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Since its launch in 2000, the United Nations Global Compact has 
emerged as perhaps the world’s most influential platform for cor-
porate sustainability. Its structure as a global network uniquely 
positions the initiative to take a closer look at both global and 
regional developments and interpretations of corporate social 
responsibility (CSR).

In order to highlight some of the important issues the Global Com-
pact seeks to address and to showcase good participant practices, 
macondo Media Group, in cooperation with the Global Compact 
Office, produces the “Global Compact International Yearbook”.

The yearbook offers in-depth information on key sustainability issues
to stakeholders around the world and seeks to promote compre-
hensive knowledge exchange and learning in the spirit of the Global 
Compact principles. In this way, the publication will help to advance 
transparency, promote the sharing of good practices, and, perhaps 
most significantly, give a strong voice to the regional and global 
actors that are at the heart of the initiative.

Therefore, the yearbook includes good practice examples of partici-
pants and showcase different approaches to the implementation of 
the ten principles. In addition, a substantial editorial framework will 

highlight major trends and issues, globally and regionally, placing 
your activities as Global Compact participants in a broader context.

As an active Global Compact participant, you can contribute as 
a content partner and sponsor. However, we reserve the right to 
determine which companies may participate in the yearbook.

Silver partners contribute a two-page good practice example, while 
Gold partners add an in-depth report on their Global Compact-related 
activities with a four-page good practice example. Every case study 
includes pictures and your corporate logo. All content is subject to 
editorial review and draft layouts are individually coordinated with you.

We cordially invite you to participate in the next edition of the 
yearbook!

Sincerely,

Dr. Elmer Lenzen,
Publisher

Invitation
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As an active Global Compact participant, you can participate in the 
yearbook as a content partner and sponsor (see “Financing model”). 
The number of participants is limited to a maximum of 50 per year.

The yearbook includes good practice examples of your corporation, 
thus illustrating precise ways to implement the ten principles. Silver 
partners contribute a two-page good practice example, while Gold 
partners add an in-depth report on their Global Compact-related 
activities with a four-page good practice example. Every case study 
includes pictures and your corporate logo. All content is subject to 
editorial review and draft layouts are individually coordinated with you.

In addition, a substantial editorial framework highlights major 
trends and issues, globally and regionally, placing your activities as  
UN Global Compact participants in a broader context.

How it works
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Nestlé’s Creating Shared Value approach 
focuses on specific areas of the com-
pany’s core business activities – namely 
water, nutrition, and rural development 

– where value can best be created both 
for society and shareholders. We believe 
that for our business to be successful in 
the long term, it must create value not 
only for its shareholders but also for 
society. In other words, there should 
be a clear economic or business benefit 
and a clear social benefit. 

The UN Global Compact’s CEO Wa-
ter Mandate has been a building block of 
our 2011 Creating Shared Value Report, 
which focuses primarily on water. The 
report mirrors our efforts in five of the 

key elements (public policy, collective 
action, direct operations, supply chain, 
and community engagement) of the UN 
Global Compact CEO Water Mandate. The 
sixth element, transparency, is fulfilled 
through the act of reporting.

Public policy

For Nestlé, as for all those who are 
impacted by water-related challenges, 
solutions ultimately depend on govern-
ments and collaboration across sectors. 
We are committed to action-oriented 
dialog with all stakeholders, from farm-
ers to policymakers, to help formulate 
strategies aimed at addressing the water 

“overdraft.”
Last year, we formally recognized 

the Human Right to Water, and we re-
main a committed leader in the public 
policy debate on restoring the balance 
between water withdrawals and the 
availability of naturally renewed water. 
Our contribution to public policy debate 
has been through engagement at the 
World Economic Forum Water Resources 
Group – an influential public-private 
water network that seeks new insights 
into water scarcity and explores the 
opportunities and costs of possible so-
lutions. 

Collective action

Addressing water challenges requires 
joint efforts and collective action. We 
are working with others to share best 
practices, test new approaches and find 
effective solutions – as a founding sig-
natory of the UN Global Compact CEO 
Water Mandate, and as an active member 
of leading national and international 
networks. 

We work to exchange ideas, foster 
new thinking, and develop innovative 
solutions through our involvement in 
the World Economic Forum’s Water 
Resources Group, the UN Global Com-
pact CEO Water Mandate, the Stockholm 
International Water Institute, the Wa-
ter Footprint Network, the Alliance for 
Water Stewardship, and the CDP Water 
Disclosure project. 

Direct operations

In order to maximize operational ef-
ficiency, we embed sustainable water 
management into our business and im-
plement water-saving programs that help 
us reduce water withdrawals, increase 
reuse, make use of alternative water 
sources, and improve the water efficiency 
of our products. Overall, between 2001 
and 2011, we reduced water extraction 
by 28 percent, while our production 
volume rose over the same period by 73 
percent. Good water quality in the areas 
surrounding Nestlé plants has direct 
benefits for our business, society, and 
the environment, so we treat all our 
water in wastewater treatment plants 
and return clean water to the environ-
ment. Our preference is to use municipal 
wastewater plants to ensure we return 
only cleaned water back into the environ-
ment, but where these are insufficient, 
we invest in our own on-site facilities. We 
have 292 such installations worldwide.  

Our efforts have been recognized 
and we were awarded the Stockholm 
Industry Water Award last year for our 
leadership, performance, and efforts to 
improve the water management in our 
operations and supply chain.

Supply chain

Since 70 percent of fresh water use hap-
pens in agriculture, we need to make sure 
we are helping the farmers in our supply 
chain manage water more efficiently. To 
improve the water management of our 
suppliers, which includes more than 25 
million people involved in the entire 
value chain, we employ more than 1,000 
agronomists and water experts to provide 
expert training and technical support for 
300,000 farmers as well as to help them 
reduce their water requirements, increase 
crop yields, and minimize pollution. 

We have more than 12 agricultural 
water management projects around the 
world, linked to the Sustainable Agricul-
ture Initiative. One such project related 
to coffee growing in China has saved 80 
percent of water used in the production 
and washing process; and another in 

Vietnam is saving 1 billion cubic metres 
of water annually. 

Community engagement

Working with nongovernmental organi-
zations, we help fund, support, and run 
sustainable water management schemes, 
so that people living in the communities 
where we have facilities have access to 
clean drinking water and better under-
stand the importance of hygiene and 
sanitation. In many cases, such engage-
ment is directed at improving conditions 
of communities on whom we depend for 
raw material supplies. 

Our community engagement in 
water projects extends across several 
projects – from leveraging the water 
filtration plant at our Kabirwala factory 
in Pakistan through our partnership with 
the Swiss Agency for Development and 
Cooperation to deliver clean water to the 
local community, to our CHF 2.25 mil-
lion partnership with the International 
Federation of the Red Cross and Red 
Crescent Societies (IFRC) to bring water 
and sanitation in the cocoa-growing 
villages of Côte d’Ivoire. 

Project WET (Water Education for 
Teachers) is an international NGO that 
uses educational tools to raise awareness 
of water issues among schoolchildren 
around the world. Nestlé Waters, Nestlé’s 
bottled water division, has been its main 
sponsor since 1992, helping to educate 
millions of children in more than 50 
countries. In 2011, we provided disas-
ter relief in Japan, Turkey, Thailand, 
and the United States, as well as some 
continued support in Haiti. In total we 
donated more than 3 million bottles of 
water in 2011. Our goal of continuous 
improvement in operational efficiency 
and effective water management has 
benefited both Nestlé as well as the com-
munities in which we operate. 

However, increasing supply and 
improving efficiency will only take us so 
far. Meeting the rest of the challenge will 
require that policymakers, civil society, 
agriculture, and industry work together 
to significantly improve the way we value, 
use, and manage this precious resource.  

MEETInG THE GLoBAL wATEr 
CHALLEnGE

By Susan Steinhagen 

As the world’s largest food and beverage company, Nestlé depends on reliable access to clean 
water at every level in order to maintain our ability to meet consumers’ needs. Our long-term 
success depends on effective management of water resources that supply our everyday business 
operations and support the livelihoods of suppliers and consumers. We apply a lifecycle 
approach to assess the impacts of our own operations and those along the wider value chain 
from farmer to consumer, thereby creating shared value to both Nestlé and society.

This borehole provides a community 
water source in Sérihio, Côte d’Ivoire. It 
is one of the results of a joint project 
between the IFrC, the red Cross 
Society of Côte d’Ivoire, and nestlé, 
which has delivered improved water 
and sanitation facilities to more than 
60,000 people since 2007.
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made through the use of energy-efficient 
pumps. Pumps account for 10 percent of 
the worlds electricity consumption and 
thereby one of the largest contributors to 
energy use, with a substantial impact on 
the environment. In businesses, build-
ings, households, and industries, pumps 
exist in some form or another in systems 
that contain liquid. They are the key 

components for maintaining comfort 
levels in buildings. They deliver and 
distribute clean drinking water from 
water treatment plants throughout cit-
ies, while at the same time removing 
wastewater. And, they are highly present 
within the worldwide food and beverage 
industry. Pumps are involved in nearly 
every aspect of modern living, yet public 

awareness of the presence and purpose 
of them is very low. Pumps offer a great 
opportunity for reducing the world’s 
energy consumption. An example is in 
the EU, where most pumps currently 
installed are larger than necessary for 
the job at hand and the majority of 
the motors chosen to drive the pumps 
are inefficient. In fact, two-thirds of all 

In response to increased public aware-
ness of energy consumption and carbon 
footprinting, the general population 
seems to have woken up and is taking 
a more responsible approach to sustain-
ability. Initiatives such as the introduc-
tion of energy ratings for appliances 
have made us more aware of personal 
or household energy use. 

Raising awareness – unveiling 
tremendous opportunities

The private or household sectors are not 
the main contributors to global energy 
use. The largest consumers of the world’s 
energy are businesses and industries. 
And although around the globe many 
of these businesses are drafting new 

contingencies for energy efficiency, they 
may be missing out on the full potential 
of sustainable industry. This is largely 
due to the lack of awareness regard-
ing one of the main sources of energy 
waste – the pump. As a leading pump 
manufacturer, Grundfos believes it is our 
duty and responsibility to educate the 
world about the potential savings to be 

THE SuSTAINABLE 
POTENTIAL IN 
ENERGY EFFICIENCY
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The human race is facing one of its biggest challenges, 
and if ignored, it could potentially spiral out of control. 
Over the past century, the rising global population has 
triggered a massive growth in industry development, 
leading to a bottleneck effect where existing resources are 
disappearing and the challenge to discover new energy 
sources has become a top priority. According to the US 
Energy Information Administration, the world’s energy 
consumption has increased on average 1.4 percent every 
year since 1990. It is forecasted to continue, which will result 
in a 49 percent increase in energy consumption from now 
until 2035. 

By Lisbet Bræmer-Jensen

Pumps account for 10% of the 
worlds electricity consumption - 
too much of it is wasted.
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What is the HRCA Quick Check?

Available online, it consists of indicators 
developed on the basis of the Universal 
Declaration of Human Rights – the 1966 
International Covenant on Civil and Politi-
cal Rights and around 80 other major inter-
national treaties and conventions. The tool 
comprises 28 questions based around 240 
indicators aimed at determining whether 
the company has Human Rights policies 
or guidelines and whether these are cor-
rectly applied through the company’s 
procedures and practices. Naturally, the 
HRCA Quick Check covers Principles 1 
and 2 of the Global Compact concerning 
Human Rights, but it also monitors com-
pliance with labor standards (Principles 
3, 4, 5, and 6) together with measures to 
combat corruption (Principle 10).

Management and deployment

Groupe SEB was one of the very first 
French companies to implement the 
HRCA Quick Check. It is managed by 
the Sustainable Development Depart-
ment, with the aim being that each 
entity – whether industrial, logistical, 

or tertiary – should carry out a self-
evaluation on average every two years, 
in a logical progression. The answers 
to the questions are classified into four 
levels: red (immediate action required), 
yellow (issue being addressed), green 
(site complies), and gray (unknown/not 
applicable). The Sustainable Develop-
ment Department examines the results 
in conjunction with the site concerned.  

In late 2009, the HRCA Quick Check was 
deployed across all of the Group’s enti-
ties in the world with more than 10 staff, 
thereby covering 95 percent of personnel, 
excluding Supor, the Chinese subsidiary 
integrated into the Group in 2007. This 
first wave of self-evaluations produced 
10 “reds” and 60 “yellows” in the more 
than 1,500 responses. Most of these were 
linked to relationships with suppliers, 
and particularly to the absence of explicit 
references in contracts to compliance with 
Human Rights principles. The Sustainable 
Development Department established cor-
rective action plans from the points raised. 

A second wave was organized in 2011 
in which 70 sites were involved. The 

questionnaires were completed jointly by 
the sites’ Directors and the local Human 
Resources Managers. This second deploy-
ment produced a single red response, and 
nearly 150 yellow responses, demonstrat-
ing once again that respondents were 
keen to point out areas for improvement. 

A global action plan

Among the areas for improvement ad-
dressed during the last deployment of 
the HRCA Quick Check, the monitoring 
of suppliers was the most problematic 
for the majority of sites. Confronted with 
this observation, new corrective measures 
have been taken by Groupe SEB’s Purchas-
ing Division. A Responsible Purchasing 
Charter will be finalized in 2012 and sent 
to all of the Group’s suppliers. In par-
ticular, it will include the Ten Principles 
of the Global Compact and will collect 
the different social and environmental 
requirements, which are currently con-
tained in different documents. Similarly, 
social and environmental audits will 
be outsourced in the future on a global 
basis, and targeting will be conducted 
by means of a supplier marking system. 

In a wider context, Groupe SEB has 
initiated the creation of a global Ethi-
cal Code, which will be distributed in 
2012 to all of its employees. Based on 
the Group’s values, this will specify the 
main rules of conduct for employees and 
will address 18 key themes – from the 
respect for Human Rights to measures 
for combating corruption – and includ-
ing non-discrimination, environmental 
protection, and the prevention of con-
flicts of interest.

 
Adaptation to the Chinese context

In late 2010, the five sites of Supor – the 
Groupe SEB subsidiary based in China 

and Vietnam – underwent a self-evalua-
tion using the China Business and Social 
Sustainability Check (CBSSC). This tool 
is a version of the HRCA Quick Check 
adapted to the Chinese context by the 
Danish Institute for Human Rights, and 
produced in both English and Chinese. 
Twenty-eight questions based around 
245 indicators examine themes rang-
ing from working conditions (overtime, 
salaries, holiday, minimum age, training, 
equality of treatment, safety, etc.) to the 
impact on local communities and sup-
plier monitoring. 

The questions are generally similar to 
those set in the HRCA Quick Check, but 

they are more specific and take into ac-
count certain local particularities, for 
example the special attention given to 
nondiscrimination against migrant work-
ers and to the accommodations offered to 
workers. The self-evaluation produced 7 

“red” and 36 “yellow” responses, relating 
particularly to working hours, health and 
safety, holidays, and supplier monitor-
ing. Action plans are being implemented 
and a new check will be carried out in 
two years.

In total, at the end of 2011, 99 percent 
of the Group's personnel were covered 
by the HRCA Quick Check or its Chinese 
equivalent, the CBSSC.  

SELF-ASSESSMEnT 
on HuMAn rIGHTS
By Joël Tronchon

Having become a participant of the UN Global Compact in 2003, Groupe SEB is committed 
to respecting the Ten Principles of the agreement. For the Group, which has a presence in 
several continents, including Asia, it was necessary to find a tool capable of transforming 
this commitment in principle into a concrete reality. This would enable an evaluation of the 
manner in which these Principles were taken into account locally in each of the Group’s 
subsidiaries. Accordingly, in 2007 the Group adopted the HRCA Quick Check (Human Rights 
Compliance Assessment) – a self-assessment tool developed by the Danish Institute for 
Human Rights and supported by the United Nations.

HuMAn rIGHTS: 
SuPor’S ACTIon 
PLAnS

“In 2011, all of Supor’s entities 
in China and Vietnam have 
evaluated their practices in terms 
of Human Rights by answering 
the questions of the CBSSC.  
They have done this with sincerity 
and honesty, without concealing 
weak points. These weak points 
related in particular to the 
duration of work, to holidays, and 
to certain aspects of health and 
safety. All have been the subject 
of corrective action plans which 
I supervise with the Industrial 
Director. For example, it has been 
decided to progressively reduce 
the maximum duration of weekly 
work, and to ensure compliance 
with mandatory rest days. The 
CBSSC is a tool that helps us 
to progress: We will carry out 
another check in two years.”

Oliver Dong,  

Human Resources Director at Supor
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“red” and 36 “yellow” responses, relating 
particularly to working hours, health and 
safety, holidays, and supplier monitor-
ing. Action plans are being implemented 
and a new check will be carried out in 
two years.

In total, at the end of 2011, 99 percent 
of the Group's personnel were covered 
by the HRCA Quick Check or its Chinese 
equivalent, the CBSSC.  

SELF-ASSESSMEnT 
on HuMAn rIGHTS
By Joël Tronchon

Having become a participant of the UN Global Compact in 2003, Groupe SEB is committed 
to respecting the Ten Principles of the agreement. For the Group, which has a presence in 
several continents, including Asia, it was necessary to find a tool capable of transforming 
this commitment in principle into a concrete reality. This would enable an evaluation of the 
manner in which these Principles were taken into account locally in each of the Group’s 
subsidiaries. Accordingly, in 2007 the Group adopted the HRCA Quick Check (Human Rights 
Compliance Assessment) – a self-assessment tool developed by the Danish Institute for 
Human Rights and supported by the United Nations.

HuMAn rIGHTS: 
SuPor’S ACTIon 
PLAnS

“In 2011, all of Supor’s entities 
in China and Vietnam have 
evaluated their practices in terms 
of Human Rights by answering 
the questions of the CBSSC.  
They have done this with sincerity 
and honesty, without concealing 
weak points. These weak points 
related in particular to the 
duration of work, to holidays, and 
to certain aspects of health and 
safety. All have been the subject 
of corrective action plans which 
I supervise with the Industrial 
Director. For example, it has been 
decided to progressively reduce 
the maximum duration of weekly 
work, and to ensure compliance 
with mandatory rest days. The 
CBSSC is a tool that helps us 
to progress: We will carry out 
another check in two years.”

Oliver Dong,  

Human Resources Director at Supor
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of the Bosch tradition and changed the 
way we see ourselves. This diversity is 
also playing an ever larger part in our 
daily work environment. Every day, we 
deal with various tasks, situations, and 
people, both internally and externally, 
on international markets. And this trend 
is going to increase.

Our internal Diversity Communica-
tion initiative invites associates at over 
200 locations all around the world to 
discover the world of diversity within 
Bosch. It promotes an even stronger 
focus on actively building diversity into 
the day-to-day work environment on the 
basis of cooperation and mutual respect 
between men and women as well as 
different generations, nationalities, and 
working  cultures. 

One of our objectives is to increase 
the proportion of women in manage-
ment positions from the present figure 
of over 11 percent to an ambitious target 
of 20 percent by the end of 2020. Bosch is 
therefore putting a high priority on the 
recruitment and retention of qualified 
female associates and the promotion 
of women already on the staff. Within 
our special training program the “Busi-
ness Women’s Program,” Bosch offers a 
range of seminars as well as mentoring 
programs to future female senior manag-
ers and specialists.

Internationality has also long been 
an important part of the Bosch culture, 
including international assignments, 
language courses, cross-cultural training 
courses, and the integration of a wide 
range of  “cultural profiles,” to support 
our associates in their varied interactions 
with colleagues, customers, and business 
 partners from different countries. 

Another dimension of diversity re-
lates to “demographic change,” focussing 

on the successful working relationships 
across different generations. Both men 
and women are required to remain in 
the workforce longer, particularly in 
Europe. Lifetime learning, “mature” 
careers, effective health management, 
and systematic know-how transfer have 
therefore become key challenges for 
many companies today. Bosch is also 
keen on not losing the know-how of its 
highly motivated older associates, e.g. 
by gaining them as consultants during 
their retirement and therefore keeping 
their expertise within Bosch. Over 500 
former associates around the world cur-
rently benefit from this option.

To achieve the inclusion of diversity, 
we also need the right working culture – 
one that includes flexible working hours 
instead of a culture of presence, and 
one that offers a better balance between 
family and career, for both men and wom-
en. In the  company-wide project MORE 
(Mindset ORganization Executives), 150 
executives are currently  experimenting 
with flexible working hours  arrangements, 
using the time gained in this way to focus 
on their personal development, families, 
and their own interests. Others decide to 
take some “time out”  to reflect on strategic 
issues, away from their workstations and 
office routines. The results have been 
excellent! Simply by daring to take the 
first step, the initial barriers have been 
successfully overcome. In a contempo-
rary work environment with a mix of 
technology, effective organization, and 
teamwork, associates are able to work 
effectively without having to be present 
every minute of every working day.

We can see: Bosch is concentrating 
on this topic. That comes as no surprise 
given the active involvement of the Board 
of Management and Bosch executives 

in general, who are promoting activi-
ties ranging from briefing events to a 
comprehensive diversity qualification 
concept. Management attitudes toward 
understanding diversity within the com-
pany have also been communicated in 
a series of videos. Each of us can play a 
part in expressing the Bosch concept of 
diversity because the Bosch success story is 
ultimately being written by an incredibly 
diverse group of people – including over 
300,000 Bosch associates, in locations all 
around the world. 

Diversity within Bosch as the answer 
to an increasingly diverse world

“Diversity at Bosch has many different 
facets,” explains Christoph Kübel, Mem-
ber of the Board of Management. “We 
have huge diversity among our products, 
our customers, our markets, and our as-
sociates, and that is just how it should 
be – because this enables us to respond 
to the diverse expectations and require-
ments of our customers and our markets 
worldwide. At the end of the day, we 
need the right skills and competencies 
at the right location.”  

A conceptual approach based on 
diversity fosters open, constructive, and 
creative interactions within the com-
pany. And this constructive, open style 
of interaction provides the foundation 
for great ideas and the company’s suc-
cess. As our slogan “Bosch – invented 
for life” implies, we are looking for a 
diverse range of solutions rather than 
just one specific answer.

We are therefore committed to con-
tinuing on our successful path, because: 
Diversity is the key to our success. Diver-
sity leads to more innovation and greater 
creativity. Diversity is our advantage. 

For that reason, diversity is anchored in 
our Bosch values as a key success factor, 
is recognized as an asset for Bosch, and 
forms an integral part of many of our 
processes. Bosch committed itself to 
the topic in public in December 2007 
by becoming one of the first German 
companies to sign the German “Diversity 
Charter,” wherein companies officially 
undertake a commitment to recognize, 
value, and appreciate diversity.

To further strengthen diversity 
within Bosch and to use this as a positive 
force for its sustainable economic success, 
the Board of Management established a 

“Diversity” project group in 2011, tasked 
with making diversity management an 
integral part of the corporate strategy. 
Bosch has decided to focus on four as-
pects of diversity: Gender, Generations, 
Internationalities and Working Cultures. 

Diversity is not just a management 
issue – because the success of Bosch 
depends on each and every one of us

The ability to embrace different experi-
ences, leadership styles, work approaches, 
and ways of thinking has become part 

DIVErSITY – A 
SuCCESS FACTor 
For BoSCH
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By Heidi Stock and Annkathrin Kienle

People in over 150 countries all around the world – 
including men and women of many different backgrounds, 
individual lifestyles, and generations – are working for 
Bosch. This diversity brings real benefits for our company, 
and it is essential for our successful business performance in 
the long term. Numerous studies have shown that increased 
diversity leads to more innovation, better problem-solving, 
 and greater creativity. 

Diversity

Diversity

Gender

Generations

Interna-
tionalities

Working 
Cultures

our DIVErSITY 
VISIon

we are a global company 
manufacturing quality innovative 
and sustainable products 
and services in the fields of 
automotive technology, consumer 
goods, and industrial technology. 
we have an open and knowledge-
hungry workforce that is diverse 
and can rely on courageous, 
reliable, and responsible 
management. we emphasize the 
values of self-reflection, valuing 
differences, and conscious lateral 
thinking.
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also playing an ever larger part in our 
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deal with various tasks, situations, and 
people, both internally and externally, 
on international markets. And this trend 
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Our internal Diversity Communica-
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200 locations all around the world to 
discover the world of diversity within 
Bosch. It promotes an even stronger 
focus on actively building diversity into 
the day-to-day work environment on the 
basis of cooperation and mutual respect 
between men and women as well as 
different generations, nationalities, and 
working  cultures. 

One of our objectives is to increase 
the proportion of women in manage-
ment positions from the present figure 
of over 11 percent to an ambitious target 
of 20 percent by the end of 2020. Bosch is 
therefore putting a high priority on the 
recruitment and retention of qualified 
female associates and the promotion 
of women already on the staff. Within 
our special training program the “Busi-
ness Women’s Program,” Bosch offers a 
range of seminars as well as mentoring 
programs to future female senior manag-
ers and specialists.

Internationality has also long been 
an important part of the Bosch culture, 
including international assignments, 
language courses, cross-cultural training 
courses, and the integration of a wide 
range of  “cultural profiles,” to support 
our associates in their varied interactions 
with colleagues, customers, and business 
 partners from different countries. 

Another dimension of diversity re-
lates to “demographic change,” focussing 

on the successful working relationships 
across different generations. Both men 
and women are required to remain in 
the workforce longer, particularly in 
Europe. Lifetime learning, “mature” 
careers, effective health management, 
and systematic know-how transfer have 
therefore become key challenges for 
many companies today. Bosch is also 
keen on not losing the know-how of its 
highly motivated older associates, e.g. 
by gaining them as consultants during 
their retirement and therefore keeping 
their expertise within Bosch. Over 500 
former associates around the world cur-
rently benefit from this option.

To achieve the inclusion of diversity, 
we also need the right working culture – 
one that includes flexible working hours 
instead of a culture of presence, and 
one that offers a better balance between 
family and career, for both men and wom-
en. In the  company-wide project MORE 
(Mindset ORganization Executives), 150 
executives are currently  experimenting 
with flexible working hours  arrangements, 
using the time gained in this way to focus 
on their personal development, families, 
and their own interests. Others decide to 
take some “time out”  to reflect on strategic 
issues, away from their workstations and 
office routines. The results have been 
excellent! Simply by daring to take the 
first step, the initial barriers have been 
successfully overcome. In a contempo-
rary work environment with a mix of 
technology, effective organization, and 
teamwork, associates are able to work 
effectively without having to be present 
every minute of every working day.

We can see: Bosch is concentrating 
on this topic. That comes as no surprise 
given the active involvement of the Board 
of Management and Bosch executives 

in general, who are promoting activi-
ties ranging from briefing events to a 
comprehensive diversity qualification 
concept. Management attitudes toward 
understanding diversity within the com-
pany have also been communicated in 
a series of videos. Each of us can play a 
part in expressing the Bosch concept of 
diversity because the Bosch success story is 
ultimately being written by an incredibly 
diverse group of people – including over 
300,000 Bosch associates, in locations all 
around the world. 

Diversity within Bosch as the answer 
to an increasingly diverse world

“Diversity at Bosch has many different 
facets,” explains Christoph Kübel, Mem-
ber of the Board of Management. “We 
have huge diversity among our products, 
our customers, our markets, and our as-
sociates, and that is just how it should 
be – because this enables us to respond 
to the diverse expectations and require-
ments of our customers and our markets 
worldwide. At the end of the day, we 
need the right skills and competencies 
at the right location.”  

A conceptual approach based on 
diversity fosters open, constructive, and 
creative interactions within the com-
pany. And this constructive, open style 
of interaction provides the foundation 
for great ideas and the company’s suc-
cess. As our slogan “Bosch – invented 
for life” implies, we are looking for a 
diverse range of solutions rather than 
just one specific answer.

We are therefore committed to con-
tinuing on our successful path, because: 
Diversity is the key to our success. Diver-
sity leads to more innovation and greater 
creativity. Diversity is our advantage. 

For that reason, diversity is anchored in 
our Bosch values as a key success factor, 
is recognized as an asset for Bosch, and 
forms an integral part of many of our 
processes. Bosch committed itself to 
the topic in public in December 2007 
by becoming one of the first German 
companies to sign the German “Diversity 
Charter,” wherein companies officially 
undertake a commitment to recognize, 
value, and appreciate diversity.

To further strengthen diversity 
within Bosch and to use this as a positive 
force for its sustainable economic success, 
the Board of Management established a 

“Diversity” project group in 2011, tasked 
with making diversity management an 
integral part of the corporate strategy. 
Bosch has decided to focus on four as-
pects of diversity: Gender, Generations, 
Internationalities and Working Cultures. 

Diversity is not just a management 
issue – because the success of Bosch 
depends on each and every one of us

The ability to embrace different experi-
ences, leadership styles, work approaches, 
and ways of thinking has become part 
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People in over 150 countries all around the world – 
including men and women of many different backgrounds, 
individual lifestyles, and generations – are working for 
Bosch. This diversity brings real benefits for our company, 
and it is essential for our successful business performance in 
the long term. Numerous studies have shown that increased 
diversity leads to more innovation, better problem-solving, 
 and greater creativity. 
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made through the use of energy-efficient 
pumps. Pumps account for 10 percent of 
the worlds electricity consumption and 
thereby one of the largest contributors to 
energy use, with a substantial impact on 
the environment. In businesses, build-
ings, households, and industries, pumps 
exist in some form or another in systems 
that contain liquid. They are the key 

components for maintaining comfort 
levels in buildings. They deliver and 
distribute clean drinking water from 
water treatment plants throughout cit-
ies, while at the same time removing 
wastewater. And, they are highly present 
within the worldwide food and beverage 
industry. Pumps are involved in nearly 
every aspect of modern living, yet public 

awareness of the presence and purpose 
of them is very low. Pumps offer a great 
opportunity for reducing the world’s 
energy consumption. An example is in 
the EU, where most pumps currently 
installed are larger than necessary for 
the job at hand and the majority of 
the motors chosen to drive the pumps 
are inefficient. In fact, two-thirds of all 

In response to increased public aware-
ness of energy consumption and carbon 
footprinting, the general population 
seems to have woken up and is taking 
a more responsible approach to sustain-
ability. Initiatives such as the introduc-
tion of energy ratings for appliances 
have made us more aware of personal 
or household energy use. 

Raising awareness – unveiling 
tremendous opportunities

The private or household sectors are not 
the main contributors to global energy 
use. The largest consumers of the world’s 
energy are businesses and industries. 
And although around the globe many 
of these businesses are drafting new 

contingencies for energy efficiency, they 
may be missing out on the full potential 
of sustainable industry. This is largely 
due to the lack of awareness regard-
ing one of the main sources of energy 
waste – the pump. As a leading pump 
manufacturer, Grundfos believes it is our 
duty and responsibility to educate the 
world about the potential savings to be 

THE SuSTAINABLE 
POTENTIAL IN 
ENERGY EFFICIENCY
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The human race is facing one of its biggest challenges, 
and if ignored, it could potentially spiral out of control. 
Over the past century, the rising global population has 
triggered a massive growth in industry development, 
leading to a bottleneck effect where existing resources are 
disappearing and the challenge to discover new energy 
sources has become a top priority. According to the US 
Energy Information Administration, the world’s energy 
consumption has increased on average 1.4 percent every 
year since 1990. It is forecasted to continue, which will result 
in a 49 percent increase in energy consumption from now 
until 2035. 

By Lisbet Bræmer-Jensen

Pumps account for 10% of the 
worlds electricity consumption - 
too much of it is wasted.
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Today’s discussions on philanthropy abound with new terms: 
“venture philanthropy,” “impact investing,” “entrepreneurial 
philanthropists,” “social venture capital.” This suggests there is 
a new generation of philanthropists who are using successful 
business models in order to address global challenges such 
as poverty, education, and health. They belong to the family 
of strategic philanthropists and are celebrated by the media 
for their hands-on approaches to philanthropy that focus on 
achieving outcomes and a willingness to take risks and embrace 
innovation. As philanthropic concepts evolve, it is difficult to 
draw the line between these new types of philanthropists. In 
many cases the terms are used interchangeably.

Strategic philanthropists take a more businesslike approach 
and look for targeted and lasting impacts. They recognize 
that they need to apply innovative approaches to sustainable 
development, focus on entrepreneurial talent, and stress 
transparency, accountability, and long-lasting outcomes. They 
understand that local ownership is important to ensure that 
actual needs are being met and results are sustainable. Whereas 
traditional philanthropy often focuses on the inputs, this 
strategic approach focuses on results. In many cases, it builds 
on the entrepreneurial tradition of creating value and the 
understanding that a business approach focused on “returns” 
on investments (albeit financial, environmental, or social) is 
what is needed for lasting social change.

The rise of local philanthropists in emerging economies

Traditionally, the United States has dominated international 
philanthropy, with the country’s donations totaling $290.89 
billion in 2010. Philanthropy is a large part of the US culture 
and American citizens are encouraged to get involved at an 
early age. The picture in Europe is different compared to the 
United States. With roots that go back to medieval times, 
philanthropy is considered a private matter and a form of 
patronage or charity. Philanthropists do not want to be made 
public. Nowadays the European Philanthropy landscape is quite 
scattered, ranging from pure charity to social entrepreneurs. 
While facts and figures on European philanthropy are difficult 
to acquire, accumulated spending of EU-based foundations 
was assumed to total up to €51 billion. 

But, as major emerging markets grow, the number of local 
philanthropists in these countries is growing as well. Equally, 
the environment for philanthropy in these countries is ma-
turing and governments are increasingly acknowledging the 
value of harnessing the expertise of wealthy entrepreneurs. 
Some examples of regional potential are highlighted below.

In China, where rapid development has been accompanied 
by growing social and environmental concerns, the govern-
ment increasingly sees the potential for philanthropy to 

By Punleuk Kam and Julia Yue

Agenda

We are witnessing an exciting global movement whereby philanthropists from both 
developed and emerging economies are using targeted and innovative approaches to 
address sustainable development. Today, strategic philanthropists are responsible for 
stimulating entrepreneurship and small business development in developing countries. 
These philanthropists are increasingly recognizing the importance of adopting a more 
business-like approach to philanthropy to maximize social and environmental returns of 
their philanthropic investments. Measuring impact is also a crucial component of successful 
philanthropy and has become more prominent globally. Evaluation helps to focus on results, 
ensures effective allocation of resources, and upholds accountability.

A GLOBAL SHIFT TOWARD 
STRATEGIC PHILANTHROPY

Strategic Philanthropy
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Pressure on infrastructure and natural resources is already 
immense, and growing: Demand for water will increase by 
40 percent from 2010 to 2030. Demand for energy will in-
crease by 22.5 percent from 2010 to 2025. Demand for food 
will increase by 50 percent between 2010 and 2030. At the 
same time, if we are to preserve our natural resources and 
standards of living, greenhouse gas emissions must be reduced 
by 80 percent by mid-century. This presents a challenge for 
our government and business leaders; they must meet these 
social and environmental challenges while ensuring economic 
stability as well as expanding prosperity. 

This is not an insurmountable task but it will take a new, 
bold, daring vision for how we do business, heat our homes, 
build infrastructure, and structure our economies. This is the 
vision of a low-carbon, high-opportunity Clean Revolution: 
a swift, massive scale-up of clean energy and infrastructure, 
and of smart technologies and design. This will improve the 
effi ciency and use of our natural resources while creating jobs 
and boosting economic growth.

The Clean Revolution is not just a vision of an ideal future. 
It is happening now, in cities, regions, states, and countries 
around the world as well in companies of all sizes. The Clean 
Revolution is already creating millions of new jobs: In the 
United States, a report by the Bureau of Labor Statistics found 
that there were about 3.4 million green energy jobs in 2011: an 
increase of 4.9 percent from the previous year. When compared 
with the data for alternative areas of the economy, this fi gure 
is impressive; all other jobs increased by only 1.2 percent. This 
is supported by 2012 data from The Solar Foundation, which 
reported that California has more solar workers than actors; 

more Texans work in solar than ranching; and the US solar 
industry has more workers than the coal mining industry.

The outlook for the renewable energy sector looks bright – 
investment in clean-energy capacity is expected to triple be-
tween now and 2030, according to analysts from Bloomberg 
New Energy Finance. Research by Google in 2011 found that 
breakthroughs in clean-tech innovation could generate an 
extra $ 155 - 244 billion in GDP per year in the United States 
from 2030 if the right investments are made now. 

It is not only the United States that is reaping the benefi ts of 
the Clean Revolution – the Indian Prime Minister, Manmohan 
Singh, has announced plans to double India’s renewable-energy 
capacity by 2017 and introduce clean-energy subsidies. South 
Korea’s business community invested $ 12.7 billion between 
2008 and 2010 as part of the nation’s green-growth program, 

AgendaAgenda Climate Change

By 2050, our planet will be home to 9 billion people. The 
world’s middle class will reach 4 billion; by 2020, 50 percent 
of China’s population will be middle class. The world has 
also become increasingly urban: In 1800, only 2 percent of 
the world’s population was urban. Today, half of the world’s 
people are living in towns and cities, with 180,000 people 
added to the urban population each day. 

By Mark Kenber

THE CASE FOR A 
CLEAN REVOLUTION

Cities are key contributors to climate change, as activities there 
are the main source of greenhouse gas emissions. If efforts to 
address climate change are to be successful, they must integrate 
urban requirements and environmental management capacities.
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In an effort to encourage greater climate action, Caring for 
Climate has convened large companies and small and medium-
sized enterprises (SMEs) to uphold five key commitments, the 
essence of which are as follows:

1| Reduce emissions, set targets, and report annual perfor-
mance.

2| Devise a business strategy to approach climate risks and 
opportunities.

3| Engage with policymakers to encourage scaled-up climate 
action.

4| Work collaboratively with other enterprises to tackle climate 
change.

5| Become a climate-friendly business champion with stake-
holders.

To determine whether these commitments have been met, 
Caring for Climate conducted research and analysis of activity 
by signatories using publicly available climate change related 
information reported by signatories through the Carbon 
Disclosure Project (CDP) and in their Communications on 
Progress for Climate (COP-Climate). These are some findings, 
as presented in the Caring for Climate Progress Report 2012:

Regional and Sectoral Participation

Signatories of Caring for Climate are primarily located in 
Europe and Asia although there is a notable presence in the 
Americas as well. As seen in Figure 1, European signatories 
made up 53 percent of total membership in 2011.

Multiple industries are well represented amongst Caring for 
Climate signatories. However, the technology and industrial 
sectors are the most frequent signatories with 18 percent and 
20 percent of total membership, respectively, as indicated in 
Figure 2.

Emissions Analysis

In defining a sample population of signatories for an emissions 
trend analysis, Caring for Climate took into account large 
companies that reported both high quality carbon and revenue 
data for the reporting years 2009 and 2010. After reviewing 
corporate disclosures to CDP and COP-Climate submissions 
as well as other publicly available sustainability reports and 
other relevant material, a sample population of 153 large 
companies was selected to assess the emissions performance 
of the initiative as a whole. During the reporting year 2010, 
the sampled signatories released approximately 2,017 million 
metric tonnes carbon dioxide equivalent (MtCO

2e) of scope 

1 and 2 emissions into the atmosphere. Total scope 1 and 2 
emissions of the Large Companies included in the sample 
rose by 3.8 percent between 2009 and 2010 likely due in 
part to the global economic recovery. Despite the increase in 
emissions for the entire Caring for Climate sample, approxi-
mately 42 percent of sampled signatories reported absolute 
reductions over the reporting period as detailed in Figure 3. 
The top 25 performers from the sample reportedly achieved 
approximately 16.8 MtCO2e in GHG reductions during the 
2010 reporting year. It should be noted that five companies 
within this “best in class” group achieved roughly 93 percent 
of the calculated reductions. Within the top 25 signatories, 
this population achieved between 2 percent and upwards of 
18 percent declines in emissions year over year due to specific 
emission reduction initiatives. 

Source: Caring for Climate Progress Report 2012, C4C Update Letter  

May 2013, compilation: Dr. Elmer Lenzen

Launched by the Secretary-General in 2007, Caring for Climate 
aims to advance the role of business in addressing climate 
change. Led by the UN Global Compact, the UN Environment 
Programme (UNEP) and the UN Framework Convention on 
Climate Change (UNFCCC), Caring for Climate provides a 
framework for business leaders to advance practical solu-
tions and help shape public policy as well as public attitudes. 
Chief executive officers who support the leadership statement 
are prepared to set goals, develop and expand strategies 
and practices, and to publicly disclose emissions. Caring for  
Climate is endorsed by nearly 350 companies from 60 coun-
tries.

Agenda Climate Change

As part of his five-year action agenda, UN Secretary-General 
Ban Ki-moon has prioritized sustainable development – 
with climate change as one of the key impulses. The United 
Nations has long been intensively engaged in various 
dialogues and targeted climate initiatives, and Caring for 
Climate is one such platform. 
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Figure 3 :  Absolute Emission Changes for Signatory 
Sample between 2009 and 2010. 
Sources: UN Global Compact website, CDP data, and other publicly available information

CARING FOR CLIMATE BUSINESS 
FORUm	AT	COP	19	/	CmP	9	In	WARSAW

For the first time this year, the UN Global Compact, UNEP and 
UNFCCC are organizing the Caring for Climate Business Forum: 
Innovation,	Ambition,	Collaboration	during	COP	19	/	CmP	9	on	
19 - 20 November in Warsaw, Poland. At the Forum, business 
and investors will have the opportunity to directly interface with 
government negotiators, the UN and civil society. With a view to 
facilitating dialogue, action and collaboration, the Forum seeks 
to serve as a flagship channel for business to make genuine 
contributions to climate change negotiations annually.

In particular, signatories are welcome to contribute to the fol-
lowing new opportunities and workstreams:

• National Adaptation Dialogues: Global Compact Local 
Network-led dialogues for companies and local policymakers 
to enhance adaptation efforts on-the-ground, including 
throughout the supply chain and communities.

• Responsible Corporate Engagement on Climate Policy: 
Guidance on the nature and implications of corporate 
interaction within climate policy, including an engagement 
framework to help business play a positive and reinforcing 
role in achieving robust climate change policy.

• Climate and Energy Action Hub: A web-based portal that 
enables various stakeholders to collectively accelerate 
progress on climate and energy.
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In an effort to encourage greater climate action, Caring for 
Climate has convened large companies and small and medium-
sized enterprises (SMEs) to uphold five key commitments, the 
essence of which are as follows:

1| Reduce emissions, set targets, and report annual perfor-
mance.

2| Devise a business strategy to approach climate risks and 
opportunities.

3| Engage with policymakers to encourage scaled-up climate 
action.

4| Work collaboratively with other enterprises to tackle climate 
change.

5| Become a climate-friendly business champion with stake-
holders.

To determine whether these commitments have been met, 
Caring for Climate conducted research and analysis of activity 
by signatories using publicly available climate change related 
information reported by signatories through the Carbon 
Disclosure Project (CDP) and in their Communications on 
Progress for Climate (COP-Climate). These are some findings, 
as presented in the Caring for Climate Progress Report 2012:

Regional and Sectoral Participation

Signatories of Caring for Climate are primarily located in 
Europe and Asia although there is a notable presence in the 
Americas as well. As seen in Figure 1, European signatories 
made up 53 percent of total membership in 2011.

Multiple industries are well represented amongst Caring for 
Climate signatories. However, the technology and industrial 
sectors are the most frequent signatories with 18 percent and 
20 percent of total membership, respectively, as indicated in 
Figure 2.

Emissions Analysis

In defining a sample population of signatories for an emissions 
trend analysis, Caring for Climate took into account large 
companies that reported both high quality carbon and revenue 
data for the reporting years 2009 and 2010. After reviewing 
corporate disclosures to CDP and COP-Climate submissions 
as well as other publicly available sustainability reports and 
other relevant material, a sample population of 153 large 
companies was selected to assess the emissions performance 
of the initiative as a whole. During the reporting year 2010, 
the sampled signatories released approximately 2,017 million 
metric tonnes carbon dioxide equivalent (MtCO

2e) of scope 

1 and 2 emissions into the atmosphere. Total scope 1 and 2 
emissions of the Large Companies included in the sample 
rose by 3.8 percent between 2009 and 2010 likely due in 
part to the global economic recovery. Despite the increase in 
emissions for the entire Caring for Climate sample, approxi-
mately 42 percent of sampled signatories reported absolute 
reductions over the reporting period as detailed in Figure 3. 
The top 25 performers from the sample reportedly achieved 
approximately 16.8 MtCO2e in GHG reductions during the 
2010 reporting year. It should be noted that five companies 
within this “best in class” group achieved roughly 93 percent 
of the calculated reductions. Within the top 25 signatories, 
this population achieved between 2 percent and upwards of 
18 percent declines in emissions year over year due to specific 
emission reduction initiatives. 

Source: Caring for Climate Progress Report 2012, C4C Update Letter  

May 2013, compilation: Dr. Elmer Lenzen

Launched by the Secretary-General in 2007, Caring for Climate 
aims to advance the role of business in addressing climate 
change. Led by the UN Global Compact, the UN Environment 
Programme (UNEP) and the UN Framework Convention on 
Climate Change (UNFCCC), Caring for Climate provides a 
framework for business leaders to advance practical solu-
tions and help shape public policy as well as public attitudes. 
Chief executive officers who support the leadership statement 
are prepared to set goals, develop and expand strategies 
and practices, and to publicly disclose emissions. Caring for  
Climate is endorsed by nearly 350 companies from 60 coun-
tries.
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As part of his five-year action agenda, UN Secretary-General 
Ban Ki-moon has prioritized sustainable development – 
with climate change as one of the key impulses. The United 
Nations has long been intensively engaged in various 
dialogues and targeted climate initiatives, and Caring for 
Climate is one such platform. 
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For the first time this year, the UN Global Compact, UNEP and 
UNFCCC are organizing the Caring for Climate Business Forum: 
Innovation,	Ambition,	Collaboration	during	COP	19	/	CmP	9	on	
19 - 20 November in Warsaw, Poland. At the Forum, business 
and investors will have the opportunity to directly interface with 
government negotiators, the UN and civil society. With a view to 
facilitating dialogue, action and collaboration, the Forum seeks 
to serve as a flagship channel for business to make genuine 
contributions to climate change negotiations annually.

In particular, signatories are welcome to contribute to the fol-
lowing new opportunities and workstreams:

• National Adaptation Dialogues: Global Compact Local 
Network-led dialogues for companies and local policymakers 
to enhance adaptation efforts on-the-ground, including 
throughout the supply chain and communities.

• Responsible Corporate Engagement on Climate Policy: 
Guidance on the nature and implications of corporate 
interaction within climate policy, including an engagement 
framework to help business play a positive and reinforcing 
role in achieving robust climate change policy.

• Climate and Energy Action Hub: A web-based portal that 
enables various stakeholders to collectively accelerate 
progress on climate and energy.
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Agenda Global Compact Inside

VIsItInG the GlobAl 
CompACt offICe
When I went to New York in March 2009, it was during the peak of the 
banking crisis and the self-doubts of the investment sector. There was 
a prevailing certainty that one economic era had come to an end, but 
ambiguity as to how the new era would look. Some of these elements are 
being intensively discussed and developed at the Global Compact Office: 
It is about lasting nature, transparency, responsible merchants, and the 
respectful handling of our planet.
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Pressure on infrastructure and natural resources is already 
immense, and growing: Demand for water will increase by 
40 percent from 2010 to 2030. Demand for energy will in-
crease by 22.5 percent from 2010 to 2025. Demand for food 
will increase by 50 percent between 2010 and 2030. At the 
same time, if we are to preserve our natural resources and 
standards of living, greenhouse gas emissions must be reduced 
by 80 percent by mid-century. This presents a challenge for 
our government and business leaders; they must meet these 
social and environmental challenges while ensuring economic 
stability as well as expanding prosperity. 

This is not an insurmountable task but it will take a new, 
bold, daring vision for how we do business, heat our homes, 
build infrastructure, and structure our economies. This is the 
vision of a low-carbon, high-opportunity Clean Revolution: 
a swift, massive scale-up of clean energy and infrastructure, 
and of smart technologies and design. This will improve the 
effi ciency and use of our natural resources while creating jobs 
and boosting economic growth.

The Clean Revolution is not just a vision of an ideal future. 
It is happening now, in cities, regions, states, and countries 
around the world as well in companies of all sizes. The Clean 
Revolution is already creating millions of new jobs: In the 
United States, a report by the Bureau of Labor Statistics found 
that there were about 3.4 million green energy jobs in 2011: an 
increase of 4.9 percent from the previous year. When compared 
with the data for alternative areas of the economy, this fi gure 
is impressive; all other jobs increased by only 1.2 percent. This 
is supported by 2012 data from The Solar Foundation, which 
reported that California has more solar workers than actors; 

more Texans work in solar than ranching; and the US solar 
industry has more workers than the coal mining industry.

The outlook for the renewable energy sector looks bright – 
investment in clean-energy capacity is expected to triple be-
tween now and 2030, according to analysts from Bloomberg 
New Energy Finance. Research by Google in 2011 found that 
breakthroughs in clean-tech innovation could generate an 
extra $ 155 - 244 billion in GDP per year in the United States 
from 2030 if the right investments are made now. 

It is not only the United States that is reaping the benefi ts of 
the Clean Revolution – the Indian Prime Minister, Manmohan 
Singh, has announced plans to double India’s renewable-energy 
capacity by 2017 and introduce clean-energy subsidies. South 
Korea’s business community invested $ 12.7 billion between 
2008 and 2010 as part of the nation’s green-growth program, 

AgendaAgenda Climate Change

By 2050, our planet will be home to 9 billion people. The 
world’s middle class will reach 4 billion; by 2020, 50 percent 
of China’s population will be middle class. The world has 
also become increasingly urban: In 1800, only 2 percent of 
the world’s population was urban. Today, half of the world’s 
people are living in towns and cities, with 180,000 people 
added to the urban population each day. 

By Mark Kenber

THE CASE FOR A 
CLEAN REVOLUTION

Cities are key contributors to climate change, as activities there 
are the main source of greenhouse gas emissions. If efforts to 
address climate change are to be successful, they must integrate 
urban requirements and environmental management capacities.
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Today’s discussions on philanthropy abound with new terms: 
“venture philanthropy,” “impact investing,” “entrepreneurial 
philanthropists,” “social venture capital.” This suggests there is 
a new generation of philanthropists who are using successful 
business models in order to address global challenges such 
as poverty, education, and health. They belong to the family 
of strategic philanthropists and are celebrated by the media 
for their hands-on approaches to philanthropy that focus on 
achieving outcomes and a willingness to take risks and embrace 
innovation. As philanthropic concepts evolve, it is difficult to 
draw the line between these new types of philanthropists. In 
many cases the terms are used interchangeably.

Strategic philanthropists take a more businesslike approach 
and look for targeted and lasting impacts. They recognize 
that they need to apply innovative approaches to sustainable 
development, focus on entrepreneurial talent, and stress 
transparency, accountability, and long-lasting outcomes. They 
understand that local ownership is important to ensure that 
actual needs are being met and results are sustainable. Whereas 
traditional philanthropy often focuses on the inputs, this 
strategic approach focuses on results. In many cases, it builds 
on the entrepreneurial tradition of creating value and the 
understanding that a business approach focused on “returns” 
on investments (albeit financial, environmental, or social) is 
what is needed for lasting social change.

The rise of local philanthropists in emerging economies

Traditionally, the United States has dominated international 
philanthropy, with the country’s donations totaling $290.89 
billion in 2010. Philanthropy is a large part of the US culture 
and American citizens are encouraged to get involved at an 
early age. The picture in Europe is different compared to the 
United States. With roots that go back to medieval times, 
philanthropy is considered a private matter and a form of 
patronage or charity. Philanthropists do not want to be made 
public. Nowadays the European Philanthropy landscape is quite 
scattered, ranging from pure charity to social entrepreneurs. 
While facts and figures on European philanthropy are difficult 
to acquire, accumulated spending of EU-based foundations 
was assumed to total up to €51 billion. 

But, as major emerging markets grow, the number of local 
philanthropists in these countries is growing as well. Equally, 
the environment for philanthropy in these countries is ma-
turing and governments are increasingly acknowledging the 
value of harnessing the expertise of wealthy entrepreneurs. 
Some examples of regional potential are highlighted below.

In China, where rapid development has been accompanied 
by growing social and environmental concerns, the govern-
ment increasingly sees the potential for philanthropy to 

By Punleuk Kam and Julia Yue

Agenda

We are witnessing an exciting global movement whereby philanthropists from both 
developed and emerging economies are using targeted and innovative approaches to 
address sustainable development. Today, strategic philanthropists are responsible for 
stimulating entrepreneurship and small business development in developing countries. 
These philanthropists are increasingly recognizing the importance of adopting a more 
business-like approach to philanthropy to maximize social and environmental returns of 
their philanthropic investments. Measuring impact is also a crucial component of successful 
philanthropy and has become more prominent globally. Evaluation helps to focus on results, 
ensures effective allocation of resources, and upholds accountability.

A GLOBAL SHIFT TOWARD 
STRATEGIC PHILANTHROPY

Strategic Philanthropy
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What is the objective of the Global Compact International 
Yearbook?

The Global Compact International Yearbook is a product of macondo 
Media Group in support of the UN Global Compact and the advance-
ment of corporate sustainability globally. The aim of the yearbook 
is to create a global overview of the achievements of the UN Global 
Compact. As an independent publication, it offers proactive and 
in-depth information on key sustainability issues to stakeholders, 
and promotes unique and comprehensive knowledge exchange and 
learning in the spirit of the Global Compact principles. The publica-
tion helps to advance transparency, promotes the sharing of good 
practices and gives a strong voice to the regional and global actors 
that are at the heart of the initiative.

Who can participate?

All regular participants of the UN Global Compact with an active 
reporting status may apply for participation in the yearbook. This 
requirement is a vital step for quality assurance and integrity of 
the yearbook.

Is the yearbook published by the UN Global Compact?

No. As an independent publication, the yearbook is published by 
macondo Media Group in cooperation with the Global Compact 
Office in New York. The yearbook is a grassroots publication devel-
oped by participants for participants. It is based on the individual 
engagement of participants like your company, macondo and many 
others around the world. 

Is my sponsorship a contribution to the Foundation of the
Global Compact?

While the yearbook is developed in cooperation with the Global 
Compact Office, sponsorship by companies does not constitute a 
contribution to the Foundation for the Global Compact. Financial 
contributions are not collected on behalf of the Global Compact 
Office. Rather, they are exclusively used to fund the development of 
the Global Compact International Yearbook by macondo Media Group.

Who is going to read the book?

Our experience from previous editions is that many politicians, 
journalists, analysts and investors, as well as representatives from 
NGOs and academics, read this book. The “Global Compact Interna-
tional Yearbook” is published in English to target a global audience, 
including Global Compact participants, relevant stakeholders and 
academics. The books are published in a limited edition – thus making 
them of enduring value.

When do we have to pay our sponsorship?

Payment is accepted in advance, but you have to pay when the book 
is published. Invoices will be sent in February of each year. The terms 
of payment are up to 60 days after receipt of invoice due net. In 
Germany add VAT. We draw your attention to the fact that VAT tax 
obligations are passed to the recipient of the invoice.

FAQ
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Participants and other stakeholders can support the edition in four 
ways: Silver, Gold, Platinum and Global Logistics partnerships. Apply 
early to avoid missing out on this opportunity! 

Silver Partners contribute a two-page example for the key  
section “Good Practice”. They are named in the directory and receive 
30 free copies. 
Cost: Euro 3,000 each

Gold Partnership includes the logo of your company on the front 
inside cover. Gold Partners contribute an in-depth report on their 
Global Compact-related activities with a four-page good-practice 
example. You receive 100 free copies. As a Gold Partner, your 
company will be highlighted in all media events related to this book. 
Cost: Euro 10,000 each

Platinum Partnership is the solution for strongly committed 
partners: the logo of your organisation will be displayed on the front 
cover. In addition, you can contribute a greeting at the beginning and 
a four-page example for the important “Good Practice” section. Each 
Platinum Partner receives 500 free copies and will be highlighted 
in all media events related to this book. 
Restriction: Platinum partnership is only available for governments, 
foundations and other non-commercial participants of the UN Global 
Compact.  Cost: Euro 25,000

Global Logistics Partners are responsible for shipping the 
yearbooks to partners and the international book trade. You can 
contribute a four-page example for the important “Good Practice” 
section. Your company‘s logo will be displayed on the back cover, 
and you will receive 100 free copies. 
Costs: Shipping costs for all material related to the Global Compact 
International Yearbook worth Euro 20,000.

Financing Model

Note concerning the use of funds: 
Sponsorship of the yearbook  

by companies does not consti-

tute a contribution to the Foun-

dation for the Global Compact. 

Financial contributions are 

not collected on behalf of the 

Global Compact Office. Rather, 

they are exclusively used to 

fund the development of the 

Global Compact International 

Yearbook by macondo Media 

Group. All income is used to 

cover production and personnel 

costs only.
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Silver
Partner

Two-page good-practice example
Naming on front inside cover
30 free copies (worth Euro 750)

Cost: Euro 3,000

Gold
Partner

Logo on front inside cover
Four-page good-practice example
100 free copies (worth Euro 2,500)
Naming on the website
Naming on all press releases

Cost: Euro 10,000

Platinum
Partner

Exclusive Logo on front cover
Exclusive preface (two pages)
Four-page good-practice example
500 free copies (worth Euro 12,500)
Exclusive naming on the website
Exclusive naming on all press releases

Limitation: Platinum partnership is only 
available for governments, foundations 
and other non-commercial participants of 
the UN Global Compact.

Cost: Euro 25,000

Global Logistics
Partner

Logo on back cover
Four-page good-practice example
100 free copies (worth Euro 12,500)
Naming on the website 

Cost: Shipping costs for all material 
related to the Global Compact 
International Yearbook worth
Euro 20,000.
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October	 Start of global presentation and acquisition of partners

December	 Closing preliminary participation

January	 Approval process and formal invitation to participants

March	 Deadline for your article

April - June	 Production phase

Mid-summer	 Official book release
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