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Learning outcomes

» See checklist

Assessment

Standard A, B,
... grades

convers

ion

i

on the|
Oral Total oral Active| Written Orall  Final| student's
presentations presentations| participation| test| examination mark booklet|
Weight 25% 15% 30% 30%
Name 1st test 2nd test
very good very good 30 30| 27 29 28 30 30 30 29,0 30| 29,7 30
good very good 29 28] 28 30 28 27 30 30 288 28] 28,5 29
good good 28 28] 25 28 30 30 30 28 285 28] 28,15 28
ho good 27 26| 30 20 28 30 30 29 293 28| 27,85 29
good good 28 26| 28 27 30 28 20 30 287 28] 279 28
good very good 29 28] 30 25 27 290 30 29 28,3 30| 28,95 29
o present fair 24 26| 30 26 27 24 28 28 272 26| 25,85 26
no present no present na. 30 30 30 30 30 30 30,0 30] 30

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
overnment policies and international institutional

rameworks 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, ...)




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




® 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




Why?

November 11, 2003

Products  Sales

| Cenmceuon | Responsibilties | Policies | Production |

Research Investors Media Centre The Group Environment Careers

Contacts

| EMAS

Qualty Policy

Forest Certification Principles
GMO Principle

Principles for Corporate
Social Responsibilty
Principles for implementing
EMS

Transport Environmental
Principle

Wood Procurement Principles
Divisional Principles

Environmental and Social Responsibility Policy

Responsible Business

Stora Enso is committed to developing its business towards ecological, social and
economic sustainabilty. These tasks are recognised as shared responsibilties within
Stora Enso enabling a continuous improvement of our operations

Eco-perspective

Stora Enso's objective is to supply customers with products and services that satisfy
various needs related to printed communication, packaging and construction purposes
These products are mainly produced from renewable raw materials, are recyclable
and safe to use, The concept of product life cycle is considered guiding our
environmental activities and provides the framework for our efforts. We expect the
same commitment from our suppliers and partners so that at every stage, from raw
material to the end product, the impact on the environment will be minimised

Social Respect

As an international company, Stora Enso acknowledges ts role as a model company in
the global, national and local society. Our attitude shall be characterised by respect for
the cultures, customs and values of individuals and groups in countries where we
operate, VWhen developing our business to earn credibilty, we will comply to and when
necessary go beyond the requirements of national standards and legislation

Transparent Interaction

In order to continuously strengthen our operations and develop environmental and
social issues in a sustainable way, Stora Enso considers an open discussion and
interaction with all stakeholders, both governmental and non-governmental, as
fundamental

| Statistics |
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Development
of marketing objectives

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)

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




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, ...)




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:

* econom

ic prosperity (profit),

 environmental quality (place),
- and social capital (people).

community.
Social capita
behaviour, in

Social capital: the stock of shared meaning and trust in a given

| is a prerequisite for cooperation and organised human
cluding business. Social capital can be transformed,

consumed or replenished, just as financial capital.

Social Capital definitions

E!udy

[Definition

[Coleman (1988, p. 95)

“‘obligations and expectations, information channels, and social norms”

[Coleman (1990, p. 304)|

“social organization constitutes social capital, facilitating the achievement of goals that could not
be achieved in its absence or could only be achieved at a higher cost”

Putnam (1993, p. 167)

‘features of social organization, such as trust, norms and networks that can improve the
lefficiency of society”

Fukuyama (1997, p.
378-379)

‘the existence of a certain set of informal rules or norms shared among members of a group that
permits co-operation among them. The sharing of values and norms does not on itself produce
social capital, because the norms may be wrong ones [...] The norms that produce social
capital[...] must substantively include virtues like trust telling, the meeting of obligations and
reciprocity”

[Knack and Keefer
(1997, p. 1251)

“Trust, co-operative norms, and associations within groups”

Narayan and Pritchett
(1999, p. 872)

‘the quantity and quality of associational life and the related social norms”

Putnam (2000, p. 19)

‘connections among individuals — social networks and norms of reciprocity and trustworthiness
hat arise from them”

[Ostrom (2000, p. 176)

“‘the shared knowledge, understandings, norms, rules and expectations about patterns of
interactions that groups of individuals bring to a recurrent activity”

Paldam (2000, p. 635)

IThree families: 1) “the ability of [an individual) to work voluntarily together with others of [a
[population9”; 2) “the quantity of trust [an individual] has in other members of [a population]; 3)
‘the amount of benefits the individual can draw on his goodwill”

\Whiteley (2000, p. 450)

“‘the willingness of citizens to trust others including members of their own family, fellow citizens,

nd people in general”

Voolcock (2001, p. 13)

Cin (2001, p. 24-25)

‘the norms and networks that facilitate collective action [...] it is important that any definition of

ocial capital focus on the sources rather than consequences [...] this approach eliminates an
ntity such as ‘trust’ from the definition of social capital”
‘resources embedded in social networks and accessed and used by actors for actions. Thus the
lconcept has two important components: 1) it represents resources embedded in social relations
rather than individuals, and 2) access and use of such resources reside with the actors”

Bowles and Gintis
(2002, p. 2)

“trust, concern for one's associates, a willingness to live by the norms of one’s community and to|
i not”

[Knack (2002, p. 42)

[Sobel (2002, p. 139)

“‘circumstances in which individuals can use membership in groups and networks to achieve
Isecure benefits”

Durlauf and Fafchamps
(2004, p. 5)

A feature that “generates positive externalities for member of a group [...that] are achieved
hrough share trust, norms and values and their consequent effects on expectations and
behavior [...] shared trust, norms and values arise from informal forms of organizations based
lon social networks and associations”

'orld Bank (2005)

‘norms and networks that enable collective action”

[Groot et al. (2006, p. 1)

“Social capital includes all factors that foster social relations and social cohesion”




Social capital typologies

Social capital

Link structure

Determinants

Impacts

Bonding Among actors of Family, cultural, Strong identity,
the same group professional links | cooperation
attitude, IK sharing
Bridging Among actors of Links among Mutual trust, less
different groups actors with transaction costs
different socio- (financial risks),
economic knowledge sharing
background but
(occasionally)
involved in the
same activity
Linking Among private Links with political | Good governance

actors and public
institutions

and public
institutions

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?




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)

Involvement in the business activity

The company’s stakeholder categories

(from Lesourd & Schilizzi, 2001 mod.)

Company’s organizational structure and physical location

Internal

External

Direct

Shareholders,
investors,
managers,
employees

Customers, lenders, tax
agencies

Indirect

Consultants,
suppliers, sub-
contractors

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

10



Another proposal for stakeholder
classification

(from Wheeler and Sillanpp quoted by Mcintosh at al., 1998)

Primary Secondary

Social |Shareholders, Government and
investors, managers, regulators, civic
employees, institutions, the media
Customers and academia,
Suppliers and other competitors

business partners
Local communities

Non- The natural Environmental pressure
social |environment, future groups, animal welfare
generations organizations

Non-human species

A third proposal for stakeholder
classification

(from Hinna, 1976 mod.)

Outside stakeholders with
widespread interests

Local stakeholders with
widespread interests

Stakeholders with
legal or contractual
relationship

11



After stakeholders identification,
stakeholders’ relations can be defined/

analyzed
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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)

Radial | Layout for the Out-Degree Centrality of M&M and Belgica REDD project actors. Stakeholders
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Sogiall Network Analysis:: indicaters

Centrality
Measure
Actor’s
Position \ Structural
Equivalence
Network
Statistcs
Network

—~— —> | Centralization

Structure
Network Ripartition |

Source: Chiesi (1999)

Tools

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
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create a novel metric termed “leadership
insularity.” By determining the most highly

Barnett, George, A
This paper presents a new measure of centrality,
scalar products centrality that is appropriate for
dense networks in which link strength is
measured with real numbers rather than by a
simple dichotom...

McCulloh, lan

Centrality measures are often used to describe
influential nodes in a network. When these
measures are highly correlated they may be
redundant and when they are uncorrelated they
provide unique insigh.

Finer, Lawrence, B
Astone, Nan, Marie
Valente, Thomas, W.
This paper compares two models of interstate
influence: the proximity model (which posits that

tates are more by nearby states than

an example

Indirect external stakeholders:

(Source: S.Baffoni)
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A test

» Select an organisation operating in the forest
Ia_ntd wood industry sector among the following
ist:

— StoraEnso

— International Paper
— WWEF 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.

e 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”

15



CSR = operations & interactions
(following the EC’s definition of CSR)

Internal Operations Internal Interactions
Production & end-products Human resources
Processes Organizational culture &

. I communication
Economic responsibility to

owners
External Interactions

Customers

External Operations

Forest owners
Wood procurement

Local community

Supply chain management
PPy 9 Society at large

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.

16



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)

Important legal notice|

Enterprise and Industry

European Commission > Enterprise and Industry > Policy Areas > CSR
What's new? Site map Index FAQ About this site

 — s —]
CSR homepage Corporate Social Responsibility Practical Guide to EU

funding opportunities

for research and
corporate Welcome to the Corporate Social Responsibility (CSR) web-pages of the European mnnovaton
i Commission's Directorate-General for Enterprise and Industry. We hope that these 090508

soclal pages will give you a good insight into what CSR is, why it is important, and what
responsibility
the European Commission is doing to promote it

— 26106108
Quick links Main topics
“Think Small First™: A
Small Busness Act for
P European report: geting more SHES to engagein CSR  PKey Policy Documents Europe
P Supporting CSR amongst SMEs: one-page case studies P CSR and SUES 2500608
P Commission Communication on CSR P CSR and Competitiveness The Commission
f
March 2008 P European Multistakeholder Forum on CSR e
P interview with Vice-President Verheugen (European P European Alliance for CSR representatives
Agenda), March 2008 2800508
» Latestversion of the E-newslett SR and SHE P CSR Policies of EU Member States (webpages of the
atestversion of the E-newsletter on CSR and SMES Direcorate-General for Employment and Social Affairs)
P European award for responsible entrepreneurship 2008 P Speeches and aricies More news.
apply now EIRSS feed
5 Subscribe to the E-newsletter on CSR and SMES
Fst European SME
week
Call for event
Whatis CSR? organisers, 6 - 14 May
2009
Our definition of CSR is More events.
- e . EIRSS feed
A concept whereby companies integrate social
and environmental concerns in their business “Voluntary business initatives, in the form of corpo
operations and in their interaction with their social responsibility (CSR) practices, can play a ke
stakeholders on a voluntary basis. * ;mmbu{tr_\ﬂw sustainable «m»mmm nha “Corporate Social
urope’s innovative potential comp S
Responsbilty,
Amongst other things, this definition helps to ——— ——
emphasise that isbon Strategy European Commission COM(2 Compettiveness®

http://ec.europa.eu/enterprise/csr/index _en.htm




“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

18



“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

EE 11

» 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 ...

19



... the OTAN environmentally friendly
military fields camps or compounds

Environmental aspects of military compounds

This will be the topic of a CCMS work-
shop jointly organised by Austria and
the Netherlands that will take place
in Vienna, Austria, from 9 to 11 May
2006. Belgium, Canada, Croatia, the
Czech Republic, Denmark, France,
Germany, Greece, ltaly, Lithuania,
Romania, the UK and the US have
indic:
in this event. The main aim of this

d their interest in participating

workshop is to discuss experiences
regarding different environmental con-
cerns that need to be taken into
account while building or operating

military field camps or compounds.
Participants will consider the materials,
methods and techniques used during
the lifecycle of compounds, and their
impact on drinking water facilities,
wastewater treatment, waste manage-
ment, storage of dangerous substances,
soil protection and energy supply.
Experts on the design, construction
and daily operations of military com-
pounds as well as on equipment such
as wastewater treatment plants and
waste incinerators will be invited. These
experts are likely to be from the engi-

I Fonte: OTAN Bulletin, 2006

neering, logistic and environmental
branches of ministries of defence. Itis
hoped that the experts establish a net-
work for future information sharing.
Moreover, there is the possibility that
a short-term project or a pilot study

could result from this workshop.

1ISO 26000: 2010

A recently approved standard for any
organization involved in a SR

Intermatonal Standards for Business, Govermmant and Sacety

Search

Products > 150 Stancarts >

150 S0
150 Standarcs

s s o v GERTIR

> 15026000

1SO 26000 — Social responsibility L
= i e s

150 26000 project overview

= How 6 e projec come sbut?
= How does 180 26000 reste o xistiog SR work?
= Wiho developed IS0 260007

150 & SR on YouTube
“Today.
1have 8 dreane®

Seethavideo 2

Related standards.

15026000
Gudsnce on so0 resporsioiny
More sundards »

Related information

7 principles

—— 7 core actions

* Parspecties o0 150 26000
Rolatod links

Discovering ISO 26000

The 150 portoio
FAGs
Gourtry codes (150
3166MA)
Orocory of serospace
Py
Publcatons snd & roducts
150 Concapt Database
(socos)

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

Discovering 10 26000 %

- yamoon
0215020121

No requirements:
not for certification
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15026000

1 SOCIAL RESPOASIBALITY 3

2106 e2gagement

- 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
Law compliance

21



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

22



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 e

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)

o
ONtinyoys imprave‘“e&
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SR: Why social and environmental aspects are
a matter of concern for many organizations?

The driving forces

« 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

+ “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, ...

DEFEND OWFQRESTS 'g
CLEMRCUT RWTO
)| RSP Fad

« Consumers increasingly interested in
provenance of what they buy

Exhibit 1. Despite the Economic Downturn, Consumers Still Care About Green Products

Because the forces driving the ...consumer demand for
green movement haven’t changed... green products is still rising

o Energy prices are still volatile 32 34

2 24
Concerns about product

and food safety are still hi
Y & I systematically A higher price for
look for and green products is
often purchase  acceptable to me
green products

Govemments remain interested
in environmentalissues

There’s a more compelling business
case than ever for reducing costs

The environment is not getting [ Percentage of [ ] Percentage of
any cleaner onits own respondents, 2007 respondents, 2008

Source: BCG/Lightspeed Research survey, October 2007 and October 2008.
Note: Data are from a survey of more than 2,000 European adults with an annual income equivalent to $35,000 or more.
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New trends in marketing of products and services from

rural areas

“Greening” of rural development
policies
Localism; short value chain
(C footprint)

Also some
contradictions

| Solidarity

(public goods)

Health

LHOAS
(Life Style Of Health
and Sustainability)
consumers

Some examples:
» Farmers market (O.F. also)
+ Purchasing solidarity groups (O.F. and F.T. also)

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

» Shops and markets selling only local food (O.F. also)

* Fresh milk automatic dispensers (O.F. also)

* “pick up your... (berry)”, “renta tree... (nuts”), “buy an ...
(animal)” associated to agro-tourism” (O.F. also)

A growing capacity to timely spread information and
to mobilize people world-wide: organize boycotts, vocal

criticism in media (Global Social Forum)
S5TO¥

X IT...0
=, SENRW;
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Public
Administrations

Private (final) \ companies’
e b

consumer behaviour

) ‘ > o
o

large retailers
(clients: business
to business)

Finance actors
(funding agencies,
donors, banks,

investors, ...)

Which are the main instruments to
influence companies’ behaviours?

Mass-media

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

solutions)

Visibility — advertising
(Direct pressure on campaigns
single companies)
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Which are the main instruments to
influence companies’ behaviours?

REPORTING: information/
communication activities

NETWORKING: exchange of
information, creation of buyers’
groups

Launching/ spreading
campaigns
(in favour/against)

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
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FORESTS FOR THE WORLD

CAMPAIGN
SPECIES IN PERIL

Wrorests EIA has been working to “
s protect the world’s
o forests, and the wildlife
3 and people dependent on
their resources, since the ‘
early 1990°s =2 I

QUICK SEARCH

-

SUCCESS STORIES

ACTIONS

BACKGROUND INFO

REPORTS & BRIEANGS

words are
not enough

Buy wood
products with
the FSC label
and help save
the world’s
forests.

o‘. WWF
WOOD GROUP

WWF

PROMOTIN
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An official acknowledgement of NGOs in the international decision making processes

Da: anelson@resolv.org
Oggetto: Callfor Applications and Voter Registration: Civil Society Observers on the CIFs
Data: 17 novembre 2009 01.02.56 GMT+01.00

A: Forest Policy Info Mailing List <forests-|@lists.isd.ca>
Rispondia: anelson@resolv.org

Applications are now available on the RESOLVE website (http:/mww.resolv.ora/cifl) for civil society observer seats on two sub-committees of the Climate Investment Fund (CIF)'s
Strategic Climate Fund (SCF) - the Forest Investment Program (FIP) and the Scaling up Renewable Energy Program in Low Income Countries (SREP). Application forms, application
instructions, and criteria for the observer seats are available on the RESOLVE website (www.resolv.ora/cif). Application instructions and criteria will be posted in Arabic, Bahasa
Indonesian, Chinese, French, Nepali, Portuguese, Russian, and Spanish, during the week of November 11. In the interest of ensuring diverse representation, RESOLVE encourages
applications from qualified women candidates. Completed applications are due to RESOLVE by Friday, December 4, 2009, 5:00 p.m. U.S. Eastern Daylight Time

Voter registration will also open in the week of November 11. In order to vote in the civil society observer self-selection process, nonprofitcivil society organizations, networks, and

small local communities must register before January 7. Organizations, networks, and communities meeting the voter criteria will be approved and eligible to vote anytime between
December 14 and January 8. Be sure to register your organization early so that you will be able to vote.

If you wish to receive updates and notification of the selection process, please sign up on the RESOLVE website htip/www.resolv.ora/cifl.

For more information on the CIFs, please visit www.worldbank.ora/cif

Separately, please note that the World Business Council on Sustainable Development s organizing a different process for the private sector observer seats.
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Which are the main instruments to
influence companies’ behaviours?

Private (final)
consumer

Unstructured, informal

communication among
friends on personal behaviours,
the good example

choosing
products from
responsible

Actively taking part in boycott
Buying campaigns:

preferences: - decision not to buy a product

- decision not to use a product

companies

ACTion

Tell Nestlé you are joining the boycott...

This page tells you about the Nestié
boycott and the different ways you can
supportit. Bookmark this page for its
useful links

Nestié is targeted with the boycott
because monitoring conducted by the
Intemational Baby Food Action

ork (IBEAN) finds it to be

nsible for more violations of the
Health Assembly marketing
rements for baby foods than any
company (see the codewatch

o files of the different
target their malpractice)

jé does dispute the facts
Questions Answered
ses

Baby Milk Action's four.
plan for saving infant lives and
ulimately ending the boycott

Findina vour wav around the campaian

31



The consumers’ power: the example of Mitsubishi Group’s

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

Phase ting Area
{on the site of the University of Agnculture, Malaysia)

Networks of
buyers’ groups

GFTN (WWF):

25 buyers’ groups in
several countries,

> 400 members (several
large retailers)

about 7% of total
industrial timber trade

ADOUtGFTH  GFTN Wor

» Benefits of Participation
» Requirements for Joining
e

> Africa

» Asia-Pacific
o

> Latin America &
Caribbean

> North America

Practical Info

> The Basics on
Forestry & Trade

> For Forest Managers

» For Buyers of Timber
Products.

» For Financial Institutions
»Search for Certified
Companies & Products
>The Global Market

Newsroom

» Press Releases

> Feature Stories

> Selacted Forest News.
»GFTN in the News

> Newsletters

» Upcoming Events

GLOBAL
FOREST

The Global Forest and Trade Network (GFTN)

The GFTN is WWF's initiative to eliminate
illegal logging and improve the management LN NEELMIATES
of valuable and threatened forests. Forest Programme

By facilitating trade links between companies
committed to achieving 2nd supporting responsible
forestry, the GFTN creates market conditions that o MIV Toolkit: for the
help conserve the world’s forests while providing phased application of
economic and social benefits for the businesses and  sustainable forest
people that depend on them. managamant
 Responsible Purchasing

of Forest Produsts, Guide

> Keep It Legal Manual

GFTN Participants...
...have annual forest products sales
exceeding $52.9 billion per year © And mers:..

Qp -ore engeged in 174 trading deals with
other GFTN participants

M4 -merese over 252 millon heciares The
of forests in progress to certification GFTN
% ..buy or sell in excess of 223 million m* provides
of forest products per year the right
‘practical tools
(Z] ..employ over 2.7 million people globally  and hands-on

assistance to help us
phase out wood from
unwanted sources
and phase in wood with
positive environmental
credentials.

figures current as of August 2008
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Which are the main instruments to
influence companies’ behaviours?

Wholesalers,
large retailers
(clients: business
to business)

Communication:
by increasing clients awareness
= increasing credibility, trust

Suppliers selection/rating:

Giving the good selection criteria based on
example to companies’ behavior: preferences/
smaller/local priority to responsible suppliers
companies

Large retailers: examples

cop Garrstons (6
B2  omx# #uchan |

The 1st mass

10 5 market product in
RISt e Fazzoletti = § | Italy (2002)

pint

[_n’,t;_g{(:
15 pacchetti da 10 fazzoletti
4 veli morbidi e resistenti et —

r 9
RS S
P

monovelo,
~

Ar?.

33



gy =
o

Crdemomnen ke |
152055 15,5, Jewels zom Seaben
wrd Hrgen gevigoe Uedeung eigt
B M sehurid o ca B2 VxR e
WA seein

= mu‘:‘lms‘;pﬁ.
B a - Mo G LS3 BB 2 om.

Der Balkon als 3 19171906 euss

Katzenparadies i i

; A alen ke et Seser Wer:

1 bung durch Leietun mogich Siahe
ServanSeten

%) schneider.de
1

LEGNO: Castorama ltalia, 1° disf
Come tangibile testimonianza di una reale sensibilita verso una gestione responsabile delle foreste,
Castorama Italia ha assunto I'impegno di inserire nella inlegno
con certificato FSC. Il marchio FSC sui prodotti assicura che il legno in essi contenuto provenga da @
foreste gestite in accordo ai Principi e Criteri basati su rigorosi parametri ambientali e sociali.
In particolare FSC ha sviluppato uno speciale sistema di certificazione di gestione forestale e - e
di rintracciabilita del legno. Scegliendo prodotti con il marchio FSC i consumatori contribuiscono s Swwaras Courcia c
in modo diretto a promuovere una gestione sostenibile delle foreste in tutto il mondo. ERCHA0R

CHE COSA E' IL FOREST STEWARDSHIP COUNCIL (FSC) Superficl certificate FSC

Il Forest Stewardship Councll (FSC) & urforganizaziona nion govamativa e non-proft creata | Millon! dl ettar)

nal 1993 & che Include tra | suol membri gruppl ambientallsti @ social, comunita Indigene, N

proprietar forestall, Industrie che favorano e commerciano legno, sclenziati @ tecnicl, che
par tutto

plantagionl che tutell I'ambiente naturale, sta utlle per la gente (lavoratori e popolazion!

locall) e valida dal punto di vista economico, In finéa con | principl delio VPP

sostaniblle affenmati nel summit di Rio da Janalro (192) @ di Johannesburg (2002).

Attualments, oltra 51.000.000 attar dl foresta In 81 Passl sono cartificatl F&C e sono statl

‘emassi, da entl accraditat, oltre 3.800 certificati di *catena di custodia”.

110 PRINCIPI E CRITERI DI BUONA GESTIONE FORESTALE DEL FSC
80no raggruppatl In e dNvarsl ambit, tth finallzzatl a garantire o svIUPPO Sostenibile dalle foreste:

AMBIENTALI SOCIALI

conservazions nispatio diritt

biodiversita, civii e ad-

tutsla ecosi- Zonaii dalle

stemi fragii 6| popolazioni

fisorse natu- indigens &

rali, prolezions delle comunita

specie rare, prole- locali, luteia ope- 3

Zione forests vergini & rai forestai, prolezions cienza economica olte ai
di grands valors ambientale. b

Il marchio FEC sul prodottl assicura fa rintracclabliitadel legno, dalla foresta al prodotto finale, venduto

sul mercato. Ogni anello della catena & Igentificato da un codice di certificazione e controliato da ent o

cartificaziona Indipendent! &d accraditatl. Tale codica consante al consumatore diIndividuare una foresta od un
ttor principl ed nassunt.

e v o v o)

per l’ambl'enre/‘

Castorama-
[talia
committment:

within the end
of 2009, only
FSC certified
wood
products
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Store Finder | FAQs | Contact Us

WAL*MART
Facts & News Health & Wellness ~ Careers Community & Giving  Diversity  Sustainability  Investors  Suppliers
Home > Facts & News > News Room > Waklart Jons WWF's Giobal Forest & Trade Network My Content: Login| Signup
[« Facts & news Wal-Mart Joins WWF's Global Forest & Trade Network Think About This:

c to improve the of valuable and forests

* News By Topic WASHINGTON, D.C. and Bentonville, Ark. July 14, 2008 — Wal
. orest & Trad

> More Thoughts

Related Information

* Media Resources
. Storie:

* Fact Sheets
= State by State
= Product Recalls

* What People are Saying

One of our nnals at Wal-Mart is fn sell nroduds that sustain and nrotedt our resources Ry ininina

http://walmartstores.com/FactsNews/NewsRoom/8438.aspx

Which are the main instruments to
influence companies’ behaviors?

Finance actors
(funding agencies,

donors, banks,
investors, ...)

Information/communication
activities

Funding policies, investments
selection criteria: preferences to

Giving the good projects, initiatives, companies,
example to other development agencies, etc. : need for
finance actors credibility, trust, transparency, low

boycott/denunciation risks
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Which are the main instruments to
influence companies’ behaviours?

Public

(Municipalities,

Administrations sl. Information/communication

Governments, Parks,

activities

E

Giving the good
example to
private buyers

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

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

forests, etc.)

Other example
BBC

s in the public-private sector:

 November 2005 Press
o Office

BBC Homepage ’

PRESS OFFICE
PRESS RELEASES
PROGRAMME INFO

PRESS PACKS

cause.

http://www.bbe.co.uk |

BBC Magazines has been moving its portfolio onto FSC- " 24 .
certified paper since 2000, when BBC Wildlife became the 'nlgwsegégtﬁ:%arnmoﬁin‘?&mm
first consumer magazine in the world to carry the green channel:

stamp but with a circulation of 1.1 million and probably the
highest profile of any magazine in the UK, the move to FSC
for Radio Times mark s a leap forward for the environmental

Every year Radio Times uses 20,000 tonnes of paper -
equivalent in weight to a small aircraft carrier. Every week it
uses 350-400 tonnes - more than the weight of a jumbo jet -
and its Christmas/New Year edition uses 1,700 tonnes,
equivalent to 1,700 small cars.

Home TV Radio Talk WhereILive A-ZIndex search

SEARCH THE PRESS OFFICE

BBC Worldwide Press Releases S?:["X“’(‘i‘ g‘v"’:;‘”ﬁ:‘“
One of Britain's best-known

. . Month Year
magazines becomes one of its

greenest
Radio Times (BBC)

Date : 04.06.2004 ¢ Use of FSC paper since 2000
SPEECHES & Printable version

KEY FACTS H

ovencs ! r 1,1 M of copies/week

COMMERCIAL Radio Times will carry the FSC (Forest Stewart

ABOUT US logo from its next issue - certifying that the ti

make the paper on which more than a million | g 20_000 t/year of paper

printed every week comes from well-managed|

The BBC's commercially

* BBC World press releases
* BBC World

36



Deutsche Banh AG:

Leader among European
railways

32 M ticketsl/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)

Legislation, rules, guidelines at the
basis of EU PPP (2/2)

Main on-going policy tools

 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
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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%

Indirect:
20-40% of investments depend on public choices

Rules, Laws Information, Subsidies, funds to
technical private sector
assistance

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

Networking PROCURA
SUSTAINABLE

ARPAT (1) PROCUREMENT
ARPA Piemonte (1) CAMPAIGN

Provincia di Torino (1)

Provincia di Cremona (1)
Comune di Ferrara (l)

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)
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PPP examples

FSC certified paper for

envelops and Plusbrief
parcels have been used
by Deutsche Post since
2004

Deutsche Post Q¥ World Net items are avallable In practical - sets in all formats!
AL EXPRESS LOGSTICS FINANCE

Guaran teed environmentally-friendly:

Plusbrief envelopes are made of FSC paper and are
labeled with the logo for soclally-acceptable

y forestry.
certified in accordance with Forest Stewardship
Council standards. The German consumer
magazine, Oko-Test, evaluated the German FSC
standard with the grade "very good". The FSC
certification number is on the products themselves

Do you have
questions
concerning the
environment and
PLUSBRIEF? The
PLUSBRIEF team
would be pleased
to help.

PLUSBRIEF products ranging from Maxibrief and Standardbrief items to Grofbrief

FSC

FSC Trademark © 1996
Forest Stewardship Council A.C.
(FSC-DEU-0070)

i http://lwww.deutschepost.de

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
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