don't think most of them are aware about the Corporate Social Responsibility policies 
(except for big companies). In general, small companies are not interested in this topic; 
they don't consider it important for their businesses. That is why I think there is a big 
necessity of trainings in social responsibility for SMEs.

5.2. What can be done to improve their training?
  
Unfortunately, the need for such training is not recognized, and companies have no 
interest in investing in this type of training. In Bulgaria, such type of courses could be 
carried out primarily on projects and it seems to me that rather social entities would 
initiate those projects than companies.
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6. REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general? How 
could it be improved? 
I think in Turkey this situation should be improved. It is not easy to nd information by 
social entities and society in general. Because there is no direct information about CSR 
on the websites of the companies, it is hard to access information. 
An important community involvement objective is to ensure your premises, products 
and services, and communications are free of barriers, enabling all people to use them 
independently, regardless of one's ability, gender, age, ethnic background, etc.  
Businesses can show their commitment to inclusion by welcoming everyone so that all 
community members feel included and have a sense of belonging. It means that 
everyone can actively participate in community life and can be recognized as having 
something to contribute.   
Companies who will capitalize on this trend by making their premises, products and 
communications more accessible, will be able to secure future market opportunities 
and grow their business.
The rst step to advancing accessibility and social inclusion is to adopt a mindset that 
everyone, with this perspective, involve social entities with their members, in 
determining the approach whenever you can.  Ask the customers for their view.   
Contact local community and access groups for their advice.   Technical institutes or 
university departments may be able to help companies with market research and 
product development required to adapt the current suite of products.

6.REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general? 

Big companies are interested to inform the general public about their socially 
responsible policies; they usually maintain good sites, they have PR divisions which 
distribute regular information – i.e. the big companies want to be visible and to take 
advantage from their CSR.
This is not the case for SMEs which are the biggest part of the Bulgarian business. 

7.MESUREMENT AND LEARNING

7.1. How do you think monitoring and learning in CSR company practices can be 
improved? 

This question is not adequate for most of the Bulgarian companies. First, we must nd 
the answer of the question “Are there such practices in the Bulgarian society?” and later 
on to try improve those practices (if any).

8.NEW TRENDS

8.1. What do you think is next on CSR? 

The need of CSR in Bulgaria is not realized. It means – there is a “white spot” and a huge 
empty area for work. 
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1.GENERAL INFORMATION

Name and Surname of the person: Vanda Vieira

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there?

Vanda Vieira, Trainer and Project Manager. CECOA is a private training center which 
answers directly to the National Institute for Employment and delivers training only in 
the trading sector.

2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels?

To promote a sustainable development in all areas of society, with special focus on 
social inclusion, employment and lifelong learning.

2.2. How do you think education and training centers can contribute to them?

VET Centers are key players to promote development of the right skills for the right jobs, 
due to their proximity relationship with the companies. They also play a key role in the 
promotion of social inclusion, trough the implementation of training programs 
specically addressed to vulnerable groups, thus contributing for the promotion of 
social inclusion.
On the other hand, VET providers can also contribute for the sustainable development 
by incorporating these principles (at all 3 dimensions: economical, environmental and 
social) in their training offers, thus, raising the awareness level regarding these issues.

2.3. In which elds do you think enterprises and education and training centers 
could have common goals? And with social entities?

In all areas. VET providers cannot be dissociated from the needs to labor market.
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3.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

3.1. From the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social context? 
What else could be done?

The engagement of stakeholders is crucial for VET Providers, in particular those 
belonging to the local community. I guess we could promote more initiatives within our 
local community…

4.SUPPORT STRUCTURES

4.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? What can be done to improve their training?

No. One of the most common mistakes when implementing CSR is the involvement of 
all staff in the implementation of the system. So maybe there is a space to develop 
training programs on CSR addressing different levels of staff, not only managers.

4.2. Which role could have VET in order to create a more critic and conscious 
professionals and consumers regarding companies' ethical practices?

A key role.

5.REPORTING AND COMMUNICATION STRATEGY

5.1. Which main competences and skills do you think are necessary for 
professionals to communicate CSR achievements to the society?

Communication skills are critical and should be linked to fair marketing practices.

6.MESUREMENT AND LEARNING

6.1. Which kind of knowledge and training do you think is needed in order to 
improving the measurement of CSR results and practices?

If the ultimate aim is to improve, I would point out learning to learn and social & civic 
competencies, since both of them are part of the 8 key competences for lifelong 
learning.

7.NEW TRENDS

7.1. What do you think is next on CSR?

Working on the simplication of the language and making it accessible to all people.
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1.GENERAL INFORMATION

Name and Surname of the person: Ana-Maria Paladus
Position: Vice President

Organization's data
str Stirbei Voda,  nr. 2, Sc 5, Et 5, Ap 164
sect. 1, Bucuresti

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there? 

I am the founding manager and vice-president of REPER21. This NGO was founded in 
2006. The name REPER21 is an abbreviation for: European Network for Responsible 
Activity Promotion and 21 stands for my age at the moment that I started this idea but 
mainly for the challenges that we face in the 21 century, environmental, social, 
economic - that are unique in human history. I am involved since 2006 in everything the 
organization is implementing. Until 2010 we had a lot of volunteering projects, we 
received nancing in the Youth in Action project that was implemented by ANPCDFP 
and managed implement a few projects in the CSR department. The goal was to gure 
out what could the everyday costumer do in order to have a responsible lifestyle, we 
tried to cover as many categories as possible, for example we had a responsible textile 
project called “Chic and Ethic” that involved a collaboration with 42 designers in order 
to create a fashion collection that respects the nation and the people. 
We had also slow tourism projects in the Danube Delta and Maramures, where we 
wanted to see how we can promote tourism that is  a little different, that respects the 
costumes, puts the emphasis on people and places, creates jobs, respects the 
environment etc.      
Since 2010, we started working on a new project that is called Social - that ended in 
2013. In this 3 years we wanted to make an impact on the citizen, but rst of all we 
wanted to create and infrastructure for that so we decided to help NGOs become social 
responsible. So we started with the question “How can NGOs become more social 
responsible?” This project was nanced though POSDRU and coordinated by REPER21 
and had two partners: the rst one ANPCDFP (NATIONAL AGENCY FOR COMMUNITY 
PROGRAMS FOR EDUCATION AND PROFESSIONAL DEVELOPMENT MINISTRY OF 
EDUCATION AND SCIENTIFIC RESEARCH) – they are managing ERASMUS+ in 
Romania. Basically it was about empowering the beneciaries of projects implemented 
by ANPCDFP (Grundtvig, the Direct Action, Leonardo). 
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The second partner is the CIRES association from Timisioara – an entity with a vast 
experience on social economy.  In the 3 years that Societal was implemented we 
managed to create a network of 550 organizations from Romania that took part in our 
activities (workshops, focus groups, summer universities) and now adopted in their 
projects CSR criteria. Additionally e created a guide that teaches the organization on 
how they can be social responsible when implementing a project. 
 This Guide contains 36 performance indicators of social responsibility that are grouped 
in 4 areas: Social, Economic, Environmental and Governance. For each of these criteria 
there are recommendations for measures to be implemented by the organization in 
order to achieve its goals. Given indicators reect that social responsibility standards at 
European level – standard like ISO 26000 and GRI (Global Reporting Initiative) and 
basically we adapt these tools to the Romanian society and the NGOs here. This guide 
is available free of charge and can be downloaded of societal.ro this makes it 
accessible to a lot of organizations throughout Romania. 
In the Societal strategy we had 19 pilot projects that followed the same measures 
consistently- these 19 examples can be seen in the video on our site that recounts their 
path to success. 

2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in your 
territory, at a state, regional and/or local levels?

 From REPER21 point of view the most important problem is that of climate change, a 
topic that is still little known by us. While we all witness the effects of climate change and 
we see them becoming more and more drastic. Even though this could inuence the 
future of all human kind, we see a very low rate of measures implemented and 
commitments assumed. 
The second goal of this century is to increase the power of the NGOs and offer them a 
greater decision making power. From a society where decisions are taken only by the 
governments and multinationals, into a world where NGOs have the power to say 
something and be heard by others. A major problem is the lack of democracy and 
participation from NGOs in the decision making process at international level. 
 
2.2. How do you think social entities can contribute to them? 

The climate change issue is in need for awareness, the general public must be educated 
on this subject. In the PROF21 initiative we work in order to improve on this issue. 
Together with Civil Society Development Foundation (CSDF) and some public 
institution from Oradea, we organize training all over the country for teachers, we try to 
sensitize the to the sustainable development issues, especially the climate change 
concerns. And they (the teachers) can pass this information to the pupils. We try to 
integrate this idea in formal education - this is proven a problem not only in Romania 
that needs our efforts.
There is a lack of investments in the NGO sector, a lack of resources that will eventually 
enable the mobilization and implementation of the projects. Sadly a lot of projects are 
nipped in the bud because of the erce battle for funding. The lack of investments has 
led to a scarcity of initiative in the NGOs sector. 
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3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities? Which ones do exist?   

Even though I said earlier that their interests do not overlay, this does not mean that 
these two parties should not sit at the table and talk to nd a consensus, especially 
SMEs.
At international level theoretically there are some initiatives that try to do just that, for 
example the United Nations Summits on sustainable development – the last one took 
place in RIO in 2012 – me and my colleagues from REPER21 when there but left the 
second day disappointed because it as a place where multinationals have more to say 
than NGOs. 
At national level there should be some government initiatives that will support the open 
discussions between corporations and NGOs. I think that there should be a dialogue 
but it is hard to imagine how it could be done. 

4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social context?

I think that the most meaningful project we did is PROF21. In this initiative we organized 
10 days trainings for middle and high school teachers. Through this project we aimed to 
educate teachers so that they, in turn, tutor future responsible citizens. All the teachers 
that have had this trainings created an online society where they can share initiatives 
they have undertaken.
Now we are trying to get an accreditation from the Ministry of Education for a high 
school curriculum that concerns sustainable development. This is very important for us, 
and I think this initiative will have the greatest impact. 

4.2. What else could be done? 
I sincerely believe that change starts from formal education, because all goes through 
school and if school would really instill important values, then discussions upon social 
responsibilities would not exist.

5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? 

In our country not really, in fact this problem exists worldwide. Especially taking into 
consideration the companies that few CSR as something that belongs to the Marketing 
or PR department. Therefore often when we look at Romanian companies the CSR 
responsible is the Marketing department, when CSR should be at the base for a 
company.
I have seen many initiatives that are based on a wrong notion of CSR, but slowly some 
good training on CSR appear, that promote the proper sense of social responsibility. 
This improvements in the training department started one or two years ago. Also some 
consulting companies emerged on the Romanian market.
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6.REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general? 

At European level this information just began to be accessible. In our country – very 
little. In general, CSR reports are made by few companies. There are even less 
companies that comply with GRI standards when publishing their reports. These 
companies are usually very large once, and their reports are usually unreachable to the 
common people, as it is a highly technical report. And that topic is not accessible to end 
users, who have no training in this regard.

7.MESUREMENT AND LEARNING

7.1. How do you think monitoring and learning in CSR company practices can be 
improved? 

Some sites like ResponsabilitateSociala.ro have appeared in Romania that are trying to 
monitor, systematize and promote CSR campaigns. This is a good thing because it 
inspires others to do the same. But it focuses just on the big companies, overlooking 
SMEs that do not afford to develop large programs and cannot communicate the same 
way, there is a lot of work to be done in order to discover CSR initiatives in SMEs.
I believe that there are many improvements to be made and my opinion is that one 
entity cannot cope will all the workload. I think we need a collaboration with the 
Chambers of Commerce which should stimulate SMEs to communicate better, gather 
best practices and to promote these initiatives. It's clear that we need to gather all this 
information in a single source, which does not exist at this moment.

8.NEW TRENDS

8.1. What do you think is next on CSR? 

First of all, we need to understand the CSR term correctly, and that it implies 
revolutionizing the way we perceive a business, not just a better communication, but a 
change in the production process. There is a need for investments in the SME sector in 
order to create an initiative – this area is hardly covered in our country and even in 
Europe. The European Commission recognizes that the big challenge consists in 
attracting SMEs in addressing responsible behavior. There is a necessity for a better and 
more professional training and consultancy services, but they should be at a fair price 
so that this services could be affordable even for SMEs. 
Publicly accessible mechanisms must be found that would allow this information and to 
reach out to SMEs.

5.2. What can be done to improve their training?  
I would not necessarily know what to say. I think that consulting rms, rst of all, 
need to understand the underlying of the business of the company they are going to 
train/consult. But many “CSR professionals” are people who have formed overnight 
and do not realize how complex this area is, and that it can vary from case to case, 
from company to company. There is a specic approach and this is what we are 
looking. But with time and as more companies are interested in this kind of things, 
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1.GENERAL INFORMATION

Name and Surname of the person: Eduardo Campo
Pozition: General Director

Organization's data
 Website: Araba Dato, 14-16, 3ºE. E-01005 Vitoria-ecampo@hobetuz.com   
Gasteiz
Tel. 945 15 01 20
Fax 945 15 01 21
e-mail: araba@hobetuz.com
C/ Bruc, 91 4rt 1,  08009 Barcelona
 telf: 93 668 61 07
 mòbil: 653 388 479
 elenad@residusiconsum.org
 http://www.residusiconsum.org  

1.1. Please, could your introduce yourself, your Organization and your 
responsibilities there? 

My name is Mr. Eduardo Campo, and I'm Director General of Hobetuz. As a director 
I manage the three regional ofces that deliver services in VET.
Hobetuz is a regional entity that Works in the eld of VET namely managing public 
initiatives in life long training and VET.  The Foundation was created by different 
organizations representing the three main sectors implied in VET: public sector, 
business associations and trade unions.   The regional business association 
CONFEBASK, the Basque Regional Government and the 4 trade unions: UGT and 
CCOO, the main workers associations in the state, and two of the most important 
unions in a regional-basis, ELA and LAB.
The Foundation works with companies, employees, and unemployed. It identies 
training needs of companies and it also plans for future VET requirements.  
Additionally it manages the support for VET of LANBIDE (Basque government 
Employment AGENCY)

2.STRATEGIC PLANS

2.1. Which do you think are the most important goals for the next years in 
your territory, at a state, regional and/or local levels?

The foundation only works at regional level.  We have now participated in a 
European project but it's only a punctual exception. 

mailto:ecampo@hobetuz.com
mailto:ecampo@hobetuz.com
mailto:elenad@residusiconsum.org
mailto:elenad@residusiconsum.org
http://www.residusiconsum.org
http://www.residusiconsum.org
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As recently as the 23rd of March there has been a very signicant change in the VET 
eld which changes the national land regional panorama. The role of business 
associations and trade unions changes in the new framework, so it affects deeply the 
current structure. It is due to a new law degree just passed, which modies the VET 
system after 20 years of stability. 

Having said that, our core objectives remain the same.  Delivering management for 
VET and Employment and at a secondary level deliver specic services requested either 
by companies or by the Government.

2.2. How do you think social entities can contribute to them? 

The new degree of the 23rd of March clearly denes the role of the 3rd sector in the 
provision of non-formal Vocational Education and Training.  Their role will be designing 
and planning the VET initiatives.  More importantly, the evaluation of the results of the 
VET initiatives can also be carried by this 3rd sector.  The actual training itself will in all 
likelihood be delivered exclusively by VET centers.

2.3. In which elds do you think social entities and enterprises could have 
common goals? 

I do believe there is a common goal, everyone wants companies and workers to be 
more competitive and better prepared.
And with VET centers? In this regard training and requalication centers are 
fundamental. 

3.CONNECTIONS AND NETWORKS

3.1. Do you think there are appropriate spaces for dialog among enterprises 
and the social entities? Which ones do exist?  
 
This is always a difcult issue.  Many forums for dialog are focused upon horizontal 
issues (environment, economy; equality, CSR, etc.) with limited interest since they go 
into little depth of specics.  However in the case of sector specic initiatives where the 
number of actors is more constrained and the topics of discussion are more specic to 
the sector, you do indeed see a lot more dialogue taking place.
Nevertheless in recent times priorities of companies have changed signicantly and 
many issues such as the participation on such platforms are no longer as important.  
Priorities are very clear for many SMES.  Survival and if lucky growth.  Unless the 
managers really see that these spaces can directly impact these two issues they will not 
participate. 
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4.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

4.1. And from the point of view of your entity... which strategic actions your 
own Organization is taken in order to make a positive impact in your social 
context?

Our main action is the one of doing our job as well as possible.  Out of the more than 
30000 people we manage every year we speak directly and request feedback from 
more than 4000.  Public resources must be well used so that we will carry at every 
stage a monitoring and transparency effort.
 
4.2. What else could be done? 
We need to work more with companies training needs are ever more specic.  We 
need to work to dene more sectors and ensure that these are exactly the 
requirements of workers and companies.

5.SUPPORT STRUCTURES

5.1. Do you think human resources are well trained to implement Corporate 
Social Responsibility policies? 

In our case yes, they are. Our own entity has implemented via the approach to human 
resources many internal practices especially those related to life-work balance.  In 
the case of SMEs after 35 workers, it is normal that they have something similar to HR 
(sometimes internal, sometimes external), and these people are normally well 
trained to deal with legal requirements related to CSR. Having said that, this is 
normally and issue related more to the legal requirements rather than an in depth 
policy company approach.

5.2. What can be done to improve their training? 

CSR requests for training have drastically been reduced.  Before the crisis this was 
indeed a requested issue even in SMEs.  Recently I had the opportunity to meet the 
owner of a business for which we carried out one of the largest projects related to 
CSR.  He explained that after having to re a signicant percentage of the staff due to 
economic reasons all CSR activities were discontinued. This is not an uncommon 
case.
As to the issue of improvements I believe that the demonstration of clear and practical 
cases is fundamental the more concrete the better.  Examples must be real life and 
economically-technically viable.
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6.REPORTING AND COMMUNICATION STRATEGY

6.1. Do you think information about companies ethical behavior is enough 
accessible and easy to nd by social entities and the society in general? 

It fairly much depends on the company.  Many companies are doing such kind of 
activities but do not readily communicate them to the public, or even internally, as in 
their opinion this is purely an internal issue. These companies conduct CSR activities 
because it makes sense to them in their day to day activities and not because they want 
to publicize them.  
Other companies, mainly the larger ones, have a clear approach towards using CSR as 
a part of their communication strategy.  They see also the added value that could give to 
the company a way to improve their marketing and positioning, communicating some 
of their more “social” activities.

7.MESUREMENT AND LEARNING

7.1. How do you think monitoring and learning in CSR company practices can 
be improved? 

A Return on Investment approach must be followed for these initiatives.  In other words, 
if the company has very clear what will be the full cost of investing in a CSR measure and 
their expected return (less absenteeism, improved worker productivity, brand 
awareness, etc.)
In such case, it is very clear for rms, which measures are suitable and which not and it 
can therefore apply their efforts were they yield the greatest result.  Resources are 
limited and it is very important to know exactly where to dedicate them.  If a ROI 
analysis is done previously, you already will have the clear indicators to monitor the 
results.

8.NEW TRENDS

8.1. What do you think is next on CSR? 

There is a diversity of trends, normally promoted by different consultant companies. 
Having said that, the trend I do see is the ROI (Return on Investment) approach to CSR 
investments. 
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2.2. How do you think education and training centers can contribute to them? 

I think education and training centers can contribute to strong CSR structure in Turkey. 
To motivate staff and enhance skill specialization, they can contribute to improve the 
educational systems in the companies for rank- based, elective and self-
developmenttraining. Rank-based training enhances knowledge and skills required for 
carrying out the duties of each job grade, and fosters awareness of job responsibilities.  
Furthermore, general staff are also required to take business skills training as a 
supplement to rank-based training. Elective training supports employees' acquisition of 
knowledge and skills necessary for fullling their duties, and self-development training 
provides participants with knowledge and skills for their personal advancement. Such 
advancements include democracy, humanity, equality, and other aspects that 
demonstrate the maturity of a country, typically following economic growth. Such 
changes can be made only when a certain level of awareness is built among the people. 
Failing to change people's thinking is fatal to the ultimate fortune of a country which 
achieves empty economic booming. Therefore, merely economic aids are not sufcient 
for underdeveloped countries to accomplish an all-round pattern of social progress. In 
conclusion, educational issues are essential for human progress, societal development, 
and the creation of a healthy economic environment. This key status has earned 

education an international recognition as a driver of long‐term wellbeing of 

developing countries. Knowledge and best practices and promote resource sharing 
should be disseminated. All sectors of campus in achieving sustainability goals should 
be supported.  Collaboration among individuals, institutions, and external partners to 
speed the adoption of sustainability practices should be supported.

2.3. In which elds do you think enterprises and education and training centers 
could have common goals? And with social entities? 

Community development refers to initiatives undertaken by community with 
partnership with external organizations or corporation to empower individuals and 
groups of people by providing these groups with the skills they need to effect change in 
their own communities. These skills are often concentrated around making use of local 
resources and building political power through the formation of large social groups 
working for a common agenda. CSR expresses values of fairness, equality, 
accountability, opportunity, choice, participation, mutuality, reciprocity and continuous 
learning. Educating, enabling and empowering are at the CSR core. Enterprises, 
educational and training centers could have the following common goals through CSR 
programs:
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Ø To share the negative consequences as a result of industrialization. This is 
related to increasing conscience-focused marketplaces necessitating more ethical 
business processes. For example, small vehicle owners share less the tax burden, hence 
could re-channel the money for more productive uses in the community.
Ø Closer ties between corporations and community. Through CSR the existence of 
corporations in the social system is felt beyond a perception that corporation is a place 
just to get employment and producers of goods and services. By doing so, corporations 
and community would stay in peace and harmony. 
Ø Helping to get talents. Organizations with a reputation for CSR can take 
advantage of their status and strengthen their appeal as an attractive employer by 
making their commitment part of their value proposition for potential candidates. It is 
also found that when employees view their organization's commitment to socially 
responsible behavior more favorably, they also tend to have more positive attitudes in 
other areas that correlate with better performance. They believe their organizations 
recognize and reward great customer service, act quickly to address and resolve 
customer concerns, and are led by people in senior management who act in the best 
interest of customers.
Ø Role in transfer of technology. Through Transfer of Technology coupled with CSR 
processes, the targeted community would gain in the various aspects of product 
development and marketing, such as better price and quality, as well as concern for 
people's wellbeing.
Ø CSR is for human right corporate sustainability. Common goals, such as building 
markets, combating corruption, safeguarding the environment and ensuring social 
inclusion, have resulted in unprecedented partnerships and openness among business, 
government, civil society, labor.
Ø CSR helps to protect environment. Some of the world's largest companies have 
made a highly visible commitment to CSR, for example, with initiatives aimed at 
reducing their environmental footprint. These companies take the view that nancial 
and environmental performance can work together to drive company growth and 
social reputation. 
Ø Interdependency between a corporation and community. The close link between 
a corporation and community is another aspect of CSR role because in long run it 
creates sustainable development. This certainly leads to sustainable community 
development
Ø A CSR program can be seen as an aid to alleviate poverty. Through this 
collaboration it may trigger other corporations to help the nation in its effort to alleviate 
poverty and, hence, in developing communities.
Ø A CSR program helps in data gathering of other public organization function. 
Technology companies implement CSR initiatives that both benet community and 
support business objectives.
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3.IMPACT AND CONTRIBUTIONS TO THE COMMUNITY

3.1. From the point of view of your entity... which strategic actions your own 
Organization is taken in order to make a positive impact in your social 
context?  What else could be done? 

I would like to say that in our strategic actions to make a positive impact in our social 
context:
ü To establish a CSR team among the trainers and teachers;
ü To communicate and make agreement with companies on apprenticeship for 
trainees and students;
ü To invite and visit various institutions located in Güngören to discuss Güngören's 
problems and to approach common goals and prepare a road map on social issues;
ü To organize family meetings as well as regular family meetings to discuss and 
nd solutions of school environment;
ü To prepare regular reports on the studies of the school on CSR;
ü To orientate the students and trainees to realize CSR activities.

4.SUPPORT STRUCTURES

4.1. Do you think human resources are well trained to implement Corporate Social 
Responsibility policies? What can be done to improve their training?  
I think human resources are not well trained to implement CSR policies.  To improve 
training, the following can be realized:
ü In service training should be given to all teachers and trainers on CSR;
ü The Legislation related to CSR should be revised to proceed tangible road map in 
the schools;
ü In teacher and trainer training institutions, there should be lesson as CSR which 
explains how to train students and trainees on CSR;
ü As well as teacher and trainer training organizations, training also should be 
organized for SMEs and NGOs;
ü Raising awareness studies should be planned for parents and adults;

4.2. Which role could have VET in order to create a more critic and conscious 
professionals and consumers regarding companies' ethical practices? 

VET's role in order to more critic and conscious professionals and consumers can be as 
follows:
ü The best practice is your practice in front of students and trainers would be future 
professionals and consumers. The teachers and trainers should believe CSR and explain why 
CSR is important for a community.
ü Teachers and trainers should explain good practices on CSR and their benets to 
students and trainees.
ü They should have raising awareness activity road plan to explain CSR in front of their 
students and trainees.
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5. REPORTING AND COMMUNICATION STRATEGY

5.1. Which main competences and skills do you think are necessary for 
professionals to communicate CSR achievements to the society? 

Corporate social responsibility involves a multitude of industry sectors and jobs. Key 
words to look for when searching, include corporate governance and corporate 
administration as many such courses contain elements of CSR and business ethics.
However, because it is relatively new, transferable skills and knowledge from other 
related specialisms such as environmental management, ethical nance, marketing 
and HR, are valued. In my opinion, the following skills would be necessary for CSR:
�ü Business skills (including building insight, communication skills, decision making, 
commercial awareness, IT, innovation, strategic awareness, leadership, handling 
complexity and problem solving);
�ü People skills (including adaptability and empathy, developing others, inuencing 
without power, open minded, integrity, political awareness, self-development and 
learning, building partnerships, team working and questioning "business as usual");
�ü Technical skills (including technical expertise, understanding impacts, stakeholder 
dialogue, internal consultancy, selling the business case, understanding human rights 
and understanding sustainability).

6. MESUREMENT AND LEARNING

6.1. Which kind of knowledge and training do you think is needed in order to 
improving the measurement of CSR results and practices? 

In my opinion, CSR can be failure because of the following reasons:
�ü Stakeholder Disenchantment. Often many people see any initiatives that attempt to 
reach out to the local community or adopt some responsibility measure as merely 
propaganda to boost brand image. When they hear of corporate social responsibility, 
they see half-hearted commitments, glossy reports, and unfullled promises. 
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�ü Limited Planning. Teams dedicated to CSR initiatives often narrow the focus of 

their efforts on select external stakeholders. Effective CSR engages a variety of 

stakeholders beyond immediately apparent operations. 

�ü Disconnected Strategy. CSR planning has failed to connect internal company 

expertise and has largely developed unrealistic initiatives. 

In order to achieve the successful CSR:

�üFind Your Stakeholders:  Stakeholders are also legal interest groups, 

communities, other corporations, and your individual employees. If an 

individual or group has an interest in your company or is affected by your 

company in any way, that individual or group is a stakeholder. 

�üMap out the process and strategy:  Every element of your business inuences 

your stakeholders. Use these points of interest to integrate stakeholder 

involvement and leverage their insights. 

�üEmbed External Engagement In Your Culture:  You cannot be transparent 

with people outside your company if you are not transparent with people within 

your own organization. Remember that employees and executives are 

stakeholders, as well. 

�ü Establish Performance Measurements: Once your company establishes a 

strategy and determines how to integrate it into every aspect of the business, you 

should build key performance indicators around these initiatives. Depending on 

the engagement, this might not be possible until the initiatives have been 

operational for a time. Eventually, however, all engagement initiatives should 

have established metrics. These metrics serve two purposes. First, they function 

as standard performance indicators that enable benchmarking and evaluate 

effectiveness of the initiatives. Second, they incentivize integration. By 

establishing metrics, your company will generate a de facto awareness among 

key internal stakeholders of expectations and the reality of engagement 

initiatives. Engagement, therefore, becomes a matter of personal investment to 

stakeholders.

�üContinue Engagement And Interaction:  Once that initial contact is 

established or that one project is accomplished, the success can stie further 

efforts to engage. When engagement is viewed as a project, it frequently 

becomes a secondary issue that is neglected. 

http://smallbusiness.chron.com/different-types-stakeholders-32499.html
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7.NEW TRENDS

7.1. What do you think is next on CSR? 

�ü We will see most large, international companies having moved through the rst four 
types or stages of CSR (defensive, charitable, promotional and strategic) and 
practicing; 
�ü Companies will be judged on how innovative they are in using their products and 
processes to tackle social and environmental problems;
�ü Self-selecting 'ethical consumers' will become less relevant as a force for change. 
Companies – strongly encouraged by government policies and incentives – will scale up 
their choice-editing, i.e. ceasing to offer 'less ethical' product ranges, thus allowing 
guilt-free shopping;
�ü Cross-sector partnerships will be at the heart of all CSR approaches. These will 
increasingly be dened by business bringing its core competencies and skills; 
�ü Companies would be evaluated on Human Rights Framework;
�ü We will see most large companies committing to the goal of zero-waste, carbon-
neutral and water-neutral production, with mandated take-back schemes for most 
products;
�ü A set of credible CSR rating agencies will have emerged;
�ü In the future, corporate transparency will take form of publicly available sets of 
mandatory disclosed social, environmental and governance data. Product could be 
rated with applications (like the GoodGuide iPhone app);
�ü CSR will have diversied back into its specialist disciplines and functions, leaving 
little or no CSR departments behind, yet having more specialists in particular areas 
(climate, biodiversity, human rights, community involvement, etc.), and more 
employees with knowledge of how to integrate CSR issues into their functional areas 
(HR, marketing, nance, etc.)

Conclusions

The national and international developments are shaping Corporate Social 
Responsibility that is becoming an important element on national and transnational 
policy agendas.
Through the years, an important shift was made from linking CSR to one shot actions to 
a more sustainable approach. This shift was also dictated by the EU policy agenda. It is 
notable that the European Commission, in its Communication on CSR (2011) dened 
CSR as the responsibility of enterprises for their impacts on society, being a major shift 
from the previous denition (an approach) whereby companies integrate social and 
environmental concern in their business operation and in their interactions with their 
stakeholders on a voluntary basis.
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Even with the policy in place, understanding CSR is different from country to country, 

being shaped by some contextual factors. The national priorities of both governments 

and companies on setting a CSR framework is inuenced by a number of factors that 

interfere one with each other, such as the economic structure (the number of SMEs, the 

culture of entrepreneurship, the amount of international trade and also the prevalence 

of stated owned companies), the cultural context and the prevalence of volunteering. 

The context is impacting the political framework on CSR, the structure of policy making,  

the level of stakeholders` engagement, the level of awareness of CSR

Thus, it is simple to understand that the countries described in the compendium have 

different policies regarding CSR. 

In Western Europe, in the last decade has been a twist from the welfare state system to a 

public – private partnership. Nowadays, the companies need to be focused on 

sustainable growth and their impact on the community and not only to pay taxes or 

provide working places.

For example, the Austrian CSR approach is shaped by the geopolitical position,  the 

stable economic development,  the social cohesion and also the political tradition of 

social partnership.

In Central and Eastern European countries, where the communist regime left some 

important marks on both economy and society, the countries spent their resources 

more on the transition to a global market and economy than on building an ecosystem 

for fostering sustainable growth.  However, CSR is advancing rapidly, rst by being 

enforced by multinationals who applied their international policies also on national 

level and secondly by domestic companies that started to grow and pay more attention 

to CSR.

In Romania and Bulgaria, the initial demands for CSR came from abroad in the 90s with 

the presence of international foundations and later, of multinationals, but in recent 

years, national actors have stated the importance of CSR and tried to set a CSR agenda.



It is still a work on progress, being impacted by the various reforms as part of the 

preparations for joining the European Union (the 2000s) and the practices driven by 

multinationals, following the accession.

The CSR was initially seen as a tool to improve the corporate image, but not it has been 

a shift to a more sustainable approach, taking into consideration the community 

development, and the environmental impact.

It is a need to strength the collaboration between business, politics and civil society and 

to support the ongoing change from philanthropy to a sustainable approach of CSR.

Turkey is a different case, since the concept of CSR, since it is very different from other 

countries because of the social, economic, cultural context, has been built on the 

philanthropic heritage of the Ottoman period.

It is important to highlight that CSR is shaped by all these factors (society, economy, 

culture), but it is important to have a common understanding of CSR denitions and 

attributes in order to achieve progress.

In terms of trends on CSR, most of the professionals interviewed mention that they 

expect more collaboration between businesses, social entities, training institutions and 

also policy makers. 

There is also a necessity for a better and more professional training and consultancy 

services, but they should be at a fair price so that this services could be affordable even 

for SMEs. 

Also, it is high likely that companies will develop innovative products and processes to 

tackle social and environmental problems in their attempt to have a more strategic 

approach on CSR and sustainable development.

Thus, we believe this compendium will be an important tool for the professionals in 

each country – to set a common understanding and to have an overview picture on CSR 

across Europe.
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