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1. Code of Ethics 
The Code of Ethics, also called Corporate Social Responsibility Charter, Value Statement, Code of Conduct is 

a voluntary document adopted by the company and officially approved by its Board of Directors, containing 

the rights, duties and responsibilities that the business has decided to undertake towards all its 

stakeholders; it therefore binds all the top management and all company collaborators.   

The adoption of a Code of Ethics represents a first step in the achievement of an ethical and responsible 

dimension for a corporate, through a direct, wide-spread and transparent communication with its 

stakeholders, aimed at increasing that consensus and moral legitimacy the company has gained. The Code 

should be intended as a corporate’s “Charter of Constitution”, that is to say a charter of rights and duties, 

to define the policy objectives the corporate intends to pursue. 

Such document lists the principles and rules of conduct, that is the ethical criteria, that improve decision-

making processes and provide an orientation for corporate conduct, in the attempt to balance 

stakeholders’ expectations and interests. Furthermore, it provides the reference parameter to express 

opinions on the reliability and good reputation of a company. The Code of Ethics shall also define the 

parameters that enable to identify and punish illegal and/or unethical behaviours. For the Code to be 

effective, it has to be concretely implemented. 

 

Function of the instrument 

This instrument is used to explain three functions:  

1. Moral legitimacy: the stakeholders recognize that their legitimate expectations are well-balanced 

in the rights and responsibilities identified by the company. 

2. Cognitive function: it makes it possible to recognize opportunistic behaviours and to clarify the 

unlawful exercise of authority, discretion, delegation and decision-making autonomy of each 

participant and each stakeholder;  

3. Incentive: the establishment and consolidation of the good reputation of a company and the 

development of mutually beneficial relationships of trust between the company and its 

stakeholders depend on the compliance with principles and rules of conduct. 

1.2. Content and structure of the Code of Ethics 

The structure of the Code of Ethics is generally divided in 3 parts: 

 

1. Preamble: it provides a definition of the Code of Ethics, outlining the mission, the values, the 

ethical principles and the mission of the company. Moreover, it contains a complete list of the 

corporate stakeholders with which it liaises and collaborates. The cooperation relation among the 

various stakeholders features two important factors: 

a) the parties in it have different interests, some of them agree, some others are in conflict; 

b) each party expects to receive benefits from the result of the cooperative activity, as it 

makes investments (in capital, work, know-how) to achieve the common objective. 

Within the preamble the following points are defined:  

 The company mission that expresses the founding principles, the inspiring values, the goals 

and objectives that characterise the economic activity of the company. It explains its aims 

and modalities not only to internal personnel, but also to clients and suppliers;  

 The values, that is the various cultural traits that identify the company as an organized 

group of individuals engaged in the pursuit of the company's mission. They can be 
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presented in the Charter of Values, a document based on the principle of equity intended 

as a general ethical principle all employees at all levels shall refer to. The Charter of Values 

is characterised by transparency, correctness, efficiency, service-minded attitude, 

collaboration, enhancement of human resources;  

 The ethical principles that define the expectations of the various stakeholders who have 

moral legitimacy towards the company and set a fair level of satisfaction. They require 

compliance and reciprocity among stakeholders since the company’s reputation depends 

from them; 

 The ethical vision that expresses the company’s notion of ethics from which derive the 

evaluation criterion and the balancing of the stakeholders' expectations and determines 

the decision as to the responsible behaviours that the company must hold towards them. 

The ethical vision gathers both the mission and the values, defining the balance point that 

can be impartially accepted by each of the parties engaged, based on which each 

stakeholder can freely decide to contribute or at least not to obstacle the pursuit of the 

company mission. 

 Rules and Standards of Conduct They must be formulated only after having carefully 

identified and analysed the critical areas in the relationships with stakeholders, that is the 

issues and situations that can entail opportunistic or unethical behaviours, "typical" of 

corporate activities. Therefore, the rules can be about: prohibition and prevention of 

misconduct, such as:  

 discrimination based on race, gender, political, trade union and religious beliefs; 

 favouritisms in salary policies and promotions in the workplace;  

 fraudulent use, by employees, of corporate goods; 

 falsification of withholding allowances; 

 misleading advertising towards the clientele; 

 unfair or deceitful ways of selling; 

 appropriation of new information regarding the quality and safety of products; 

 supply of material inferior both in quantity or quality from the agreed ones; 

 use of corporate resources to support political parties and candidates in elections, or bribes 

in the relations with political authorities and public administration. 

 

2. Implementation and Control procedures: They contain an analytical description of the mechanisms 

and bodies set up by the organization aimed at implementing, monitoring and disseminating the 

respect and compliance of the Code of Ethics. Among the mechanisms we highlight, for instance:  

 training programs on ethics, according to the role and responsibility of workers; 

 activities aimed at communicating the Code of Ethics to both internal and external 

stakeholders; 

 stakeholders can notify on violations of the Code of Ethics; 

 assessment activities regarding infringements by an internal though independent ethical 

judicial body; 

 systems of incentives and sanctions; 

 Internal Ethical Auditing system; 

 ethical and social responsibility report; Social Balance / Report; 

 external assessment and certification activity. 
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Among the Assessment and Implementing Bodies, we highlight the Business Ethics Committee and the 

Ethics Officer. 

 

1.3. Adoption and Implementation 

The elaboration of a Code of Ethics shall be carried out in four phases: 

 

1. The procedure to elaborate a Code of Ethics requests the establishment of a work team that 

represents the various corporate areas and functions with the task of following its development. 

This phase entails consulting with the managers and stakeholders and designing precise corporate 

analysis, aimed at detecting possible opportunistic behaviours and standards of conduct to prevent 

them. This must be achieved through a participative approach where emerging contents are to be 

shared by all parties. 

2. Subsequently, the work team shall draft a text with the aid of external professional consultants that 

can guarantee on the one hand to be independent and impartial in their judgements, on the other 

hand to be prepared in the fields of business and ethics.  

3. Once the Board of Administration has approved it, the company shall communicate that it has 

adopted the Code of Ethics both internally and externally so to make this governance instrument 

efficient. All the personnel (from managers to recently hired staff) shall be trained and informed 

about its content and the implementation methodologies identified; the Code of Ethics shall also be 

communicated to the other important stakeholders so that – by referring to it - they can evaluate 

the conduct of the corporate.  

4. Finally, after the adoption of the Code of Ethics, corporate procedures and policies shall be 

periodically assessed and revised, since they are essential to evaluate on a regular basis those 

decisions that must be made by exercising a “wise” ethical managerial judgment to analyse the 

behaviours involved. 

 

As for an in-depth regarding the Code of Ethics and the organizational models pursuant to the Law Decree 

231/2001, please refer to page 5 of the hand-out about section 4 of this course. 
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2. Ethical and social reporting and Social Report 
The Ethical and social reporting consists in:  

 setting up a system of measurement and systematic collection, organization and communication of 

data relating to the impact of the company's activities on the welfare of its various stakeholders; 

 evaluating the consistency between the achieved results and the goals derived from the mission, 

the core values and the Codes of Ethics; 

 assessing the level of satisfaction of the stakeholders regarding the consistency between their 

expectations and the objectives and results of corporate activities. 

The document in which the ethical and social activities are reported is usually called Social Statement. This 

is a complementary document to the Annual Statement used by the companies that wish or have to certify 

their ethical profile, communicating their reliability, capacity to invest and create jobs, showing they are 

careful and sensitive towards the social and economic framework they operate in.  

In particular the Social Statement is aimed at: 

 providing information on corporate ownership;  

 highlighting the features of corporate culture, such as, the system of reference values of the 

organization; 

 stressing the fact that the company is an organism that operates in compliance with environmental 

conditions and expectations of internal and external parties; 

 illustrate the added value generated and its distribution among those that have contributed in the 

production process; 

 diffuse the means employed to enhance people, technological innovation, training activities, health 

and safety at work, prevention of environmental risks. 

 

Structure and content 

The structure of the Social Statement can vary according to the methodologies adopted, such as those 

proposed by GBS (Study group on the principles of Social Statement drafting) or by GRI (Global Reporting 

Initiative), but in general the parts included in this document are the following:  

 Corporate Identity, describing the corporate history, the socio-political-economic reference 

framework, the codes of ethics that lead the strategic choices, the company mission, the 

institutional and organizational structure, information regarding the strategic and programmatic 

plan, the outstanding key choices to implement it; 

 Accountability report, listing data from the Income statement of the Annual Report. Here some 

operational indicators can be added, such as efficiency and productivity ratios, capital ratios, 

profitability ratios. 

 Social Statement, in which the various aspects of the social interaction between the company and 

the other internal and external parties are examined, by highlighting the consistency of the choices 

both with the stated core values and the legitimate expectations of stakeholders. 

 Detection system, which illustrates the methodologies applied and the results achieved. It starts so 

that the conduct of the company can be evaluated by the various stakeholders; the company shall 

monitor and assess the level of consensus to correct the management program if needed; 

 Proposal for improvement, where objectives and orientations for future management must be 

indicated. 

 

2.2. Advantages connected to the adoption of the Social Statement  
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Adopting the Social Statement generates clear advantages under various aspects such as: 

 image and reputation: the company strengthens its image thanks to the results obtained with the 

CSR practices implemented in the Social Statement. Moreover, it prevents the so-called 

“reputational risk”; 

 management of processes: the dissemination of the Social Statement allows all members in the 

organization to become aware of the strategic objectives, with a consequent advantage under the 

operational point of view; 

 communication and training: the Social Statement tends to line up the activities of the organization 

with the expectations of the stakeholders, by starting a process of continual improvement.  

 

In particular the Social Statement: 

 represents a significant training moment for internal stakeholders; 

 represents and efficient and effective way, for external stakeholders, to get to know and judge 

corporate operations; 

 has a reporting function since it offers a comprehensive representation of performances, not 

limited to the economic-financial aspect. 

 

2.3. Objectives 

In general, we can say that the aims of diffusing the Social Statement are the following: 

 public relations, that is state and consolidate a positive image of the company with its reference 

targets; 

 social strategies towards stakeholders, where the Social Statement becomes a managerial 

instrument to assess the results achieved, in relation to the stakeholders’ expectations that can 

affect the corporate competitive trend; 

 defence with evidence of corporate credibility and reputation. Also, the company’s negative results 

are to be presented while indicating the corrective actions implemented and being available to 

undergo a more stringent external control;  

 evaluation of the produced and distributed wealth: this vision has the advantage of addressing a 

wide array of parties while basing itself on the values taken from the traditional income statement 

that as such usually undergo all the controls that drawing up an Annual Report is required pursuant 

to civil norms. 

 

2.4. Various forms of Social Statements 

There are various forms of Social Statements, among which:  

The Sustainability Statement serves as a tool to establish a dialogue among the company, the 

stakeholders and the territory it operates in. It contains the Values and Principles that guide a 

group or a single company, the activities and the results about the stakeholders’ engagement, the 

level of performance achieved and the objectives of improvement concerning the three dimensions 

of sustainability: economic, social and environmental. It can obtain certifications of compliance 

with international standards after the assessment, carried out by a third party, of the company 

compliance with accountability standards and of the reliability of the data submitted;  

 The Environmental Report is a voluntary information document in which company activities and 

the main relationships between the company and the environment are analysed and measured 

using specific environmental performance indicators. It is a summary of the quality and quantity of 

resources, materials and of the input and output energy needed in the production process. 
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Sometimes, the Environmental Report can be considered as an independent section of the Social 

Statement, showing the commitment of a company to exploit resources in an improved way, with a 

reduced impact on environment. Such a document has on the one hand a management function as 

it illustrates the values of environmental consumption and expenses, on the other hand a 

communication function as it supplies information outside the company regarding the corporate 

situation and its relationship with the eco-system; 

 The Social Audit is an assessment report of a business’s commitment in social activities and 

activities of interest to the public and non-profit sectors. These audits are in the first place 

conducted to the internal advantage of the company and usually they are not published. The Social 

Audit can be carried out on a regular basis by internal or external consultancy groups as part of 

regular internal auditing. These considerations concern the social and environmental impact of 

corporate activities;   

 The Mission Statement is a model for the presentation of the activities carried out by non-profit 

organizations. Through this tool, they meet the request for social reporting and show their social 

legitimacy, that us to say the right to be the advocates of those unmet or unexpressed social needs; 

 The Annual Report is a comprehensive report on the activities of a company over the course of a 

year. Annual reports are aimed at providing information of company activities, also in terms of CSR 

activities and corporate financial performances, to shareholders and stakeholders. 

 
The Added Valued in the reporting process 

 

The corporate Added Value represents the difference between the wealth produced and the expenses 

borne for its distribution to stakeholders.  

The calculation of the Added Value is technically obtained by reclassifying the items in the Income 

statement and is given by the difference between gross revenues and the expenses borne to produce them. 

It highlights the remuneration of factors, taking into account that part of the wealth produced is delivered 

to other parties that are entitled to it either by law or by free decision of the company.  

The Added Value, therefore, represent the joint between the Annual Report and the Social Statement: the 

Annual Report represents the composition of revenues formed by the difference between costs and 

earning, while the Social Statement explains how the wealth produced by the company is composed and its 

distribution to stakeholders. 

Determining the Added Value allows for the presentation - in monetary terms - of the relations between 

the company and the socio-economic system it interacts with; it is a numeric expression that shows a 

company'’ capacity to produce wealth and then distribute it to the various stakeholders. 
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3. Communication within the company 

Within the company, in order to acquire competitiveness, technology can no longer be the only element to 

rely on; indeed, companies’ success is ever more depending on intangible resources. In particular, 

communication plays an essential role as we moved form a merely information and advertising focussed 

communication to global communication, aiming at providing information on the company’s product/ 

service to the public while building up corporate image. Moreover, nowadays consumers have become 

active parties who contribute to determining the offer of the goods they demand. Communication is thus 

an indispensable tool for the success of a company, and a means to establish a connection with the social 

environment in which it operates. 

Companies no longer interact only with their customers, but since they have become an open system that 

interact with the environment and a growing number of different parties, they must manage 

communication processes both within and outside the company itself. According to the Auteri approach, 

there are four types of communication: 

 top-down: (one-way communication): typical of traditional organizational models reflecting a style 

of managerial leadership, based on a paternalistic logic, in which roles are rigid; 

 bottom-up: (two-way communication): reflecting the possibility to exchange information between 

the top and the other levels of the organization; therefore, there is an improved information 

permeability. 

 comb-like: typical of new organizational models, communication develops both vertically and 

horizontally. There is a contribution from all levels, also through team work, to improve company 

performance. 

 star-like: communication takes place in a transversal and diagonal way, in which autonomous work 

groups with different hierarchical levels are created, although all of them are quite autonomous 

(this is the case of a network enterprise model).  

An integrated communication strategy is necessary to describe both form and content, going beyond the 

classic tripartition into internal, external and product communication. We then speak about organizational 

communication that must be functional to corporate development as a whole, while creating a 

participative, shared and cooperative culture. 

 

3.1. Storytelling 

Corporate Storytelling is assuming a new role in organizations. It is not only limited to marketing and 

communication initiatives but is also used as a means of identification and distinction. Its purpose is to 

better engage internal and external stakeholders. Storytelling has received a strong impulse from on-line 

diffusion. Narration techniques – using words, images and signs – play an essential role in representing the 

potentials of a company. Corporate Storytelling can be used to describe the company’s corporate 

responsibility and social commitment, in a more efficient way with respect to another instrument. 

Corporate Storytelling gives rise to a wide array of paper or digital media and relational tools that can be 

applied to different areas or company functions, such as: 

• strategic principles; 

• brand management; 
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• integrated communication; 

• advertising; 

• training; 

product design. 

 

The creation of value has always been the ultimate goal of a business, which is expressed through 

increases, reductions or transformations of capital used and produced by company activities. This value has 

two interconnected aspects:  

1. Value for stockholders; 

2. Value for other stakeholders.  

The sources of competitive advantage are created within the company and they are represented by 

resources, procedures and capabilities that are present, developed and managed by the organization. It is 

essential for companies not to restrict themselves to a compliance-oriented reporting, but rather to telling 

their own story of creating value by communicating information related to the contexts of governance, risk, 

strategy, reference framework, performance and future prospective. Moreover, corporate storytelling has 

a strategic function of primary importance. By creating stories, it is possible to create a well-defined 

corporate storytelling identity, which gives employees the opportunity to make sense of their work and feel 

actively engaged in the company's objectives. Corporate Storytelling narrates a story according to 

Emotional Branding criteria (the company and therefore its Brand have a personality, a character, a 

temperament that have to be elaborated for a more appealing and attractive communication with the 

public). It is essential to build, diffuse and consolidate a strong and appealing corporate identity, especially 

to introduce it in a long-term strategy. 

Such a communication modality allows to explain why a company acts in a certain way. However, 

storytelling must be balanced with information that show the economic, social and environmental impact 

produced by corporate activities. Such information and data shall be comprehensible and relevant to 

stakeholders. 

 

3.2. The Corporate culture and the organizational climate 

Corporate culture is the set of values and principles that inspire the behaviour of workers within a 

company. It has been established since values have been considered functional and shown to those who 

become part of such a reality as being the right way to perceive, think and feel. The internalization of these 

principles results from a redefinition of one’s values through a process of socialization., managed in a 

conscious way so as to create a certain company image. The company identity often reflects the values 

promoted by the founder or by a charismatic leader of the top corporate management.  

There are two main types of values: 

 primary values: which are deeply rooted and are a company’s distinguishing features; 

 secondary values: they are instrumental in nature and are therefore linked to models of conduct, 

technologies used, products and corporate business objectives. 
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Values sediment through communication processes and organizational behaviours that lead to learning a 

whole set of characteristics of strategic importance (culture, identity, distinctive competences).  

The human factor, however, strongly affects the output of individual and group performances given the 

emotional aspect, the inclination to socialize with other colleagues and the decision-making process that 

highlights who and how makes decisions. The organizational climate is of a primary importance as it 

represents: 

3. A set of specific attributes of a particular organization that can be inferred from the way the 
organization relates to its members and its environment. For each worker, member of the organization, 

the climate takes form starting from a series of attitudes and expectations that describe the organization in 

terms of statistical characteristics, behavioural consequences and relevant results. The corporate climate is 
of strategic importance in any organization and has significant effects on the ability of the 
organization to employ and make the most of its technical resources and human capital. A good 
climate favours the achievement of their strategic objectives by organizations. In a moment of 
economic crisis, having motivated, stress-free personnel at the workplace allows for better 
performance and therefore a greater competitive advantage. Among the advantages of a positive 
organizational climate are 

 positive environment for actions to improve work processes; 

 improvement of internal and external relations; 

 profit in economic terms; 

 reduction of waste and errors 

 welfare system for employees. 

 

When there are conflicts at the workplace, critical situations must be dealt with by analysing the 

organizational climate, exploiting the instrument of corporate mediation. A conflict within an organization 

is the process that commences when one of the parties perceives that the other obstacles the achievement 

of certain goal it considers important. Despite conflict is generally perceived as something negative that 

threatens the interests of the organization, a waste of time, instead if approached in the right way it can 

become functional. Indeed: 

 it allows people understand the real needs beneath conflicts; 

 it increases the level of motivation; 

 it encourages the capacity to innovate; 

 it strengthens problem solving skills (negotiation, communication, creativity, etc.). 

 

To deal with conflicts, mediation instruments, both internal and external, prove necessary and allow for 

various advantages: 

 reduced costs; 

 confidentiality in the process; 

 swift resolution times; 

 effectiveness (the conciliation agreement is valid ad a contract and is thus binding); 

 autonomy (parties are protagonists in looking for a solution); 

 exemptions (all deeds, documents and provisions concerning the mediation procedure are tax duty 

exempt and free from any other expense, duty or right of whatever nature); 

 tax credit; 

 mutual collaboration and satisfaction of the parties; 

 safeguarding of the pre-existing relations in view of keeping them in future; 

 greater competitevess. 
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In this way the psychological and social well-being of workers is guaranteed and this change within the 

work context is also visible with a positive influence at a personal level in daily situations. 
 

3.3. Whistleblowing 

Whistleblowing is a practice of Business Ethics adopted by major companies in the United States and is also 

being developed in Europe. It allows company employees to report, in a non-anonymous way, but with the 

guarantee of source protection, internal behaviours of the Organization that are not consistent with 

company values, as well as any risks: risks at the workplace, internal frauds, frauds to the detriment of or by 

the company, environmental damages, untrue social communication, medical negligence, illegal financial 

operations, health threats, cases of corruption or concussion, and many more. The whistleblower is 

therefore the worker who – during his or her work within a public, private, non-profit organization, detects 

a possible fraud, danger or any other serious risk that may damage customers, colleagues, shareholders, 

the public or the reputation of the institution itself. Thus he/she decides to report it, in so doing performing 

a public interest role, informing the body/community he/she belongs to of problems or dangers.  

Whistleblowing is still a little known and used procedure in Italy. However, a specific law provision is being 

set forth (namely no 1751/2013), approved by the Chamber on 21 January 2016 and being examined by the 

Senate. It shall guarantee source protection and prohibit retaliation against those who report through 

special channels. Up to now, the only protections for whistleblowers are exclusively for public employees. 
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4. Management systems and certifications 
 

The term Management System refers to a set of procedures, information systems and IT systems dedicated 

to the implementation and control of an operational, production or administrative process. 

The Management Systems according to the ISO standards concern: 

 Quality: ISO 9001; 

 Environment: ISO 14001; 

 Energy: ISO 50001; 

 Health & Safety; ISO 45001 (which will replace OHSAS18001).  

The most accounted for Management System among the requirement for a socially responsible company is 

the Environmental Management System (EMS). 

The Environmental Management System is at the core of the technical-organizational processes prepared 

by the company to manage environmental issues. Integrated with the overall management activities, it 

defines the structure and responsibilities, planning activities, procedures and resources needed to develop 

and implement environmental policy. 

The objectives pursued by the EMS include the protection of the environment and the prevention of 

pollution by balancing socio-economic requirements and helping organizations to plan and achieve their 

environmental objectives (environmental protection and environmental impact). In particular, the EMS 

deals with: 

 the evaluation and systematic control of the environmental aspects identified by the company;  

 pollution prevention and reduction;  

 good management of employed resources;  

 internal and external information on the previous aspects.  

 

As for Management Systems, many certifications related to CSR follow the so-called Deming cycle. 

According to this principle - to be applied on a cyclic basis - aimed at achieving continuous improvement, 

there are 4 fundamental steps to be implemented: 

1. Plan  

a. identifying areas of activity;  

b. comparing current practices with the quality system requirements;  

c. identifying legislative requirements and regulations; 

d. set social responsibility objectives; 

e. appoint a person responsible for the quality management system.   

2. Do  

a. obtaining Management’s approval;  

b. engaging the personnel, carrying out training activities;  

c. implementing the procedures;  

d. communicating inside and outside the company. 

3. Check  

a. checking the implementation of procedures;  

b. carrying out internal audits;  

c. preparing the certification audits. 

4. Act  
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a. implementing corrective and preventive actions;  

b. being subjected to surveillance audits checks.  

ISO 14001 was implemented by the EMAS regulation, whose annex 1) states that the Environmental 

Management System, for an organization wishing to join EMAS, shall comply with such international 

standard. 

Other norms of the same group are:  

 ISO 14030 for assessing environmental performances; 

 ISO 14063 for environmental communication;  

 ISO 14040 for life cycle assessment (LCA) and other documents concerning the product. 
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5. SA 8000 (Social AccountAbility)  
 

 
 

It is the first voluntary international standard that lays down and measures the social responsibility 

requirements of a company; it is based on the ILO conventions, the Universal Declaration of Human Rights 

and the UN Conventions. 
 It is subject to periodic reviews (the first year was 1997, the last one 2014) and is verifiable through a third-
party validation system. The principles that characterize it must be respected by all stakeholders of that 
supply chain (including the company, the suppliers, partners and customers). 
The 2014 revision left the structure of the standard unchanged, while the Social Fingerprint Programme 

was introduced, a self-assessment questionnaire that organizations must complete before certification and 

at subsequent defined moments. This helps organizations to measure and improve social benefits directly 

within their company, but also along their supply chain. 

 

5.1. Contents  

The SA 8000 deals with the following themes: 

 promoting the health and safety of the work environment, in combination with OHSAS 18001; 

 granting freedom of association and the right to collective bargaining; 

 combating child labour, forced labour, discrimination and disciplinary practices not provided for by 

article 7 of the Workers' Statute; 

 enforcing working time regulations and salary criteria.  

 

5.2. Structure: 

The standard is characterized by 9 social requirements:  

1. child labour;  

2. forced labour;  

3. health and safety;   

4. freedom of association and the right to collective bargaining; 

5. discrimination; 

6. disciplinary practices; 

7. working time; 

8. remuneration;  

9. management system. 

 

Requirement 9, entirely dedicated to the “Social Management System”, has a very similar structure to that 

of quality and environmental management systems. Both require a policy with objectives, planning and 

actions to achieve the objectives, the appointment of a representative of the Management, and periodic 

reviews. It is also possible to draw up a social management manual, with related procedures, or integrate 

the themes related to quality, environment, safety, and ethics in a single document. 
 

 

5.3. The certification process: 

To obtain this certification the company or organization must provide evidence for and apply the 9 

requirements the norm is composed of.  

Moreover, compliance with a number of international conventions is requested, such as:  

 ILO Conventions 29 and 105 (Forced or Compulsory Labour);  

 ILO Convention 87 (Freedom of Association);  
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 ILO Convention 98 (Right to Organise and Collective Bargaining);  

 ILO Conventions 100 and 111 (Equal remuneration for work of equal value for men and women; 

Discrimination);  

 ILO Convention 131 (Minimum Wage Fixing);  

 ILO Convention 135 (Protection and Facilities to be Afforded to Workers' Representatives);  

 ILO Convention 138 and Recommendation 146 (Minimum Age for Admission to Employment and 

Recommendations);  

 ILO Convention 155 and Recommendation 164 (Occupational Safety and Health);  

 ILO Convention 177 (Home-based workers);  

 ILO Convention 183 (Maternity Protection);  

 The Universal Declaration of Human Rights; 

 The United Nations Convention on the Rights of the Child.  

 

The certification process, like the one involved for ISO 9000 and ISO 14000, is divided into 3 phases: 

1. communicating to an accredited body the intention to implement a Social Management System. 

The company must demonstrate its compliance with binding laws and undertake to request an 

inspection visit within one year;  

2. implementing of the actual Social Management System. All changes necessary to make the 

organization compliant with the SA 8000 standard, as well as with any other legal requirement, 

must be carried out, with a view to meeting requirement 9 in particular; 

3. Inspection visit, conducted by a specially trained audit team. Verifiers are allowed to access 

company documentation and interview employees. Should non-conformities to the standard 

emerge from the inspection visit, corrective measures may be taken and subsequently re-assessed.  

 

This process involves three types of audits:  

1. first party: the organization verifies the implementation and effectiveness of its social responsibility 

system;  

2. second party: the organization verifies, directly or indirectly (entrusting it to an external 

organization), its suppliers/sub-suppliers;  

3. Third party: a third party (that is, independent) assesses the organization’s social responsibility 

system with respect to the related standard.   

 

5.4. Management regulatory principles on which it is based 

The management principles of the SA8000 standard are: 

 Engaging the management;  

 Engaging all the company sectors;  

 Favouring prevention instead of controlling;  

 Stimulating to manage those aspects that can be controlled or influenced;  

 Striving towards continual improvement;  

 Taking into account stakeholders, workers (including children and families), clients and consumers, 

suppliers (production chain), shareholders, insurers, certification bodies, governments, non-

government associations, the community in general. 
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5.5. Benefits ensuing the certification 

The SA8000 certification is recognized worldwide and provides for the development and verification of 

management systems that promote socially acceptable work activities; these bring advantages for the 

Organization and for the entire supply chain, in terms of improvement in “corporate risks” management in 

relations with all the company's internal and external stakeholders. 

Fulfilling the requirements set by the standard brings advantages in terms of: 

 increased credibility, transparency and corporate image on the reference market;  

 reputational benefits;  

 greater consumer confidence;  

 improved relations with institutions and social organizations;  

 control of ethics and social fairness in the supply chain;  

 improved corporate climate; 

 improved internal and external communication. 
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6. AA1000 (AccountAbility)  
Accountability represents a framework standard, introduced in 1999 by ISEA (Institute of Social and Ethical 

Accountability) to improve the overall performance of organizations, by levering on the aspects of 

accounting (Social Statement), auditing (with a process similar to that described in the ISO standard 19011) 

and social and ethical reporting. 

It focusses on engaging stakeholders and on the best modalities to improve, in a constant and 

uninterrupted way, the accountability practices within companies.  

Although not a certifiable standard, it offers numerous advantages including: 

 the possibility of measuring social performance indicators; 

 the opportunity to encourage and improve relations with both internal and external stakeholders; 

 an effective assessment and management of the risks related to relational dynamics; 

 the development of a process through which to build a shared pathway and foster mutual trust 

between companies and stakeholders.  

 

Standard AA1000 is correlated to other recognised international standards such as: 

 SA 8000 concerning workplace conditions and the protection of workers' rights. 

 GRI concerning economic and environmental issues; 

 ISO 14001 concerning environmental issues. 

 

During the consultation process for the 2008 review, the conclusion was reached that the AccountAbility 

Principles should be the subject of individual standards so as to allow a wider application and facilitate their 

use during the sustainability assurance process. AccountAbility Principles Standard, AA1000APS (2008), 

therefore include three Principles:  

1. Inclusivity1 (the founding principle); 

2. Materiality; 

3. Responsiveness.  

- Completeness is no longer included in the AccountAbility Principles, but it remains however 
a key principle in the process of assuring sustainability, since it refers to the level these 
three principles have been applied.  

 

 

In 2015, AccountAbility announced the publication of the final version of the AA1000 Stakeholder 

Engagement Standard - AA1000SES (2015), an open-source framework for assessing, designing, 

implementing and communicating the quality of stakeholder engagement which provides a solid 

methodology for an all-round stakeholder management. 

AA1000SES (2015) can be used as a support for risk management, for the protection of “license to 

operate”, to strengthen the brand and lay the foundations for improving the sustainability performance of 

the Organization as a whole. 

The standard is divided into the following 5 phases:  

1. planning: it defines the values, social and ethical objectives of the organization and identifies 

stakeholders;  

                                                           

1
 Inclusivity means favouring the participation of stakeholders in developing and achieving an accountable and strategic response to 

sustainability. 
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2. accounting: it plans the essential actions to achieve the objectives, identifies the indicators and the 

development of the performance objectives and the improvement plans, the collection and 

analysis of information;  

3. auditing and reporting: it elaborates reports (written and verbal communication) to be submitted 

to stakeholders and it deals with all control actions;  

4. embedding: the processes (management and collection of information; implementation of values, 

internal audit) needed to strengthen and integrate those processes carried out within the company 

or organization are implemented;  

5. stakeholder engagement: stakeholders are engaged in all the above-mentioned phases of the 

process.  
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7. OHSAS 18001 (Occupational Health and Safety Assessment Series) 

  
In April 1999, to meet a specific market demand insistently requesting a single standard for Occupational 

Health and Safety Management System2(OH&S), the British Standard Institution – BSI published the OHSAS 

18001 standard, internationally recognised, being the result of the work of a team composed of the main 

category associations. 

It is applicable by all the organizations (operating in any business sector) who intend to: 

 apply a formal procedure to eliminate or minimize the risks associated to occupational health and 

safety in the workplace for employees, customers and the public in general; 

 implement, maintain and continually improve a OH&S management system;  

 assure that their policy is OH&S compliant;  

 demonstrate that their own OH&S management system is compliant with OH&S standard, thus 

producing a self-statement and assuring self-determination, by requesting the parties with a stake 

in OH&S – such as customers - to confirm compliance or requesting a certification or registration of 

one’s OH&S management system with an external organization. 

  

The OH&S standard defines the requirements for an Occupational Health and Safety Management System, 

which the company intending to obtain the Compliance Certification shall implement; the OH&S, ISO 9001 

(for Quality Management Systems) and ISO 14001 (for Environmental Management Systems) standards are 

three different management systems that can be easily integrated one with the other.  

The company’s Management System is assessed at various levels, taking into account the level of 

applicability of the standard depends on various factors, such as the OH&S policy defined by the company, 

the type of business dealt with and the conditions the company operates in.  

 

On 1st July 2007 the new standard, BS OHSAS 18001, was approved, setting the following requirements: 

 adopting a safety management policy;  

 identifying dangers, assessing risks and identifying the control modalities, by strictly complying with 

law provisions and any other adopted provisions;  

 defining specific programmes and objectives by implementing the Plan Do Check Act logics;  

 defining tasks and responsibilities;  

 preparing, training and engaging personnel;  

 modes of consulting and communicating with employees and stakeholders;  

 controlled management of the documentation;  

 implementing modes of controlling the activities related to identified significant risks, including 

processes, such as planning and maintaining;  

 preparing measures to identify, prevent and control possible accidental events (injuries and 

escaped accidents) and emergencies;  

 monitoring and measuring the performance of the health and safety system, as well as keeping 

compliance with legal requirements;  

                                                           

2
 “Conditions and factors that influence or can influence health and safety of employed workers or any other worker 

(including temporary workers and contractor’s personnel), visitors or any other person in the work env ironment (see 
3.23 of the standard). 
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 defining and implementing systematic controls (injuries, accidents, non-compliance, corrective and 

preventive actions) and periodic controls on the management system compliance;  

 identifying and assessing dangers and risks related to activities performed by third parties; 

 

In June 2013, ISO began drafting the ISO 45001 standard, whose text in DIS (Draft International Standard) is 

being analysed. 

The new standard will replace the BS OHSAS 18001 standard. 

The objectives of the ISO 45001 standard are the following: 

 use simple language; 

 tailor effectively flexible and adaptable requirements to suit small and large companies; 

 encourage “management” without necessarily increasing “documentation”;  

 allow management of health and safety at work requirements (including legal ones) without 

additional resources to be allocated to the system management. 

 

 

The ISO 45001 standard will be organized according to the “High Level Structure” (HLS), common to all the 

ISO standard, in order to facilitate the adoption of integrated management systems, much needed by many 

production enterprises, such as pharmaceutical or chemical companies, for which health, safety and 

environment are naturally dealt with as a whole.  

The standard will also consist of two separate parts: one that includes a series of principles and 

requirements, representing the proper standard; and an ANNEX with guidelines for facilitating 

interpretation. 
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8. ISO 26000 
This standard, published in November 2010, offers public and private organizations voluntary, harmonized 

and internationally recognized guidelines on social responsibility, based on best practices and in accordance 

with relevant UN and ILO declarations and conventions. They concern: 

 concepts, terms and definition concerning social responsibility; 

 historical premises, trends and features of social responsibility; 

 concepts, terms and definition concerning social responsibility; 

 essential issue and specific aspects of social responsibility; 

 integration, implementation and promotion of socially responsible behaviours within the scope of 

organization and, through policies and procedures, within the scope of its influence; 

 identifying and engaging stakeholders. 

 communicating commitments, performances and other information concerning social 

responsibility. 

 

ISO 26000 is not a management system standard nor a certification standard; it does not replace existing 

Social Responsibility activities, but enhances them further. Currently it cannot be certified by third-party 

organization in charge of assessment.  It helps companies to recognize Social Responsibility, integrate it and 

put it in place in their organization; to identify and engage stakeholders, and to disseminate the 

commitment to Corporate Social Responsibility and the resulting performance. “ISO 26000 will help 

organisations for whom operating in a socially responsible manner is more than 'just a nice idea' to 

implement social responsibility in a pragmatic way that targets performance. Therefore, it will be a 

powerful tool to help organizations move from “good intentions” about SR to “good actions”. ( ISO 

Secretary-General Rob Steele). 

 

The implementation of ISO 26000 allows for:  

 streamlining internal processes and assuring the integration between management systems and 

the engagement in the fields of social responsibility and sustainability;  

 improving the relationships with partners, institutions, suppliers, customers, employees and the 

community it operates in;  

 streamlining risk management, by drastically reducing the possibility of conflicts among 

stakeholders, bad publicity and reputational crises;  

 enhance the personnel’s ethics and the company’s ability to attract and retain workers, thanks to 

its "good reputation";  

 attract more investors, sponsors and the financial community, generally more interested in 

investing in socially responsible organizations.  

 
8.1. Structure: 

The ISO 26000 structure is divided n 7 points and integrated by 2 Annexes:  

1. Purpose and scope of application of the standard; identification of limits and exclusions; 

2. Essential terms and definitions to understand social responsibility and use the international 

standard; 

3. Understand social responsibility through the conditions that have influenced its development and 

continue to influence its nature and implementation. moreover, the CSR concept is explained, and 

how it applies to organization; 

4. Social responsibility principles; 
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5. Recognise social responsibility and engage stakeholders. Provide a guide in the relationship 

between organization, stakeholders and society, on the essential themes and specific aspects of 

social responsibility and the organization’s scope of influence; 

6. Guide to the essential issues of social responsibility; Of each issue, it is explained the application 

field, its relationship with social responsibility, related principles and considerations, actions and 

correlated expectations;  

7. Guide to integrate social responsibility in all the organizational, including a guide on: a) 

understanding CSR in an organization, b) integrating CSR in all the organization, c) communication 

about CSR d) improving the credibility of an organization about CSR, e) re-examining progress and 

improving performances, f) assessing voluntary initiatives about CSR. 

There are also: 

a) Annex A: examples of voluntary initiatives and social responsibility instruments; 

b) Annex B: abbreviations used in the standard; 

c) Bibliography.   

 

8.2 The 7 Social responsibility principles for ISO26000 

1. Responsibility 

the organization shall assume its responsibility for the impact it has on society and development, by 

accepting possible controls with the duty of responding 

2. Transparency 

the organization shall be transparent in all its decisions and activities, especially in relation to its 

nature, objectives, results in terms of social responsibility and the source of its financial funds. 

3. Ethics the organization shall all the time behave in an honest, fair and morally decent way with 

respect to people, environment, animals and all those who are involved with corporate activities 

4. Respect of the stakeholders  

 the organisation must identify all those who, directly or indirectly, are involved in the company’s 

activity and must pay particular attention to their needs; 

5. Observance of the law   

respect for the law’s role is mandatory and the organisation must accept the fact that no individual 

or entity is above the law; 

6. Observance of international behavioural standards   

the organisation must adhere to the internationally established principles and observe them as 

much as possible if they operate in nations with a legislation that comes into conflict with such 

regulations; 

7. Respect of human rights   

the organisation must acknowledge the importance and the universality of such rights and avoid 

taking advantage from situations in which said rights are not observed; 

 

8.3 The 7 fundamental issues  

A company shall tackle the following fundamental issues: 

1. GOVERNANCE: a system through which an organization makes decisions and implements them in 

order to reach its objectives 

2. HUMAN RIGHTS: civil and political rights; economic and social rights. 
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3. LABOUR CONDITIONS AND RELATIONS: policies and practices concerning the work dealt with 

within, on behalf or through an organization. 

4. ENVIRONMENT: decisions and activities that inevitably have an impact on environment 

5. CORRECT MANAGEMENT PROCEDURES: ethical conduct of an organization in the relationships with 

other organizations. These include relations among organizations and government agencies, 

organizations and their partners, suppliers, contractors, customers, competitors and associations 

they belong to. 

6. SPECIFIC ASPECTS CONCERING CONSUMERS: offer of accurate information, use of marketing 

information and contractual processes that are correct, transparent and useful, promotion of 

sustainable consumption and design of products and services that are accessible to everyone. 

7. ENGAGEMENT AND DEVELOPMENT OF THE COMMUNITY: Engagement of the community in order 

to contribute to its development. 
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9. EC Regulation 19-03-2001 n. 761/2001  
 

The European Parliament and the European Council EMAS (Eco Management and 

Audit Scheme) Regulation on the voluntary participation of organizations in a 

European eco management and audit scheme is valid within the European 

Community; voluntary participation is open to all those who wish to evaluate and 

improve their environmental performance, providing the public and stakeholders 

with guaranteed and reliable information.   

The objectives of the EMAS registration concern: 

 continuous improvement in the environmental performance of 

organizations through the adoption and implementation of environmental management systems 

on the part of companies;  

 systematic, objective and periodic evaluation of these systems; 

 transparency in information and dialogue with stakeholders; 

 active participation of employees and the provision of appropriate professional staff training with 

respect to environmental issues. 

 

With Regulation n. 1505 dated 28 August 2017, the Commission has modified annexes 1, 2 and 3 of 

Regulation (EC) n. 1221/2009 of the European Parliament and the European Council on the voluntary 

participation of the organizations to the community Eco Management and Audit Scheme (EMAS). Such an 

amendment is due to the publication of the new ISO 14001:2015 standard replacing the 2004 version, 

which is included in Annex 2 of EMAS. 

As provided by Regulation EC n. 761/2001, in order to obtain the EMAS registration, an organization shall 

meet the following requirements:  

1. Perform an environmental analysis that shall encompass all the environmental impacts of 

productive processes, products and services, assessment methods, regulatory framework, 

procedures and practices of environmental analysis already in place. 

2. Adopt (implement) an environmental management system that can meet the requirements of the 

environmental law in force, based in the results of environmental analysis and aiming at 

implementing the environmental policy of the organization and achieve the improvement 

objectives defined by the top management. Such system must describe the responsibilities, means, 

operational procedures, training needs, monitoring and control provisions, communication 

systems.  

3. Perform environmental audits to assess the efficiency of the management system and the 

environmental performance of the organization, in light of the environmental policy, of 

improvement objectives, environmental programmes of the organization and of the laws in force.  

4. Develop an environmental product declaration in which the results achieved with respect to the 

environmental objectives set are described; moreover, it shall indicate how, and through which 

programmes the organization plans to improve its performances in the field of environment, by 

taking into account also the needs - as for information is concerned – of stakeholders. 

5. Obtain an independent assessment by an EMAS accredited entity that shall examine and validate 

the environmental management system, the audit procedure and activities, the environmental 

declaration and the environmental analysis, that must be compliant with community regulations. 
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6. Register the declaration with the competent authority of the Member State: this phase requests 

the company to commit to conveying the environmental declaration to the competent authority 

within the member state in which the organization is based; once the registration is obtained, it 

must be made available to the public so to receive an identification number in the European 

register. From this moment onwards, the company shall be authorised to use the EMAS logo. For 

the EMAS registration to continue being valid over time, it is necessary to periodically assess the 

environmental management and audit systems, and transmit any possible validated annual update 

to the competent authority.  

In Italy the Register is kept by the Ecolabel and Ecoaudit Committee – EMAS Italia section at the Institute 

for Environmental Protection and Research (ISPRA ex ANPA). 
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10. The product and system environmental quality trademarks  
10.1. Ecolabel (EC Regulation n. 66/2010) 

 

The European ecological label, established for the first time by Council Regulation 

(EEC) n. 880/92, subsequently reviewed to get to the current 2010 version, as 

amended by Regulation (EU) n. 782/2013, is an award scheme introduced to reward 

the best products and services from an environmental point of view, distinguishing 

them from their market competitors’, keeping in any case high performance 

standards, meeting the need for supplying the best information on the environmental 

impact on the products to consumers who are increasingly more interested in 

environmental issues and sustainable consumption, as well as controlling the 

diffusion on the international market of many eco-labels3.  

Among the main objectives of this European regulation are also worth mentioning: 

 the promotion of products that are potentially able to reduce environmental negative impacts with 

respect to other products of the same group; 

 the efficient use of resources and a high level of environmental protection. This objective is 

achieved by supplying consumers with product information and orientation that are accurate, 

trustworthy, and scientifically grounded.  

Ecolabel has the characteristics of a Type I voluntary trademark (pursuant to ISO 14024 standard). It is 

based on scientific criteria that provide for minimum or threshold levels to be respected with respect to the 

entire life cycle of products (going from the extraction of raw materials, to the production, packing and 

transport phases, to the use, reuse and disposal). These criteria cover various environmental aspects 

including the use of energy, water, chemicals and waste production, but also the functionality of the 

product and the quality of its performance; compliance with the criteria is verified by an independent third 

party (the Ecolabel and Ecoaudit Committee).  

 

10.2. Environmental Product Declaration (EPD) 

The EPD is a voluntary certification scheme, born in Sweden4 but of an international value, that is rightly 

included in the EC environmental policies; it developed in compliance with the UNI ISO 14025:2006 

standard (Type III Ecolabel). It represents a tool to communicate information (having an exclusively 

informative purpose) that are objective, comparable and trustworthy concerning the environmental 

performance of products and services, based on the analysis of the life cycle (LCA). It is applicable to all 

                                                           

3  
 

 

  
 

 

The blue Angel (Germany), Nordic Swan (Denmark, Iceland, Norway, Finland and Sweden), Green Key (Denmark, Estonia, 

Greenland, Sweden), DGQA (Catalonia, Spain), AENOR MA (Spain), NF Environment (France), Stichting Milieukeur (Olanda) e 

Umweltzeichen Baüme (Austria). 
4
 The Swedish reference standard is “MSR 1999:2 Requirements for Environmental Product Declarations, EPD an application of 

ISO/TR 14025 Type III Environmental Declarations”: it contains the requirement to become a member of the EPD system. 

 

http://www.milieukeur.nl/
http://www.bmu.gv.at/
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products and services, regardless of their use or positioning in the supply chain; it allows for comparisons 

between products or services that are functionally equivalent and is verified and validated by an 

independent authority, guaranteeing for the credibility and authenticity of the information contained in the 

LCA study and in the declaration. 

11. European Foundation for Quality Management 
 

The European Foundation for Quality Management (EFQM) is a non-profit 

organization, based on an association founded in 1988 upon the initiative of 

14 among the main European companies (BT, Robert Bosch, Bull, Ciba-Geigy, 

Dassault Aviation, AB Electrolux, Fiat Auto, KLM, Nestlè, Olivetti, Philips, 

Renault, Sulzer, Volkswagen), with the aim of promoting Sustainable 

Excellence at a European level. Its objective is to improve business 

performance thanks to a common approach, language and management 

tools that facilitate the sharing of “good practice” examples between different sectors across Europe. 

The application of the EFQM Model allows companies to self-evaluate and participate in the European 

Quality Award, a prize for large companies, managed by the same foundation and started back in 1991. As 

in the case of other certifications already described, also this model can be adopted by any organization 

regardless of their business sector, be it either public or private, and their size. 

Structure of the Model 

It is structured in 8 “Fundamental Concepts of Excellence” (their order does not represent their priority): 

1. focus on results;  

2. focus on customers;  

3. leadership and coherent objectives;  

4. Processes and fact management;  

5. people’s involvement and development;  

6. Learning, innovation and continuous improvement;  

7. partnership development;  

8. public responsibility.  

This Model is nowadays used by thousands of European and extra-European organizations such as: 

companies, schools, health organizations, police services, public health service and government authorities. 

  

In October 2001, the EFQM Recognition Scheme of the “Levels of Excellence” was established. It is a 

methodology of recognition, in ways that are coherent at a European level, implemented by organizations 

engaged in a growth process according to Total Quality Management (TQM, or business excellence), with 

levels of recognition of merit commensurated with the maturity level achieved. 

The EFQM model analyses the company based on numerous criteria. Then the score obtained with respect 

to each criterion is used for the final assessment of the company, based on the weight provided for by each 

criterion. It is composed of 9 criteria:  

Factors criteria:  

The 9 criteria concern the enabling factors and the results 

1. Leadership: mission, vision, values and ethics of the organization must reflect the CSR culture; 

excellent actions and behaviours in terms of CSR; stakeholders’ engagement and interaction; 

engagement in the organizational change; 
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2. policies and strategies: identifying and engaging stakeholders and their needs and expectations 

to be considered in the elaboration, re-examination and update of corporate policies and 

strategies; analysis of the future trends at a CSR level; integration of CSR issue in strategic 

planning and in setting objectives; communicating corporate strategy to all stakeholders; 

3. personnel: managing personnel, personnel’s know-how and competences, personnel recognition 

and responsibility; human rights and fair labour conditions, benefits and services to personnel, 

based on behaviours characterised by fairness, transparency and dialogue, to manage, develop 

and allow for the manifestation of the full potential of the personnel, both as an individual and as 

a group; 

4. partnership and resources: management of external partnerships, finances, real 

estates/equipments and materials, technology to support one’s own CSR politics, strategies and 

objectives by balancing the organization’s needs with those of the society and the environment, 

taking into account one's social, environmental and economic impact; 

5. processes: planning and managing processes, improving processes and communication with 

stakeholders, planning and developing products and services, production, delivery and assistance 

for products and services, customer service and CSR support, taking into account the needs and 

expectation of all the stakeholders. Information to clients regarding a responsible use of the 

products and services supplied is of outmost importance. 

 

Criteria of results: 

6. results concerning customers: measuring the perception of customers about the performance of 

the organization, its products and services in the social, environmental and economic fields, to 

meet customers’ values/needs/ expectations; performance indicators to monitor and measure, 

through specific indicators, the organization’s performance in CSR (image, products and services, 

sales and aftersales services, customer’s loyalty); 

7. results concerning the personnel: measuring the perception of employees about the 

performance of the organization, its products and service in the social, environmental and 

economic fields, to meet personnel’s values/needs/ expectations; performance indicators to 

monitor and measure, through specific indicators, the organization’s performance in CSR 

(motivation and involvement connected to CSR, labour conditions); 

8. results concerning the company: measuring the perception of the community about the 

performance of the organization, its products and service in the social, environmental and 

economic fields, to meet the community’s values/needs/ expectations; performance indicators to 

monitor and measure, through specific indicators, the organization’s performance in CSR (image, 

involvement in the company, reporting, responsible use of resources); 

9. business key results: measuring the key results set forth by the organization and approved at the 

level of policies and strategies in the social, environmental and economic fields; operational 

measures (performance key indicators) to monitor and analyse processes, forecast and improve 

possible performance key results in the social, environmental and economic fields. 

 

EFQM considers CSR as an important contribution to organizations (public and private) for sustainable 

development. 

The EFQM reference framework for CSR aims at managing and concretely introducing CSR in strategic and 

non-strategic business activities, in order to improve corporate performance and identify any shortcomings. 

This management tool brings together CSR and commitment to stakeholders in every activity and focusses 

on direct results, as well as on the ways and causes to identify them. It avails itself of the European 
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Foundation for Quality Management (EFQM) model, easy to use, that involves all stakeholders and provides 

the guidelines to identify, improve and integrate the social, environmental and economic impact of 

business activities in policies and strategies and in every-day management. 

The EFQM path for the CSR can be explained in 5 phases, as follows:  

1. Create awareness and involvement Before starting the path towards CSR it is important for the 

company to become aware of it, and for the top management to guarantee all its commitment and 

involvement. 

2. Identify stakeholders and their needs and expectations Identifying all the stakeholders and 

knowing about their needs, expectations and risks is, in the start-up phase, a crucial element for 

the organizations that aim at an increased social responsibility; 

3. Carry out a self-assessment An in-depth, systematic and periodic examination that the company 

carries out on its activities and results, in order to know the level of CSR maturity of the company; 

Self-assessment allows for understanding the company’s strengths and the areas to be improved, 

and reaches its peak with the planning of the improvement actions to be monitored.  

Possible self-assessment technique concern: 

 the approach through questionnaire, easy to use for company who are just starting their 

CSR path.   

 the approach through standard modules, suitable for companies who have reached an 

increased level of CSR maturity, who are willing to perform an in-depth analysis of their 

performance. 

4. Improve corporate activities. Based on the self-assessment, the organization identifies the 

improvement activities to be implemented in order to continue its path towards a full CSR; 

5. Review the CSR performance and report. A public reporting on CSR provides indications on what 

the organization does for its stakeholders. The information shall be supplied in full transparency, 

thus contributing to improve the company image. Public reporting contributes to improving the 

image of the company, which is encouraged to describe its activities taking into consideration the 

needs and expectations of stakeholders, and give a clear account of what it does for its 

stakeholders. 

                                                           

5
 The ways in which self-assessment can be carried out are many (the simplest is the RADAR recognition system whose logics is at 

the heart of the EFQM for Excellence model. It is composed of a series of questions to be considered not as a list of provisions, but 
as guidelines that allow for the identification of the steps to be taken to improve their performance). 
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Radar EFQM Model 


