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CSR Radar: 

www.responsus.com’s CSR Radar ReadingsTM, (Spring 2006)

Show continued exceptional growth in interest in corporate responsibility: 

� Up 233% in the past 6 months 

� Up 509% in the past 12 months 

� Up 716% since the inception of Responsibility Radar(tm) (July, 2004) 

CSR Radar Readings™
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� Amazing growth and evolution of corporate 

responsibility over the past few decades

� And yet social and environmental challenges have 

increased, not decreased, calling into question the 

impact of corporations in the context of globalization

� There remains an enormous opportunity to apply the 

resources and expertise of the private sector, 

particularly the “innovation gene” to the root causes 

of the myriad challenges we face as a global 

community.

Growth, Challenge and Opportunity
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What’s in a Name?
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What’s in a Name?

(From: Note on Corporate Citizenship in a Global Economy

Richard M. Locke; Sloan School of Management; MIT; 2002)
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What’s in a Name?

BSR defines corporate social responsibility as 

“achieving commercial success in ways that 

honor ethical values and respect people, 

communities, and the natural environment.”

(Source: www.bsr.org)

Corporate 

Social 

Responsibility
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What’s in a Name?

Corporate 

Citizenship

“Corporate citizenship is the business strategy 

that shapes the values underpinning a 

company’s mission and the choices made 

each day by its executives, managers and 

employees as they engage with society.”

(Source: www.bcccc.net)
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What’s in a Name?

� Using new technology (used broadly) or business practices to mitigate 

negative externalities caused through core business practices.

• Creating new products and services in order to capture new market demand 

for environmentally and socially sustainable products and services.

� Influencing market demand by creating new products and services that 

force a competitive shift towards more sustainable consumer lifestyles.”

(Source: StartingBloc founder Martin Smith)

Corporate 

Social 

Innovation

“Corporate Social Innovation is defined as a technology (used in the 

economic sense, broadly) or other business practice innovation that aligns 

a corporation's profitability (secular/long-run) and sustainability.  When 

companies are engaging in corporate social innovation, they are doing one 

of the following:
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What’s in a Name?

Community Matters Group helps companies 

with the art of leveraging their assets and 

actions to maximize societal impact while 

leveraging their citizenship to maximize the 

business ROI.  In short, the art of making 

responsibility profitable and making profitability 

responsible.

Strategic:

CSR/CSI/ 

Citizenship/ 

Sustainability/ 

etc.
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Finding The Sweet Spot, and 

Doing Something With It

Mission

Goals

Strategies

Values
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Strategic 
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Reactive & 

Not 

Connected
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CSR
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To Connect To Business

A Continuum

The evolution along this continuum is 

towards increased community impact and 

increased business benefit.
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Globalization and CSR



© 2004-2006  Community Matters Group

info@communitymattersgroup.com 14

Online edition of India's National Newspaper

Sunday, Apr 09, 2006

Combination of strategies "will sustain growth"

CHENNAI: A combination of strategies, some driven internally and others requiring policy changes, will help industry sustain the high 

growth amid rising costs of compliance and manpower and the growing consumer expectations of products and services at lesser 

cost…Likewise, the corporate sector can no longer put issues concerning sustainable growth on the back burner. 

This was the message the captains of Industry sought to drive home at a public session, organised here on Friday as part of the annual 

(southern) regional meeting of the Confederation of Indian Industry, on `emerging challenges in sustaining growth.' 

Taking part in a panel discussion, CII national president Y.C. Deveshwar said that in keeping with its objective of raising the quality of life, 

industry must refrain from practices that affected long-term sustainability. "For business growth, we sometimes short-change the future," 

Mr. Deveshwar, who is chairman of ITC Limited, said, stressing the need for judicious use of natural resources. 

BEIJING - There are only about 60 gold-standard green buildings in the world -- that is, buildings certified by the U.S. Green Building Council as having 

been made with the materials and systems that best reduce waste, emissions and energy use. One of those buildings is in Beijing -- China's Ministry of 

Science and Technology, at 55 Yuyuantan Nanlu Street. I toured it the other day with Robert Watson from the Natural Resources Defense Council, who 

advised China in designing the building. What struck me most was how much stuff in China's greenest building was labeled ''Made in China.'‘…

Good, News…
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Bad, News…
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Financial 

Bottom Line

People 

Bottom Line

Environment 

Bottom Line

Community 

Bottom Line

Levels of Engagement in CSR
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Contact

� Phillip Clawson                                                 

Managing Director                    

Community Matters Group                                         

+1 617 983 3569                                                    

pclawson@communitymattersgroup.com


