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Corporate social responsibility (CSR) is no longer an abstract concept 
reserved for a few sustainable development pioneers. The 2011 Barometer1 
of Social Responsibility in Belgium found that most companies - whatever 
the size or sector - understand the importance of aligning economic 
efficiency, social progress and respect for the environment. Pressure from 
consumers, business customers and employees to improve a company’s 
CSR is now considered to be an opportunity and a source of innovation to 
inspire new products and services. CSR can now be seen as a management 
tool for detecting both potential economic risks (e.g. instability, scarcity 
of resources and ageing population) and opportunities. Companies 
are increasingly creating CSR strategies to measure and manage their 
objectives.

How do CSR leaders develop their strategies? How do they identify which 
issues to work on? How do they set goals and indicators and make sure CSR 
is embedded in the company? And finally, how do they communicate their 
achievements with the outside world?

This practical guide will help you create an effective CSR strategy in six 
steps. Illustrated with various examples from CSR leaders in Belgium, 
this guide will help you get the most out of your CSR strategy and will 
demonstrate how to use CSR as a tool for innovation and growth, reduce 
risks, engage your employees and improve the relationship with your 
stakeholders2.

INTRODUCTION

Thanks to:
Dagmar de Graef from Business & Society for her constant support behind the scenes.
Sabine Denis and Oriane De Vroey from Business & Society for their valuable input.
Marie d’Huart from Cap Conseil, Nathalie Crutzen and all Business & Society’s members for sharing their CSR practices for this 
publication and in our sessions. They have been a constant source of inspiration and I am grateful for this.
Thanks to you too for striving to make this world a better place - not only for us but for our children and their children to come.  

1 Barometer of social responsibility – 2011, Business & Society Belgium, Vlerick and Louvain School of Management - http://www.businessandsociety.be/fr/Knowledge-center/
Les-themes-RSE/07-CSR-governance/0700-General.

2  Stakeholders are defined as “those individuals, groups of individuals or organisations that affect and/or could be affected by an organisation’s activities, products or services”. 
Source: Accountability AA 1000 
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Improved reputation and branding  

Employee engagement, yielding greater productivity  

The results of the 2011 Barometer of Social Responsibility 
in Belgium were fairly conclusive. The study, conducted by 
Business & Society, Vlerick Management School and Louvain 
Management School, showed the positive impact companies 
hope to achieve in terms of CSR: 

Why engage in CSR?  
The ‘Business Case’

WHAT IS THE IMPACT OF YOUR SUSTAINABLE MANAGEMENT PRACTICES ON THE FOLLOWING? 

better reputation
employees motivation

building relationships with stakeholders
contribution to innovation of products/services

improved ability to attract and retain talent
contribution to process and organisational innovation 

support to meet regulations
risk mitigation

competitive advantage
costs reduction

easier access to new markets
increase in financial results

0 1 2 3 4

4
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Sales of sustainable products at BNP Paribas Fortis  
increase with a good ‘business case’

Bank BNP Paribas Fortis gathered internal and external reports to compare the performance of socially 
responsible investments (SRIs) against standard investment products. They found that SRIs often 
outperformed conventional investments. Before this analysis, the general belief was that SRI funds 
generated lower returns and as such they were not actively promoted outside the responsible investors’ 
club. SRIs are now actively advocated by the bank’s CSR department and are among the top retail products 
sold, delivering value to the bank, clients and society at large.

0 4 /1 0 /1 3

0 2 0 3 0 4 0 5 0 6 0 7 0 8 0 9 1 0 1 1 1 2 1 3
5 0

6 0

7 0

8 0

9 0

1 0 0

1 1 0

1 2 0

1 3 0

1 4 0

K B C  IN S T IT U T IO N A L  FU N D  S R I E U R O  E Q U IT IE S  C S N .
K B C  IN S T IT U T IO N A L  FU N D  E U R .E Q .C L A S S IC  C A P .

S o u rc e : T h o m s o n  R e u te rs  D a ta s tre a m     
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Six practical steps for a good  
CSR strategy and communications 

 
IDENTIFY KEY CSR ISSUES
Conduct preliminary research to identify the relevant issues affecting your company. 
Take your sector and location into account. Look across the entire value chain and 
track trends. Involve colleagues from the start and get commitment from senior 
management. 

CONSULT YOUR STAKEHOLDERS
Identify your main stakeholders, how they perceive your organisation and what their 
expectations are. Answering these questions and consulting your stakeholders will 
help you identify the CSR issues to be tackled.

FOCUS – DEFINE YOUR MATERIALITY
Define which issues are the most relevant for your business and your stakeholders. 
By conducting a materiality matrix, you can help define the right CSR strategy for 
your company.

 
DETERMINE APPROPRIATE OBJECTIVES AND INDICATORS
What gets measured gets managed! For all material issues, define objectives and 
indicators and set targets. Check existing data collection systems and create new 
ones where necessary. Follow the ‘Plan-Do-Check-Act’ methodology and control your 
performance against your objectives.

 
SET THE RIGHT CONTEXT TO ACHIEVE YOUR OBJECTIVES
Have senior management lead by example and promote ethical behaviour in your 
company. Create the right governance context and incentives for CSR. Train and 
engage your colleagues.

 
COMMUNICATE EXTERNALLY
Done in isolation, a CSR report does not guarantee transparency and visibility. It is 
therefore important to integrate reporting into the global communications strategy. 
The expectations of your various target audiences are not homogeneous – make 
sure you identify and use the most appropriate communications channels for each 
audience. 

Designing and communicating a CSR strategy should be part of a continuous 
improvement process. This is why opinions expressed by your stakeholders are 
essential. Support from specialised organisations such as Business & Society 
Belgium is also helpful. With a CSR assessment, Business & Society Belgium 
helps its members go through the above steps and have the basis for designing and 
communicating a focused CSR strategy.

1
2
3
4
5
6
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STEP 1
Identify key  
CSR issues

Conduct preliminary research

7
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Analyse CSR issues in your value chain 

3

Unilever’s highest CO2 footprint is during the product’s use

An analysis of the lifecycle of 1,600 Unilever products found that most greenhouse gas emissions  
come from the product use phase. It is therefore not sufficient to develop innovative products with a 
reduced environmental impact – its consumers must be informed on how to use them more sustainably 
and responsibly. 

For example, technological innovation greatly reduces the amount of liquid detergents needed, but 
consumers still need to understand how to use them properly.

3 David Logan of Corporate Citizenship referred in How to Identify a Company’s Major Impacts and Manage Them, A Doughty Centre How-to Guide (#7 in series), Cranfield School of 
ManagementMandy Cormack, June 2012

The impact of the 
company on society, 
the economy &  
the environment

Voluntary 
contributions

Impact of operations

Impact through ‘value chain’

8
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BMA Ergonomics reduces its impacts all along the chain

BMA Ergonomics has produced Axia®, a chair with an infinite lifecycle. Following the ‘cradle-to-cradle’ 
philosophy, once an Axia® chair is no longer usable, it is taken from the client and 98% of the content is 
recycled.

New chairs are made using 67% recycled materials, leading to a 50% reduction in CO2 emissions. This 
sustainable concept goes beyond BMA Ergonomics. To close the loop, the company cooperates with both its 
suppliers and customers.

Horizontal analysis

4 How to Identify a Company’s Major Impacts and Manage Them, Doughty Centre, Cranfield School of Management, Mandy Cormack, June 2012

17

2

2.G
etting

going:Five
steps

forw
ard

2.1 Self-assessment

The starting point to identifying impacts is to take stock of the
company’s own operations – within the company and through
the management of its value chain.These need to be mapped
and assessed in an SEE self-assessment exercise.xxvi

Start by mapping the company’s main activities, for example
using an input/output chart, to show the flow of activities
through the business and its value chain. Keep it simple.
Figure 3 shows an example of a flow chart for a food company
mapping the SEE impacts.

2. Getting going: Five steps forward

You can’t manage what you don’t know: measure your impacts

Note how the value chain model includes the ‘downstream’
relationships with distributors and consumers as well as the
‘upstream’ relationships in the supply chain7. Every industry
structure will be different, and every company’s value chain,
unique. By creating your own map, even in this highly-simplified

form, you can ensure that you capture the correct relationships
and in a language that will be readily understood by your
colleagues in-house.This will help you address some of the
complexities of managing impacts as you progress.

7 Upstream refers to the stages of a product/service lifecycle from the first supplier up to the company’s doors. Downstream refers to all the stages of the lifecycle after the
operational stage from customer to disposal.

Figure 3: Input/output chart

Accident rates
Employment Terms
& Conditions

Human Rights / Diversity

Employee
Wage Rates & Benefits

Emissions Control
Recycling

Efficient Use of Resources

The Company Downstream linkages

Traceability/
Safe Handling

Health &
Wellbeing

Retailers &
Distributors
Treated Fairly

Consumer
Prices Map for
Low-income
Consumers

Grown
Transportation

Recycling
Packaging &
Containers

Upstream linkages

Social Responsibility

Economic Responsibility

Environmental Responsibility

Child Labour/Pay/
Conditions/Safety

Hygiene/Traceability/
H&S/Staff Terms &
Conditions

Raw Materials
Fairly Priced

Suppliers and
Co-packers
Paid onTime

Sustainable Agriculture
Biodiversity

Carbon Footprint

Emissions/Waste/
Water

use/Packaging

Note: Please see the Appendix for a pro forma of this chart that you can use
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Fevia’s self-assessment of CSR issues in the value chain  
Guided by Business & Society Belgium, the Belgian food industry federation Fevia conducted a self-
assessment of its environmental, social and economic issues. It focused on the value chain of a typical 
food company, from product origin, through manufacturing and distribution, to the end of product life. The 
findings were then refined as a result of internal and external consultations. 

Template 1

STAKES  
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Raw material purchasing 
(agriculture)

Price volatility 
Availability of raw 
materials 
Proper compensation (price 
taking into account a set of 
social criteria)
Decent work and quality of 
the work
ILO compliance 
(monitoring/audit)
Child labour (monitoring/
audit)
Helping producers to meet 
business requirement
Buying also from small 
producers 
Fair trade
Presence of GMOs (direct 
and indirect)
Animal welfare
Food safety

Environmental impact of 
agricultural production 
(organic, integrated 
farming, ...)
Deforestation
Biodiversity
Overfishing (fish from MSC 
certified fishery)

Manufacturing / 
Processing

Ability to export
Energy cost/work
Capacity for innovation
Possibility of total 
impact on the price
Attractiveness of the 
sector
Social dialogue
Working Conditions
Training

Food safety
Formulation (additives, 
salts, palm oil...)

Rational use energy/
water
Limitation of CO2 and 
other emissions
Limitation of  
wastewater emissions
Treatment of waste 
products/ by-products
Optimising the use of 
des connecting flows  
Limitation of food waste

Packaging

Subcontracting?

Ease of use
Food safety

Recyclability
Prevention
Using recycled 
paper and 
environmentally-
friendly 
packaging

Logistics

Transport 
cost

 
Sub-
contracting?

Bottling
Food safety

Limitation 
of CO2 
emissions
Alternative 
means of 
transport
Origin / 
destination

Sales to consumers

Affordable prices

Information and label
Balanced lifestyle
Consumer health and 
nutritional needs
Advertising/claims
Food waste
Information

SO
CI

AL
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Integrate future trends 

“Sustainable development is development that meets the needs of the present 
without compromising the ability of future generations to meet their own needs.”

     Brundtland report 1987.

 skilled labour
Changing demographics

natural resources
stakeholders 

Economic instability 

Climate change
 new technologies 

Creating shared value

“The concept of shared value can be defined as policies and operating practices 
that enhance the competitiveness of a company while simultaneously advancing 
the economic and social conditions in the communities in which it operates. Shared 
value creation focuses on identifying and expanding the connections between 
societal and economic progress. The concept rests on the premise that both 
economic and social progress must be addressed using value principles. Value is 
defined as benefits relative to costs, not just benefits alone.” 

Source: Creating Shared Value by Michael E. Porter and Mark R. Kramer, Harvard Business Review, January 2011
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Nestlé in society | Creating Shared Value and meeting our commitments 2012 | Full report 17

What is
CSV

How we implement 
CSV 

Nutrition Rural 
development

Water Environmental
sustainability

Responsible
sourcing

Human rights 
and compliance

Our people

2012 materiality analysis

  Compliance
  Environmental sustainability
  Nutrition 
  Water 
  Rural development 
  Responsible sourcing
  Our people 

* Indicates new issue for 2012

  Business integrity/anti-corruption
  Infant formula marketing 
  Public policy, advocacy and lobbying 
  Responsible marketing to children
  Climate change mitigation 
  Deforestation 
  Nutritional literacy and communication 
  Internal human rights in high-risk countries 

  Product safety 
  Packaging
  Food security 
  Product innovation and renovation  
to address over-/under-nutrition
  Water usage and conservation
  Child labour 
  Responsible sourcing 
  Supplier human rights
  Labour relations

  Executive compensation*
 Land rights/acquisition*

  Consumer privacy 
  Fair taxes*
  Air and water pollution*
  Biodiversity 
  Biofuels
  Climate change adaptation 
  Food waste 
  Life cycle impacts of products
  Manufacturing waste and recovery 
  Animal welfare 

  Governance, transparency  
and accountability 
  Energy consumption 
 Community engagement 
  Local economic development 
  Sustainable agricultural livelihoods 

  Biotechnology*
 Nanotechnology*

  Soil fertility 
  Transport and distribution 
  Diversity
   Internal human rights in low-risk countries

  Security
   Employee benefits, remuneration,  
attraction, retention 
  Employee engagement 
   Employee training and learning 
  Health and safety 
  Workplace wellness 
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Increasing or current impact on Nestlé

2012 materiality analysis
 

Nestlé integrates megatrends and applies the concept of  
creating shared value 

Nestlé Group conducted extensive research to identify its CSR issues. The multinational food and beverage 
company conducted media monitoring, reviewed information from peers, identified relevant megatrends, 
issues and CSR topics and validated the process internally and externally. Based on this exercise, the 
company produced a materiality matrix incorporating stakeholder and company concerns (below). The 
megatrends appear clearly in this matrix. More information of materiality matrices will be given in Step 3: 
Focus – Define your materiality.

Nestlé is one of the first companies to have integrated the Creating Shared Value (CSV) concept into its 
core business. With support from Harvard Business School’s Michael Porter, the company analysed how to 
remain a market leader by providing healthy food. 

“We believe that we can create value for our shareholders by doing business in ways that specifically help 
address global and local issues in the areas of nutrition, water and rural development. This is what we mean 
when we speak about Creating Shared Value. Creating Shared Value begins with the understanding that 
for our business to prosper over the long term, the communities we serve must also prosper. It explains how 
businesses can create a competitive advantage, which in turn will deliver better returns for shareholders, 
through actions that substantially address a social or environmental challenge.”
Source: Paul Bulcke, Nestlé CEO

source: Nestlé in Society – Creating shared value and meeting our commitments, 2012 

 Template 1

MEGATRENDS FOR NESTLÉ

Resource constraints

Economic uncertainty

Demographic shift  
(urbanisation, ageing, rise of middle class consumers) 

Health & wellness

Climate change

Technological development

Media & competitive scan

Relevant global megatrends  
and issues, and CSR topics 

Internal validation

Stakeholder dialogue 
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ISO 26000: the global social responsibility 
reference tool

ISO 26000:

Source: International Organization for Standardization

range/extent of political, contractual, economic or other relationships through which an 
organization has the ability to affect the decisions or activities of individuals or organizations

In addition to being responsible for its own decisions and activities, an organization 
may, in some situations, have the ability to affect the behaviour of organizations/parties with which it 
has relationships. Such situations are considered to fall within an organization’s sphere of influence. 
This sphere of influence includes relationships within and beyond an organization’s value chain
There will be situations where an organization will have a responsibility to exercise influence. These 
situations are determined by the extent to which an organization’s relationship is contributing to 
negative impacts When assessing its sphere of influence and determining its responsibilities, 
an organization should exercise due diligence to avoid contributing to negative impacts through its 
relationships.”

13
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Thalys used ISO 26000 to establish its CSR strategy

For high-speed train operator Thalys, ISO 26000 was an opportunity to define its new CSR strategy.   

Thalys determined its own scope of influence and identified relevant CSR issues from the long list of issues 
presented in ISO 26000. These were then ranked from ‘very important’ to ‘somewhat important’. From this, 
they defined action plans and determined which topics needed stakeholder input.

As an example, for the core subject ‘environment’, Thalys’ ranked ‘issues as follows:

during their clients’ journeys occurred before and after entering Thalys trains. Therefore, Thalys has an 
important role to play in reducing this impact in its sphere of influence.

under the scope of its shareholders and partners. With limited power leverage on these issues, Thalys 
classified it as important. 

taken around its headquarters.

The analysis also took into account the management team’s vision and stakeholders’ perception, two key 
factors for a successful, inclusive CSR strategy. Finally, Thalys mapped its strengths and weaknesses. This 
exercise highlighted additional topics which Thalys should address and communicate on, beyond those 
already implemented. As a result, 17 priority projects were devised, including the development of door-to-
door travelling solutions in line with the eco-mobility issue.

THALYS’ SCOPE OF INFLUENCE:

14
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Belgacom internal consultation on ISO 26000

When ISO 26000 was launched, telecommunications company Belgacom organised internal workshops 
where participants cross-checked the company’s current CSR priorities against the new standard’s 
guidelines. Representatives from the legal, finance, CSR, communications, HR and reputation departments, 
as well as international affiliates, identified Belgacom’s most critical issues. The exercise confirmed that 
Belgacom’s CSR strategy was addressing the right issues. Belgacom used the following questionaire

15
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Consult your colleagues and get senior 
management on board

Template 1

D’Ieteren consulted its senior managers to select  
the most relevant issues

Automobile distributor D’Ieteren created an inventory and benchmark for all its CSR practices using 
Business & Society assessment5. Based on the results, the company organised a workshop with the 
D’Ieteren Executive Committee to identify the most important issues. The discussions included how CSR 
could help promote more sustainable mobility, increase customer and employee satisfaction and reduce 
D’Ieteren’s environmental footprint.

The issues discussed at the initial workshop were then brainstormed in six additional workshops where 10 
managers from various departments took part. Each workshop was sponsored by one Executive Committee 
member. Each member introduced the session, then left afterwards so participants could express themselves 
freely. Three main CSR topics came out of the workshops: promoting sustainable mobility, developing talent 
and conducting business in an ethical and responsible manner. 

D’Ieteren then consulted stakeholders in one-to-one interviews to gather their views on the biggest mobility 
challenge the company could address. The stakeholder consultation and workshop results fed into the 
D’Ieteren action plan.

PROCESS FOLLOWED BY D’IETEREN: 

Brainstorming Feedback to  
Executive  

Committee 

Validation with  
external  

stakeholders

Goals & Action 
plans

ReportingStatus & Go  
from the top 

5 Business & Society developed a proprietary tool to assess companies’ CSR strategy and practices. The results of the assessment give a clear picture of the level of corporate 
commitment to CSR and sustainable development and identify improvement opportunities. The assessment report includes a benchmark of your company compared to 
Business & Society members, a list of material issues or your company and input for your communications.

16
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Y

“Stakeholder engagement is the process used by an organisation to engage relevant 
stakeholders for a clear purpose”. 
Source: Accountability AA1000.

STEP 2
Consult your 
stakeholders

17
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Identify your stakeholders

 Template 2

Select your stakeholders
Template 3

E.g. Employees 1     1     0   1    1    1    1  6

MARKETPLACE

ENVIRONMENT WORKPLACE

COMMUNITIES

Template 2: Identify your stakeholders
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Group Organisations Individuals
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Template 3: Map your stakeholders

Stakeholders

YES, STRONGLY = 1
YES, MODERATELY = 0.5
NO = 0

Does this group influence your organisation Does this group has interest in your organisation Will this group 
influence you or 
have interest in 
you in the future?

Total 
(max.7)

Economic 
performance 

Economic 
performance 

Social
performance 

Social
performance 

Environmental 
performance 

Environmental 
performance 

 Source: Table based on GRI sustainability reporting cycle: A handbook for small and not so small organisations53
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Template 4

Define the engagement methods

Focus groups

Belgacom stakeholder focus groups

In 2010, telecoms company Belgacom undertook stakeholder mapping and organised three thematic multi-
stakeholder panels for each of their three key CSR commitments (enabling a low-carbon society, enhancing 
access to communications and communicating on electromagnetic fields and health). The goal was to 
understand stakeholder expectations and gather opinions on Belgacom’s CSR approach, in order to fine-
tune the CSR strategy. Key stakeholders were invited and received the 2010 CSR report in advance.

Panel participants were asked one of three questions:

Respondents could express themselves freely. The minutes were sent back to the stakeholders for validation. 
The outcome of these panels served as input to Belgacom’s CSR strategy and was reported in the 2011 CSR 
report

Template 4: Make a stakeholder matrix
PO

W
ER

INTERESTLOW HIGH

HIGH

LOW

KEEP SATISFIED

MONITOR
(Minimum effort)

MANAGE CLOSELY

KEEP INFORMED
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Based on the panel results, Belgacom created a materiality matrix in 2012 to further inform its CSR strategy:

Panel with selected stakeholders

Fevia prepared the content of its stakeholder consultation

When Belgian food industry association Fevia invited its stakeholders to an 
initial consultation, it briefed them about the purpose of the meeting and 
asked them to answer the following question in advance, “What are the 
main social, environmental and economical impacts of our sector?” 

This allowed Fevia to prepare for a meeting where each stakeholder had the 
opportunity to present their views. At the end of the meeting, stakeholders 
were asked to answer the question “Which five issues do you consider the 
most important for our sector?”. This allowed Fevia to immediately assess 
the relevance of the various issues. 

One-to-one meeting

Duurzaamheidsverslag
van de Belgische voedingsindustrie 

2011
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Febelfin commissioned one-to-one interviews to understand what  
its stakeholders felt were the most important sectoral issues 

Febelfin, the Belgian financial federation, commissioned 22 one-to-one interviews with NGOs, CSR experts, 
asset managers, trade unions and authorities. They asked stakeholders what they thought the most crucial 
issues for the banking sector were. Febelfin then identifed how many times a specific issue was mentioned. 
These results were later used to create their materiality matrix. 

One-to-one phone meeting

Online feedback: surveys

Randstad used SurveyMonkey to get detailed feedback  
from stakeholders

Having identified its most pressing CSR issues through a stakeholder panel and internal workshops, 
Randstad was still in need of more detailed stakeholder consultation to rank these issues in order of 
relevance. Online service tool SurveyMonkey was used for distributing questions.

In a short survey, participants answered open and closed questions such as “How important is it for 
Randstad to behave ethically and conduct its business honestly?” and “Which specific ethical behaviour 
aspects do you expect from Randstad?” The questionnaire was sent to 400 stakeholder representatives and 
CSR experts and the company received about 100 responses.

This resulted in a materiality matrix where the company was able to pinpoint their CSR issues according 
to stakeholder opinion and Randstad’s own view. This helped Randstad to better understand stakeholder 
expectations and focus on what really matters. 
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CSR Advisory Committee

Mobistar CSR Advisory Board helped identify societal evolutions  
relevant for the company

The telecommunications company Mobistar has a CSR Advisory Board which meets twice a year to:

The Board is composed of academics, experts, the CEO and Secretary General of Mobistar and is led by 
Business & Society’s Director.

KBC External Advisory Board for Sustainability

For a number of years, KBC had an independent External Advisory Board for Sustainability Analysis to 
monitor its socially responsible investment (SRI) screening methodology. The bank’s external board, made 
up of leading academics, evolved into a CSR Board which supports KBC on its CSR initiatives. Various 
directors, the CEO and the Chairman of the Board are invited to meetings. The CSR Board meets five times 
a year and Professor Eric Tollens is the current chairman.

Template 5

Template 5: Determine engagement methods

Prioritised stakeholders How to engage them? When to engage them? Deadline for feedbacks

Source: Table based on GRI sustainability reporting cycle: A handbook for small and not so small organisations55
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Consult your stakeholders
Before the consultation – the invitation

R

R

R

R

R

R

Before the consultation – the preparation

R

R

During the consultation

R

R

R

R

R

After the consultation

R�
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Mobistar consults its stakeholders to update its strategy

Mobistar had a CSR strategy in place, but decided to take part in a group exercise organised by Orange to 
identify further risks and opportunities and ensure it was consistent with societal expectations. The group 
proposed the following timeline for rolling out dialogue. 
 

Prior to this external consultation, Mobistar conducted an internal consultation with three workshops. 
National subsidiaries received a list of potential stakeholder groups and Mobistar selected individuals 
most relevant to Belgium. 18 one-to-one meetings were conducted where stakeholders ranked 24 themes 
according to their importance and whether Mobistar should act on it or not. From these results, Orange 
generated an automatic map of expectations which was sent to all participants. 

Following this exercise, Mobistar was able to update their CSR strategy with issues it had not previously 
addressed. 
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STEP 3
Focus – Define  
your materiality

EX
TE

RN
AL

INTERNAL

PRIORITISE ISSUESIDENTIFY ISSUES

International consultation
Stakeholder consultation
Media search
Sector knowledge
Reports from peers
GRI supplements
Think tanks
ISO26000
…

25

SIX PRACTICAL STEPS FOR A GOOD CSR STRATEGY AND COMMUNICATIONS  PRACTICAL GUIDE 



Fevia

Randstad
Febelfin
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Delhaize Group materiality matrix

In 2008, Delhaize Group conducted its first materiality assessment at Group level, combining industry 
research with internal and external stakeholder interviews. Two years later, when establishing the next 
steps in Delhaize Group’s journey to sustainability, the Group listened again to its stakeholders to review 
its material issues. It wanted stakeholders to review materiality issues and asked them to advise it on 
priorities. One message from this exercise was that Delhaize needed to address material issues with both 
direct and indirect influence along the entire value chain. In 2013, the Group launched its revised matrix, 
combining material issues into eight categories and identifying their relevance across the value chain. 
Delhaize Group engaged a number of stakeholders to review this approach and developed a new matrix. 
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O

Set your objectives

STEP 4
Determine appropriate 
CSR objectives, 
indicators and targets
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Umicore defines its operational sustainability objectives based  
on key megatrends

Umicore is a global materials technology and recycling company, offering technologies optimised to limit 
the use of natural resources and to reduce environmental impact.

In the 1990’s, Umicore’s predecessor Union Minière made a major strategic decision to change its focus 
from mining and refining to materials technology applications and services. At the same time, the company 
started to address legacy issues related to historical pollution. In 2001, Union Minière became Umicore – a 
new name reflecting the changes the company had undergone. 

Umicore began developing sustainability objectives in line with global challenges such as limited resource 
availability (e.g. metals), environmental impacts (especially global warming), population growth and 
ageing, demand for new sustainable products, shifting customer segmentations, economic and financial 
changes, changing role of government and new technologies. Umicore identified four key areas where it 
could make a real difference: 

photovoltaic applications. 

for laptops, mobile phones as well as electrified vehicles.

The company aligned its business strategy with these megatrends in its 2015 vision and defined its 
operational sustainability objectives. To support this process, Umicore organised an external stakeholder 
consultation and internal brainstorming with experts in different fields (EHS, HR, communications, 
purchasing) across various regions, hierarchical levels and businesses. This bottom-up approach allowed 
for broad engagement. Umicore’s Executive Committee initiated, supported and approved the objectives 
and ensured these formed an integral part of the reviewed strategy.

UMICORE VISION 2015 CSR OBJECTIVES:
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Select key performance indicators (KPIs)

Delhaize measures its progress against objectives

In 2012, Delhaize Group launched its second sustainability strategy, the ‘2020 Ambition – On our way 
to Supergood’. The company set three areas where it wants to be ‘supergood’ – 1) by building the most 
sustainable private brands in their local markets 2) by moving to zero waste, fostering healthy lifestyles and 
supporting associate (employee) diversity and 3) by strengthening their sustainability practices to support 
their associates, communities and the planet.

WIN

LEAD

EVE
RYDAY
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Selected 
aspect

Related 
GRI 
Indicator

Is this 
already 
mentioned 
as 
important 
indicator by 
stake- 
holders?

Does this 
constitute 
a future 
challenge 
for your 
sector? Is 
this already 
discussed by 
peers?

Is this 
connected to 
relevant laws, 
regulations, 
international 
agreements 
with strategic 
significance 
to your 
organization 
or to your 
stakeholders?

Does this 
constitute an 
opportunity 
for your 
organization?

Does this 
contribute to 
the likelihood 
that a 
significant 
risk to your 
organisation 
occurs?

Is this 
recognised 
by scientists/ 
experts as 
a risk for 
sustainability?

Does your 
organisation 
have 
specialised 
knowledge or 
competencies 
to contribute 
to 
sustainability 
in this area?

Does this 
contribute to 
successful 
implementation 
of your strategy 
or does this 
reinforce the 
values of your 
organisation?

For each of these general objectives (ambitions), Delhaize Group established various indicators with SMART 
targets (goals) to track progress. The following example shows the sustainable private brand ambition, with 
linked goals and target progression: 

Template 6

EC
ON

OM
IC

 
PE

RF
OR

MA
NC

E EC1 Direct economic value 
generated and distributed, 
including revenues, 
operating costs, employee 
compensation, donations 
and other community 
investments…

No Yes No

 

Maybe No Yes No Yes

www.delhaizegroup.com/sustainabilityreport/2012 SUSTAINABILITY PROGRESS REPORT 2012 // OUR PERFORMANCE AGAINST GOALS // 2 

 ZERO WASTE

  We will move our own operations to zero waste, partner with suppliers to reduce waste, and engage our customers to reduce waste.

GOALS 2012 PROGRESS

Set plans in place at each operating company for moving to zero waste in 
our operations - December 2013 

Delhaize America, Delhaize Belgium, Mega Image: 53% of waste recycled 
Delhaize America: 8% reduction of waste sent to landfill and non waste-
to-energy incineration since 2011
Delhaize America, Delhaize Belgium: 9% increase in food waste recycled over 2011 

 HEALTHY LIFESTYLES

  We will be a leader in all of our local markets for empowering associates and customers to lead healthy lifestyles.

GOALS 2012 PROGRESS
No global goals established for this locally-driven subject

 ASSOCIATE DIVERSITY

   We will embrace and foster Diversity and Inclusion across our business and our associates will reflect the diversity of the  
communities in which we operate. 

GOALS 2012 PROGRESS
Develop and implement Diversity & Inclusion plans across all our operat-
ing companies 

Delhaize America: Diversity & Inclusion plan in place, initiated cultural 
competence training

 SUSTAINABLE PRIVATE BRANDS

   We will engage with our private brand suppliers to build a portfolio of nutritious, healthy, safe, affordable, and sustainable  
products that surpasses our competition.

GOALS 2012 PROGRESS
HEALTH

Continue to apply clear nutritional labeling on our private brand products 94% of European private brand products have GDA labels 

Improve the nutritional quality of our private brand products, including 
reducing negative elements and increasing positive elements Reformulated products to reduce fat and sodium

Audit all private brand suppliers for food safety compliance

79% of private brand suppliers audited for food safety by a third-party 
auditor against GFSI standards
12% of private brand suppliers audited for food safety against other food 
safety standards

ENVIRONMENTAL

Use only sustainable palm oil for our private brand products**
- December 2015

Delhaize Belgium: More than 80% of private brand food products  
evaluated
Delhaize Belgium: Approximately 20% of the palm oil used for our 
private brand food products is certified sustainable

Develop operating company-specific sustainable seafood policies and 
implementation plans towards the Delhaize Group Sustainable Seafood 
vision

Delhaize America: 100% fresh, frozen and canned seafood is  
assessed against the company policy and is fully traceable to the wild 
fishery or farm of origin
Delhaize Belgium: 100% of fresh and 80% of frozen seafood is  
sustainably sourced, in accordance with the company policy 

SOCIAL

Ensure that all our private brand suppliers in at-risk countries are audited 
against social compliance standards 

Delhaize Belgium: 17% of sales of private brand products that are sourced 
from at-risk countries are produced in sites audited against BSCI or come 
from suppliers that are BSCI members 

** Our long term aim is to use traceable sustainable palm oil in our private brand products.

 EVERYDAY PRACTICES

  We will maintain everyday sustainable business practices as a foundation for our operations.

GOALS 2012 PROGRESS
ASSOCIATE  
DEVELOPMENT

Ensure that all associates go through an annual documented performance 
dialogue process 79% of associates received documented performance dialogues 

GREENHOUSE  
GAS EMISSIONS

Group 20% reduction in CO2 equivalent emissions per m² of sales area 
(against 2008 baseline) 7% reduction since 2008

Switch refrigerants from ozone-depleting substances (ODS) such as CFCs and 
HCFCs to ozone-friendly HFCs or other refrigerants throughout the Group, while 
minimizing global warming potential (GWP)

50% of total refrigerants used were ozone-friendly
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Set up a data gathering process

Solvay uses multiple data collection methods

Belgian chemical company Solvay uses a number of methods, tools and processes to align its present 
and future activities with sustainability challenges and opportunities. In 2012, they developed a new 
sustainable development policy, The Solvay Way, based on a continuous improvement reference framework. 
Divided into four progress levels, it allows each entity to evaluate its practices and identify improvement 
plans on an annual basis. The Executive Committee regularly monitors multi-annual objectives aimed at 
improving Solvay’s environmental and social profile. With The Solvay Way, all employees are involved as 
essential players of the Group’s social and environmental responsibility.

Solvay also developed a range of tools to assess materiality and enact action plans:

given product in a given application (existing or in development) is aligned with stakeholder expectations. 

benchmark manufacturing units.

Solvay has set 13 priorities for 2020: Sustainable Portfolio Management, learning and development, 
process safety energy, climate, water and, emissions and effluent waste. Indicators are published annually, 
progress against targets and whether the indicator is a GRI or externally-assured indicator is noted. 

Template 7

Indicators considered material 
for your organisation
(from previous table)

EN 8 Total water withdrawal by 
source 

S0 3 Percentage of employees 
trained in organization’s anti-
corruption policies and procedures

LA 14 Ratio of basic salary of men 
to women by employee category

Etc.

Is it feasible to collect the 
necessary information to report on 
this indicator in the current report?

Yes 
 

No

 
 
Yes

Is preparation needed to monitor 
and report on this issue in your next 
report?

Current report

 
 
Yes

 
 
Current report

What do you need to do to gather 
the information?

Check with operation manager 
 

Ask for a plan from human 
resources manager 

Ask for information from human 
resources
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Measuring progress

oday’s interpretation of 
environmental costs includes all material flow costs induced by emissions and residual substances, 
including purchasing, personnel, and waste management costs and depreciation

6 Schaltegger, S.; Herzig, C.; Kleiber, O. and Muller, J. (2002). Sustainability Management in Business Enterprises. BMU/BDI (Eds), Center for Sustainability Management (CSM)
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7

8

translate 
the strategy clear objectives performance indicators

balance

7 Figge, Hahn, Schaltegger, S. and Wagner, M. (2002). The Sustainability Balanced Scorecard – Linking sustainability management to business strategy. Business Strategy and 
the Environment, 11, 269–284.

8 Schaltegger S and Wagner M (2006). Integrative Management of Sustainability Performance, Measurement and Reporting. International Journal of Accounting, Auditing and 
Performance Evaluation, 3 (1), 1-19.
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Spadel sustainability balanced scorecard
Belgian water and lemonade producer Spadel has long been concerned with engaging its stakeholders and 
measuring its business impact. Since 2010, it has been developing a sustainability strategy with concrete 
objectives. Spadel aims to be a European regional leader in natural drinks and assumes a pioneering role 
in social responsibility. Its sustainability strategy has been developed based on three pillars (see figure):
1. Nature’s best close to you
2. Our footprint
3. People and society

Indicators were developed so Spadel’s management team could continuously track progress. They can be 
found in its Sustainability Strategy (see www.spadel.com/le-developpement-durable). In 2012, Spadel 
began to implement a scorecard approach where sustainability indicators were considered alongside 
business indicators. Some core sustainability indicators, such as the carbon footprint, were integrated into 
the Management Scorecard so that management could follow their progress continuously.
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Lead by example

Inspire sustainable behaviour 

STEP 5
Create the right 
context for achieving 
objectives 
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Janssen Pharmaceutica uses its Credo to convey CSR values

At Janssen Pharmaceutical Companies, part of Johnson & Johnson, The Credo is a tool used to convey the 
CSR values at the heart of all business activity. Convinced that the growth of the company will be made 
only by improving of the situation of all, Johnson & Johnson wants to demonstrate its responsibility towards 
all its stakeholders: patients, the medical community, employees, community and shareholders. The Credo 
is anchored in the company’s identity and has been used for over 70 years.

Contextualise CSR governance

“Organizational governance 
is the most crucial factor in enabling an organization to take responsibility for the impacts of  
its decisions and activities and to integrate social responsibility throughout the organization and  
its relationships.”

IN WHICH DEPARTMENT(S) ARE CSR MANAGERS LOCATED?

Human Resources
Quality Management

Environment
Strategy

Public Relations / Communications
CSR / Sustainable Development

Production / Services
Sales and Marketing

Other

0 2% 4% 6% 8% 10% 12% 14% 16%
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Belgacom governance structure of CSR

Belgacom has formalised its CSR implementation approach. The Vice-President in charge of CSR reports 
directly to the CEO. Key CSR priorities are defined yearly and validated by the Belgacom Management 
Committee. The internal governance and reporting structure is centred around three entities: the Belgacom 
Management Committee, the CSR department and representatives from the business units which are 
implementing CSR action plans. 

The CSR department ensures colleagues understand CSR objectives and targets and adapt the processes 
in order to achieve them.

bpost coordination committee

The Belgian Post (bpost) Group’s direct CSR responsibility is guided by the CEO and the CSR governance 
structure. The governance structure comprises a coordination committee which reports directly to the CEO 
and oversees three taskforces implementing projects on the ground.

The committee is responsible for strategic orientation and setting the objectives for important CSR 
decisions. It is composed of a chairman, the Director External Communication & Public Affairs, the Director 
Service Operations, the Director of Facility Management, Cleaning, Energy and Environment, the Corporate 
Energy Manager, a Corporate Project Manager (Green Post Program), the CSR Program Manager, the Internal 
Communication Director and the Group Director of Marketing Communication and Strategic Marketing.
The task forces are jointly responsible for CSR progress. The Green Post steering group meets every six 
weeks and is responsible for improving the internal environmental performance of bpost (Energy & CO2 
consumption, Waste Management, Green Supplier Engagement). This steering committee is chaired by the 
CFO and composed of managers from different parts of the company that are impacted by these projects. 
The Green Marketing steering group focuses on offering green products to customers and the People 
steering group is at the interface of human resources and CSR. These two task forces meet when necessary.
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Create the right incentives

Coca-Cola cascades its CSR objectives

Coca-Cola conducted a major global stakeholder consultation with local experts from all their countries of 
operation. Based on this interactive dialogue, Coca-Cola identified a number of material issues, organised 
them into seven commitment areas and developed qualitative and quantitative targets for each one. 

Overall, they found 37 actions at European level that could also be translated to local level. This action plan 
is then cascaded down to departments and individuals with clear responsibilities and targets. Coca-Cola 
additionally set collective CSR objectives. For example, in some of its plants, bonuses are earned depending 
on collective objectives such as the amount of accidents or waste collected. 
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Train your colleagues

Umicore creates operational understanding of its values with a game

Umicore has developed a fun and innovative tool to translate its ethical policy into employees’ daily lives. 
The UmicoreWay Game is a quiz whose questions are based on dilemmas inspired by real situations. The 
key to this game is not to find the right answer, but to guess the option chosen by other players and then 
talk about adjusting behaviour in accordance with Umicore’s perspective. The winner is the one who best 
predicts the other answers. This leads to debates in a friendly atmosphere and allows employees to deal 
with the most serious ethical questions with a certain lightness. The game can be played by all employees 
across global Umicore sites. 
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Mobilise your colleagues

AXA collects suggestions from the base

Employees from global insurance company AXA were invited give their views on the company’s social 
responsibility policy via an interactive online tool. This was preceded by a ‘Let’s talk about…’ campaign 
where AXA chose five sensitive issues e.g. cars, equal opportunities and volunteering activities. Each theme 
was accompanied by statements guaranteed to stimulate debate such as “we must establish quotas 
ensuring the presence of a minimum number of women in leadership positions” which people could vote on. 
The aim was to engage and mobilise staff on serious issues in a fun way. 

Thanks to senior management involvement (CEO and five members of the Executive Committee were present 
during the forum) and the promise of giving feedback on suggestions, participation rate was high and the 
idea exchange was very rich. Based on the survey, AXA was able to distil six concrete and realistic actions, 
grouped into three themes. 

Electrabel adds communication channels

Belgian energy corporation Electrabel is constantly innovating its communications approaches, tools and 
media (intranet, posters, events, competitions etc), reaching many different audiences. The company created  
a logo to clearly identify all the internal actions related to its ‘Plan Together for less CO2’ activities. It also 
uses humour e.g. in its ‘Let us fight against energy monsters in the workplace’ campaign where sticky notes 
in the shape of winks and posters offered advice on how to save energy. Electrabel communicates regularly 
to all its employees on CSR, with concrete and transparent messages e.g. a tree is X boxes of paper’.
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STEP 6
Communicate 
externally
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Essenscia’s new sustainability report reflects this trend. The Belgian chemistry and life 
sciences industry federation offers videos with testimonials from senior management, 
members and external stakeholders. Translated into three languages and illustrated with 
multiple case studies, it is a useful tool for students too who can download the information 
they need to compose their own reports. The printed executive summary presents links to 
online reports and further information is also provided in Quick Response (QR) Codes. 
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Why write a CSR report?

Writing a CSR report more and more an obligation
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How to write a CSR report

Existing frameworks

“An integrated report is a concise 
communication about how an organization’s strategy, governance, performance and prospects, in 
the context of its external environment, lead to the creation of value over the short, medium and 
long term. An integrated report should be prepared in accordance with the International <IR> 
Framework. While the communications that result from <IR> will be of benefit to a range of 
stakeholders, they are principally aimed at providers of financial capital.” 

Stakeholder Inclusiveness:

Sustainability Context:

 Completeness:

Balance:

Comparability:

Accuracy:

Timeliness:

Clarity:

Reliability:
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GRI G4: Materiality lies at the heart of the matter

After two years of revision, the Global Reporting Initiative launched the new G4 Guidelines in May 2013, an 
update to the 3.1 guidelines. Here is a glimpse into the main changes.

1. Format: The new framework has been separated into two volumes.The finest part describes reporting 
principles and standard disclosures, i.e. the process of establishing a report as well as a materiality 
matrix and stakeholder engagement (the ‘what’). The extensive second part is a practical implementation 
manual to get quickly started in the writing (the ‘how’).

2. Showing the underlying process: G4 reports will include a materiality matrix, stakeholder 
mapping, engagement and the results of the consultations. Compulsory narrative parts (Disclosures on 
Management Approach) explain why you report (only) about your significant activities and impacts, in 
your premises and in the supply chain, and how you deal with them. 

3. Absolute priority to materiality: ‘Reporting on what matters, where it matters’. Depending on the 
result of your materiality exercise, the important topics to address in your report may not be inside your 
organisation’s boundaries. G4 reports will follow the organisational impacts across the value chain to 
zoom in on material issues only where they happen.

4. Two levels of compliance instead of three reporting levels: exit the A, B, C levels and the 
logic of checklist completion with a race to the number of indicators. G4 offers two compliance options: 
a demanding ‘comprehensive’ option and a more basic ‘core’ option. This maintains a certain hierarchy, 
while raising seriously the bar for the first entry level. For instance, additional general and specific 
disclosures are requested on governance, ethics, management strategy and remuneration in the core 
option. Otherwise, your report will only be “inspired by the GRI”, but it won’t be a GRI report anymore. 

5. External verification: As before, verification is not compulsory, but recommended. However, in G4 
guidelines, ‘+’ assuring external assurance disappears – instead, every single aspect of the report gets 
a separate ‘+’ if it is assured and visible.The verification process will have to follow this approach: 
learn to better appreciate the materiality process, the boundary of impacts, the governance issues, the 
stakeholders engagement, as these are now indicators to check too.

6. Official alignment: Reacting to the recent integrated reporting trend, GRI has aligned itself to 
IIRC and 10 other initiatives such as OECD Guidelines for Multinational Enterprises and the UN Global 
Compact. Its alignment with the ISO 26000 is currently being refreshed. 

Marie d’Huart, Partner, CAP conseil
www.capconseil.be - gri@capconseil.be 
© CAP conseil. All rights reserved

https://www.globalreporting.org/resourcelibrary/GRIG4-Part1-Reporting-Principles-and-Standard-Disclosures.pdf
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https://www.globalreporting.org/resourcelibrary/GRIG4-Part1-Reporting-Principles-and-Standard-Disclosures.pdf
http://www.globalreporting.org/resourcelibrary/GRIG4-Part2-Implementation-Manual.pdf
https://www.globalreporting.org/resourcelibrary/GRIG4-Part1-Reporting-Principles-and-GRI
https://www.globalreporting.org/resourcelibrary/GRIG4-Part1-Reporting-Principles-and-GRI
http://www.capconseil.be
mailto:gri@capconseil.be
Bárbara Mendes-Jorge
This needs to be moved or removed.

Bárbara Mendes-Jorge 8 November 2013 18:18

Bárbara Mendes-Jorge
First part

Bárbara Mendes-Jorge 8 November 2013 18:18



Planning your report

Provide pertinent information

Demonstrate that you know your stakeholder’s expectations:

Contextualise your CSR strategy 

January

Prepare Connect Define Monitor

Launch
Report

Deadline!February March April May June July August September October November December

Communicatie

  Pathways. The GRI sustainability reporting cycle: A handbook for small and not-so-small organisations.
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http://www.businessandsociety.be
Bárbara Mendes-Jorge
Replace "Communicatie" with "Communications".

Bárbara Mendes-Jorge 8 November 2013 18:19

Bárbara Mendes-Jorge
This should not be here.

Bárbara Mendes-Jorge 8 November 2013 18:20



Coca-Cola Belgium Luxembourg makes use of visuals to present its profile. A map identifies 
the countries the company operates in alongside key data on employees, revenue, brands and operations. 
A chart summarises the investments in Belgium and Luxembourg and a diagram explains the company’s 
activity and production processes. 

Detail the governance structure managing sustainability issues

What gets measured gets managed

Provide a senior management statement to reinforce your commitment

Impact

Ingrédients ProductionEmballages Distribution Appareils
de refroidissement

Recyclage

Clients & 
consommateurs

Chaîne d’approvisionne-
ment CCE

Activités CCE 

17 %
% des émissions totales de CO2

8 %48 % 7 % 20 % Repris dans % 
« Emballages »
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Umicore’s 2012 report to Shareholders and Society contained a very transparent management 
statement by the CEO and President regarding the achievements, difficulties and challenges the company 
encountered. It explains how the company deals with short and long-term objectives while reaffirming the 
company’s commitment to the three pillars of sustainable development (Vision 2015). By explaining what 
the major difficulties were and how these have been addressed, this statement reinforces the credibility of 
the organisation. The online statement is accompanied by CEO videos. 

Stakeholder statements to show transparency

EDF Luminus’ 2012 Sustainable Development Report illustrates each section with a transparent 
and balanced testimonial from a director. This gives the energy company’s report a personal touch and 
arguably motivates colleagues to embark on the CSR journey. Senior managers were also transparent 
about key indicators, such as cases reported to whistleblowing process (trusted parties in the Ethics 
section headed by the Head of the Legal department) or the impact of company restructuring on the 
headcount (People section, headed by the Human Resources Corporate Director).
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Assurance to increase credibility of the verified information

Attention-grabbing design and clear content

Greater accessibility to reach wider audiences with more information

This practical guide shows how to define and implement a CSR strategy then how 
to communicate on it. It will accompany you throughout the process. Hopefully, 
it shows that defining a credible strategy should come before communicating. 
While external communications comes after all the other steps, the CSR report 
can serve as the basis for your wider communications. 

So, now it is over to you.  Good luck!
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Bárbara Mendes-Jorge
"…improvements - but are very…"

Bárbara Mendes-Jorge 8 November 2013 18:25



Template 1: CSR issues linked to key activities

SOCIAL INTERNAL

SOCIAL EXTERNAL

ENVIRONMENT

ECONOMIC

Activity 1 Activity 2 Activity 3 Activity 4 Activity 5 Activity 6
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Template 2: Identify your stakeholders

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

26

27

28

29

30

31

32

33

34

35

36

37

38

39

40

Group Organisations Individuals
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Template 3: Map your stakeholders

Stakeholders

YES, STRONGLY = 1
YES, MODERATELY = 0.5
NO = 0

Does this group influence your organisation Does this group has interest in your organisation Will this group 
influence you or 
have interest in 
you in the future?

Total 
(max.7)

Economic 
performance 

Economic 
performance 

Social
performance 

Social
performance 

Environmental 
performance 

Environmental 
performance 

 Source: Table based on GRI sustainability reporting cycle: A handbook for small and not so small organisations53
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Bárbara Mendes-Jorge
Question mark at the end of sentence.

Bárbara Mendes-Jorge 8 November 2013 18:27

Bárbara Mendes-Jorge
Does this group have an interest in your organsation?

Bárbara Mendes-Jorge 8 November 2013 18:27

Bárbara Mendes-Jorge
"…or continue to be interested on your organisation in the future?"

Bárbara Mendes-Jorge 8 November 2013 18:27



Template 4: Make a stakeholder matrix

PO
W

ER

INTERESTLOW HIGH

HIGH

LOW

KEEP SATISFIED

MONITOR
(Minimum effort)

MANAGE CLOSELY

KEEP INFORMED
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Template 5: Determine engagement methods

Prioritised stakeholders How to engage them? When to engage them? Deadline for feedbacks

Source: Table based on GRI sustainability reporting cycle: A handbook for small and not so small organisations55

SIX PRACTICAL STEPS FOR A GOOD CSR STRATEGY AND COMMUNICATIONS  PRACTICAL GUIDE 

Bárbara Mendes-Jorge



Template 6: Are KPIs material?                                                                                    

Selected 
aspect

Related 
GRI 
Indicator

Is this 
already 
mentioned 
as 
important 
indicator by 
stake- 
holders?

Does this 
constitute 
a future 
challenge 
for your 
sector? Is 
this already 
discussed by 
peers?

Is this 
connected to 
relevant laws, 
regulations, 
international 
agreements 
with strategic 
significance 
to your 
organization 
or to your 
stakeholders?

Does this 
constitute an 
opportunity 
for your 
organization?

Does this 
contribute to 
the likelihood 
that a 
significant 
risk to your 
organisation 
occurs?

Is this 
recognised 
by scientists/ 
experts as 
a risk for 
sustainability?

Does your 
organisation 
have 
specialised 
knowledge or 
competencies 
to contribute 
to 
sustainability 
in this area?

Does this 
contribute to 
successful 
implementation 
of your strategy 
or does this 
reinforce the 
values of your 
organisation?

Source: Table based on GRI sustainability reporting cycle: A handbook for small and not so small organisations56
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Bárbara Mendes-Jorge
"…as an important indicator…"


Bárbara Mendes-Jorge 8 November 2013 18:28

Bárbara Mendes-Jorge
Organisation is spelt in three different ways in these three columns. Best to stick to the UK spelling (organisation).

Bárbara Mendes-Jorge 13 November 2013 09:44



Template 7: KPIs – Practical feasibility aspects

Indicators considered material 
for your organisation
(from previous table)

Is it feasible to collect the 
necessary information to report on 
this indicator in the current report?

Is preparation needed to monitor 
and report on this issue in your next 
report?

What do you need to do to gather 
the information?

Source: Table based on GRI sustainability reporting cycle: A handbook for small and not so small organisations
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Véronique Graham

Nathalie Crutzen

Business & Society Belgium

COLOPHONE

Editing and content:

Proofreading and editing:

Layout and design:
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http://www.sustainabilityconsult.com
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Business & Society’s members
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Bárbara Mendes-Jorge
This bullet point is out of line with the others.

Bárbara Mendes-Jorge 13 November 2013 09:43


