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Teaching units 

•  Marketing development path 
•  Instruments of CSR 
•  Foundations of CSR 
•  Different level of commitments in CSR 
•  (Control systems) 



2 

www.tesaf.unipd.it/pettenella 

http://www.google.it   “pettenella” 
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Learning outcomes 
•  See checklist 

Assessment 

Standard A, B, 
… grades 

conversion 

Subjects for Master thesis 
•  Forest investments in DC (AF/RF, REDD projects: methodology, 

income generation and distribution, …) and related institutional 
financial arrangements (with reference also to the civil society’s 
initiative, e.g. C offset voluntary market) 

•  TEV evaluation of forest resources  PES (water, Carbon, 
biodiversity protection, …) 

•  Effects of illegal practices (on forest resources, local community, 
companies, public authorities, consumers) 

•  Impacts of policies to stop IL and corruption. Different 
government policies and international institutional 
frameworks that may hinder or promote the international transfer of 
regulations, innovations and good practices 

•  Production and trade analysis (comparative studies, VA 
appropriation, trends, forecast exercise, industrial decentralization-
delocalization, analysis of a single segment – e.g. bioenergy, …) 
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Subjects for Master thesis 
•  NWFPs economics (value chain, marketing, income generation and 

distribution, …) 

 NTFP systems could be analyzed: 

–  How do local conditions and opportunities affect NTFP use and 
management? 

–  Do particular kinds of cases have particular kinds of livelihood 
outcomes? 

–  How do NTFP production systems evolve under commercial 
conditions? (supply chain analysis, domestication, vertical and 
horizontal integration, market power concentration, …)  

Your proposals are welcome!    

Master thesis: focus on… 

•  Map the present status of research, policies and field 
activities in the field 

•  Deepen the understanding of the internal and external 
drivers of innovation and of international, national and 
local decisions 

•  Clarify the data availability and the shortcomings of 
existing data sources 

•  Address the pros and cons of different measures and 
political options which have been or may be introduced 

•  Indicate the way forward, by identifying the gaps in 
research and the main questions which should be 
addressed 
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•  Marketing: development path 
•  Instruments of CSR 
•  Foundations of CSR 
•  Different level of commitments in CSR 
•  Control systems 

Contents 

•  From total marketing to social marketing 
•  Definition of social marketing 
•  Stakeholders: definition, how to classify 

them, how to analyze s. networks 
•  Corporate Social Responsibility 
•  From CSR to SR 
•  ISO 26000 
•  SR development: the driving forces and 

the actors 
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Why? 

Development  
of marketing objectives 

 With the total marketing, focus is put on the selling 
systems, on mark-up, on the marketing mix = the 4 Ps 
(by Jerome McCarthy): 

•   Price 
•   Products 
•   Place 
•   Promotion 

Just at the very  beginning (till the ’30s of last century) 
marketing was focused on distribution and logistic (how 
to deliver some products at the lowest cost) 
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Social marketing  
“Company’s decisions are taking into 
account the long-term interests not only of 
the internal but also of the external, 
indirect stakeholders …” 
(Kotler, Armstrong, Saunders, Wong, 2001 mod.) 

… in the light of ethical principles… 

Marketing based on ethical principles: 

•  safety and health of workers, consumers, local 
population 

•  no discrimination, no social inequality  
•  right to information, transparency 
•  sustainable use of natural resources 

(precautionary principle) 
•  ... 

There is no conflict (no trade-off) between ethics and 
economics (profit, value of the assets, …)   
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How to evaluate the ethical performance 
of a company? 
Triple bottom line (3Ps) 
= the idea that the overall performance of a 
company should be measured based on its 
combined contribution to:  
•  economic prosperity (profit),  
•  environmental quality (place),  
•  and social capital (people). 

Social capital: the stock of shared meaning and trust in a given 
community. 
Social capital is a prerequisite for cooperation and organised human 
behaviour, including business. Social capital can be transformed, 
consumed or replenished, just as financial capital. 

Social Capital definitions 
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Social capital typologies 
Social capital Link structure Determinants Impacts 
Bonding Among actors of 

the same group 
Family, cultural, 
professional links 

Strong identity, 
cooperation 
attitude, IK sharing 

Bridging Among actors of 
different groups 

Links among 
actors with 
different socio-
economic 
background but 
(occasionally) 
involved in the 
same activity 

Mutual trust, less 
transaction costs 
(financial risks), 
knowledge sharing  

Linking Among private 
actors and public 
institutions 

Links with political 
and public 
institutions 

Good governance 

Two key concepts related to social marketing: 
stakeholding and inclusive society 

•  Stakeholding is a concept deriving from the 
staking of claims for land as Europeans 
dislodged native Americans and settled across 
America 

•  Engaging stakeholders through consultation 
and dialogue, is one way forward an inclusive 
society 

Who are stakeholders? 
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Stakeholder definition 

•  A stakeholder is any group or individual who can 
affect or is affected by an organisation’s impact 
or behaviour 

•  “An increasingly globalized economy requires a 
redefinition of the concept of the stakeholder. 
The community, rather than the corporation, is 
the starting point in the definition of the 
stakeholder” (ECCR, ICCR, TCCR) 

The company’s stakeholder categories 
(from Lesourd & Schilizzi, 2001 mod.) 

Internal 
Direct Shareholders, 

investors, 
managers, 
employees 

Indirect Consultants, 
suppliers, sub-
contractors 

External 
Customers, lenders, tax 
agencies  

(local) community, 
NGOs, media, 
professional 
organisations, general 
public 

Company’s organizational structure and physical location 

In
vo

lv
em

en
t i

n 
th

e 
bu

si
ne

ss
 a

ct
iv

ity
  



11 

Another proposal for stakeholder 
classification 
(from Wheeler and Sillanpp quoted by McIntosh at al., 1998) 

Primary 
Social Shareholders, 

investors, managers, 
employees, 
Customers 
Suppliers and other 
business partners 
Local communities 

Non-
social 

The natural 
environment, future 
generations 
Non-human species 

Secondary 
Government and 
regulators, civic 
institutions, the media 
and academia, 
competitors 

Environmental pressure 
groups, animal welfare 
organizations 

Outside stakeholders with  
widespread interests 

Local stakeholders with  
widespread interests 

Stakeholders with  
legal or contractual  

relationship 

A third proposal for stakeholder 
classification 
(from Hinna, 1976 mod.) 

Enterprise 
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After stakeholders identification, 
stakeholders’ relations can be defined/
analyzed 

Social Network Analysis graphic random representation for M&M and Belgica 
REDD Projects. Nodes represent stakeholder, while the arrows represent the 
flux of documents and information (Brotto’s thesis, 2009) 

Source: Brotto’s thesis, 2009 
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Source: Chiesi (1999) 

Granovetter M. (1983), The strength of weak ties: A network 
theory rivisited, Sociological Theory, Vol.1, 201-233. 

Hanneman Robert and Riddle Mark (2005), Introduction to social 
network methods  
  http://www.faculty.ucr.edu/~hanneman/ 

Moreno J. (1934), Who shall survive? New York: Beacon Press 

Scott John (2000), Social Network Analysis: A Handbook. 

Wasserman Stanley and Faust Katherine (1994), Social Network 
Analysis, Methods and Applications (Structural Analysis in the 
Social Sciences) 

Social Networking in plain english: 
http://www.youtube.com/watch?v=6a_KF7TYKVc 

Tools 
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27 

http://www.insna.org/ 

(Source: S.Baffoni) 

Indirect external stakeholders:  
an example 
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A test 
•  Select an organisation operating in the forest 

and wood industry sector among the following 
list: 

–  StoraEnso 
–  International Paper 
–  WWF International 
–  Georgia Pacific 
–  Alpi (Alpilegno.com) 
–  Panto 

•  Select one of the three schemes for 
stakeholders classification 

•  Look at the web site of the company to define 
the main stakeholders selected by the company 
in its communication efforts. 

•  Discuss the issue 

Social marketing  
 Corporate Social Responsability 
(CSR) 
European Commission definition of CSR: 

“CSR is a concept whereby companies 
integrate social and environmental 
concerns in their business operations and 
in their interactions with their stakeholders 
on a voluntary basis” 
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CSR = operations & interactions 
(following the EC’s definition of CSR) 

The World Business Council for Sustainable Development  
definition (Lord Holme and Richard Wattsn - "Making Good Business 
Sense”) 

"Corporate Social Responsibility is the continuing 
commitment by business to behave ethically and 
contribute to economic development while 
improving the quality of life of the workforce and 
their families as well as of the local community and 
society at large." 

Other terms for CSR include: corporate responsibility, 
corporate citizenship, responsible business and corporate 
social opportunity.   
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Several other definitions 
•  A businessman’s obligation desired by society (Bowen, 

1953) 
•  Legal, ethical, economic and philanthropic responsibilities to 

society (Carroll,1999) 
•  Responsibilities to financial performance, social and 

environmental record (Confederation of British Industry, 
2001) 

•  Responsibilities of making economic profits, looking for self-
development, protecting public’s benefits and contributing to 
social development (Gao, 1994) 

•  The responsibilities firms should have to the shareholders, 
consumers and government agencies (Li, 1995) 

•  CSR are the ethic responsibilities firms have to the society 
(Zhengand Pan, 2003) 

http://ec.europa.eu/enterprise/csr/index_en.htm 
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“Corporate” 

“A corporation is group of persons acting as 
an individual, whether for business or 
elsewhere” (Mcintosch et al., 1998) 

This means that CSR applies to organization 
such as International Paper, the Malaysian 
forest administration and Greenpeace.  

From CSR  
to “Social and Environmental Responsibility”  
or “Social Responsibility” 

An enlarged view of the actors involved: not 
only companies but also: 

•  Private organizations also from the civil 
society (NGOs) 

•  Public institutions  
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“The essential characteristic of SR is the 
willingness of an organization to incorporate social 
and environmental considerations in its decision-
making and be accountable for the impacts of its 
decisions and activities on society and the 
environment.  
This implies both transparent and ethical behaviour 
that contributes to sustainable development, takes 
into account the interests of stakeholders, is in 
compliance with applicable law and consistent with 
international norms of behaviour, and is integrated 
throughout the organization and practised in its 
relationships” 
(ISO 26000) 

SR holistic approach 

•  SR = not only deal with “how”, “where”, 
“when”, “which effects” production may have, 
but also “what” we need to produce 

•  If an organization is not properly considering 
the nature and use of his product or service, it 
runs the risk of ethical short circuits … 
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… the OTAN environmentally friendly 
military fields camps or compounds 

Fonte: OTAN Bulletin, 2006 

ISO 26000: 2010 
A recently approved standard for any 
organization involved in a SR 

http://www.iso.org/iso/iso_catalogue/management_standards/social_responsibility.htm 

7 principles 
7 core actions  

No requirements: 
not for certification 
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Law compliance 

 7 Principles of SR (ISO 26000) 

•  Accountability 
•  Transparency 
•  Ethical behaviour 
•  Respect for stakeholder interests 
•  Respect for the rule of law 
•  Respect for international norms of 

behaviour 
•  Respect for human rights 



22 

Issues related to core subjects 
Core subject: Organizational governance  

Core subject: Human rights  
Issue 1: Due diligence  
Issue 2: Human rights risk situations  
Issue 3: Avoidance of complicity  
Issue 4: Resolving grievances  
Issue 5: Discrimination and vulnerable groups  
Issue 6: Civil and political rights  
Issue 7: Economic, social and cultural rights  
Issue 8: Fundamental rights at work  

Core subject: Labour Practices  
Issue 1: Employment and employment relationships  
Issue 2: Conditions of work and social protection  
Issue 3: Social dialogue  
Issue 4: Health and safety at work  
Issue 5: Human development and training in the workplace  

Issues related to core subjects 
Core subject: The environment  
Issue 1: Prevention of pollution  
Issue 2: Sustainable resource use  
Issue 3: Climate change mitigation and adaptation  
Issue 4: Protection and restoration of the natural environment  

Core subject: Fair operating practices  
Issue 1: Anti–corruption  
Issue 2: Responsible political involvement  
Issue 3: Fair competition  
Issue 4: Promoting social responsibility in the sphere of influence  
Issue 5: Respect for property rights  
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Issues related to core subjects 
Core subject: Consumer issues  
Issue 1: Fair marketing, information and contractual practices  
Issue 2: Protecting consumers’ health and safety  
Issue 3: Sustainable consumption  
Issue 4: Consumer service, support, and dispute resolution  
Issue 5: Consumer data protection and privacy  
Issue 6: Access to essential services  
Issue 7: Education and awareness 

Core subject: Community involvement and development  
Issue 1: Community involvement  
Issue 2: Education and culture  
Issue 3: Employment creation and skills development  
Issue 4: Technology development  
Issue 5: Wealth and income creation  
Issue 6: Health  
Issue 7: Social investment 

From theory to the practices for integrating 
social responsibility (ISO 26000 mod.) 

•  Recognizing SR 
•  Stakeholder identification and engagement 
•  The relationship of an organization's 

characteristics to SR 
•  Practices for integrating SR throughout an 

organization 
•  Communication on SR 
•  Enhancing credibility regarding SR 
•  Reviewing and improving an organization’s 

actions and practices related to SR Deming cycle 
(PDCA:  

Plan, Do, Check, Act) 
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•  Growing difficulties for National Governments in 
regulating the financial markets and monitoring and 
influencing the activities of TNCs 

•  Policy failures in promoting natural resources 
sustainable management and in regulating the 
economy (e.g. Enron in USA, prima rate financial 
crises in US, Cirio and Parmalat in Italy, …): 
decreasing role of command and control instruments 
→	
 voluntary tools 

SR: Why social and environmental aspects are 
a matter of concern for many organizations?  

The driving forces 

•  ‘‘Rolling back the frontiers of the state’’: 
rehetoric of the Thatcher/Reagan era –
deregulation & privatization: lead to transfer of 
environmental & social decisions from state to 
corporate sphere (G.Heal, 2008) 

•  A growing role of civil society in decision making 
processes: from “government” to a 
“governance” approach (share responsibility) 

•  Most western companies now operate or 
source in LDCs, where social & environmental 
legislation is non-existent or un-enforced 
(G.Heal, 2008) 
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A growing awareness about environmental 
and social problems: deforestation, loss of 
biodiversity, climate changes, food security, 
desertification, civil and labour rights, …  

•  Consumers increasingly interested in 
provenance of what they buy 
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“Greening” of  rural development  
policies 

New trends in marketing of products and services from 
rural areas 

Localism; short value chain 
(C footprint) 

Solidarity 
(public goods) 

Health 

Some examples: 
•  Farmers market (O.F. also) 
•  Purchasing solidarity groups (O.F. and F.T. also)  
•  Shops and markets selling only local food (O.F. also) 
•  Fresh milk automatic dispensers (O.F. also) 
•  “pick up your… (berry)”,  “rent a tree… (nuts”), “buy an … 

(animal)” associated to  agro-tourism” (O.F. also) 

O.F.: organic food 
F.T.: fair trade products 

Also some 
contradictions 

LHOAS  
(Life Style Of Health 
and Sustainability) 

consumers 

A growing capacity to timely spread information and 
to mobilize people world-wide: organize boycotts, vocal 
criticism in media  (Global Social Forum) 

1999  
Seattle 

2001  
Genoa 2011  

New 
York 
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Mass-media 

companies’ 
behaviour 

SR: who are the actors? 

Finance actors 
(funding agencies, 

donors, banks, 
investors, …) 

Wholesalers, 
large retailers 
(clients: business 

to business) 

Public 
Administrations 

Private (final) 
consumer 

NGOs 

Which are the main instruments to 
influence companies’ behaviours? 

Information to large public 
(about environmental and 
social problems and possible 
solutions) 

Mass-media 

Visibility ‒ advertising 
campaigns (Direct pressure on 

single companies)  
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Which are the main instruments to 
influence companies’ behaviours? 

REPORTING: information/ 
communication activities 

NGOs 

Launching/ spreading 
campaigns              
(in favour/against) 

NETWORKING: exchange of 
information, creation of buyers’ 
groups 

Reporting:  
•  the WWF FLEGT barometer 

 http://www.wwf.org.uk/barometer 
•  Risk assessment 

 http://gra.nepcon.net  

Networking:  
•  FERN 

 http://www.fern.org  

Campaigns:  
•  The Billion Tree Campaign (Kenya Green Belt Movement by 

Wangari Maathai  public = UNEP, FAO, …) 
 http://www.fao.org/forestry/home/en 

•  forest campaigns by Greenpeace 
 http://www.greenpeace.org/international/campaigns/forests  



29 



30 

An official acknowledgement of NGOs in the international decision making processes 
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Which are the main instruments to 
influence companies’ behaviours? 

Private (final) 
consumer 

Actively taking part in boycott 
campaigns:                                         
- decision not to buy a product  
-  decision not to use a product 
-  … 

Buying 
preferences: 
choosing 
products from 
responsible 
companies                      

Unstructured, informal 
communication among 
friends on personal behaviours, 
the good example 
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The consumers’ power: the example of Mitsubishi Group’s 
activity in forestry sector  

http://www.mitsubishi.co.jp/environment/forest/img/5_map_e.jpg 

Networks of 
buyers’ groups 

GFTN (WWF):  
25 buyers’ groups in 
several countries,  
> 400 members (several 
large retailers) 

about 7% of total 
industrial timber trade  
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Which are the main instruments to 
influence companies’ behaviours? 

Suppliers selection/rating:    
selection criteria based on 
companies’ behavior: preferences/
priority to responsible suppliers 

Communication:                    
by increasing clients awareness 
= increasing credibility, trust 

Wholesalers, 
large retailers 
(clients: business 

to business) 

Giving the good 
example to 
smaller/local 
companies 

Large retailers: examples 

The 1st mass 
market product in 
Italy (2002) 
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Castorama-
Italia 
committment:  

within the end 
of 2009, only 
FSC certified 
wood 
products 

Large retailers: examples 
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http://walmartstores.com/FactsNews/NewsRoom/8438.aspx  

Which are the main instruments to 
influence companies’ behaviors? 

Information/communication 
activities 

Giving the good 
example to other 
finance actors 

Funding policies, investments 
selection criteria: preferences to 
projects, initiatives, companies, 
development agencies, etc. : need for 
credibility, trust, transparency, low 
boycott/denunciation risks 

Finance actors 
(funding agencies, 

donors, banks, 
investors, …) 
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Which are the main instruments to 
influence companies’ behaviours? 

Procurements policies: selection of 
suppliers on the basis of environmental-social 
criteria (re-cycled products, from well managed 
forests, etc.) 

Information/communication 
activities 

Giving the good 
example to 
private buyers 

Public 
Administrations 

(Municipalities, 
Governments, Parks, 

…) 

Funding policies: preferences to 
projects or initiatives based on 
responsible criteria 

http://www.bbc.co.uk 

Radio Times (BBC) 
"   Use of FSC paper since 2000 

"   1,1 M of copies/week  

"   20.000 t/year of paper  

Other examples in the public-private sector: 
BBC 
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Deutsche Banh AG: 
Leader among European 
railways  

32 M tickets/year printed on 
FSC paper (3.500 automatic 
ticket offices)  

information on FSC given to 
passengers by mean of 
automatic ticket offices’monitors 

Public Procurement Policies (PPP) 
The integration - on a voluntary basis - of 
environmental and social concerns into (public) 
products and services procurements 
and in business operations, maintaining good 
stakeholders relations. 

At the beginning…  

 green public procurement  = GPP policies 

… but more recently, the procurements of products 
processed and traded respecting “social” criteria (workers 
rights, society), i.e. with “social value” 

“to fullfill their activity in the public interests”  
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Legislation, rules, guidelines at the 
basis of EU PPP (1/2) 
The preliminary steps 
•  Johannesburg 2002: Plan of Implementation of 

WSSD 

•  VI EU Action Plan on Environment (2000-2006) 

•  Communication 2001/274/CE 

•  OECD Raccomandation to improve PP 
env.performances (2002) 

•  EU Integrated Product Policy (2003)  

•  Directive 2004/18/EC on the co-ordination of 
procedures for the award of public works 
contracts, public supply contracts and public 
service contracts; 

•  EC green procurement web-site: 
http://ec.europa.eu/environment/gpp/index_en.htm  
–  “Buying Green” – green procurement handbook; 
–  “Buying Social” – social procurement handbook. 
–  Report of the Standing Committee Working Group on 

Wood 

Legislation, rules, guidelines at the 
basis of EU PPP (2/2) 
Main on-going policy tools 
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Indirect: 
20-40% of investments depend on public choices  

Rules, Laws Information, 
technical 
assistance 

Subsidies, funds to 
private sector  

Direct and indirect effects of PPP 

Direct: 
In EU: 14% of GDP = public sector demand 
In Italy: 17%  
In other European countries: up to 25% 

Examples of wooden-based products to which 
PPP applies   

•  Paper, packaging, billposting, advertising, … 

•  Building (offices, public buildings, houses, theatres, stadium, 
harbours, …) 

•  Road constructions (traffic barriers, barriers against noises, …) 
•  Furniture (offices, public rooms, schools, …)  
•  Garden furniture (kindergarten, picnic areas, …) 

 Others? NWFPs in schools’ canteens menu 
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Typical contents of                                  
a PPP Regulation  

•  Legislation on contracts, general rules 
•  Suppliers selection criteria and methods 
•  Planning/programming of purchasing 
•  Management of contract with supplier 
•  Staff involvement, responsibility 
•  Auditing systems 

ARPAT (I) 
ARPA Piemonte (I) 
Provincia di Torino (I) 
Provincia di Cremona (I) 
Comune di Ferrara (I) 
Comune di Sesto S.Giovanni (I) 
Barcellona (S) 
Badalona (S) 
Vigo (S)  
Almada (S) 
Culleredo (S) 
Zurigo (CH) 
Londra - Borough of Islington (UK)  
Suffolk (UK) 
Guildford (UK) 
Utrecht (H) 
Kolding (DK) 
Lille (F) 
Ravensburg (D) 

Networking 
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http://www.deutschepost.de 

FSC certified paper for 
envelops and Plusbrief 
parcels have been used 
by Deutsche Post since 
2004 

PPP examples 

Final considerations  

Most important roles played also in the future 
by:  

  large retailers (committed towards environmental 
and social responsible products) 

  public procurement policies 

  the (informed) consumers  


