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Abstract

The discussion about corporate obligations towlaedviarious stakeholders began in the post-
industrial era and developed to culminate in treaton of rules, regulations, programs and
projects focusing on the dissemination and promotibwhat we know today as Corporate

Social Responsibility (CSR). In this context, dgtigy this new demand and adopting social

policies emerge as a determining factor in definbmganizational strategies. Nevertheless,
some questions are raised when we examine thecsubjech as: To what extent should

organizations intervene in society? Is the decisamthe organizations to adopt a socially

responsible attitude really linked to promotingiabevell being, or is it only a commercial

strategy? How does social marketing relate to CRepts?

The study herein, based on the concept and unddistpof CSR theories, stakeholders and
social marketing, has sought to find evidence & thlationship, in the light of the Global
Compact. This Compact was a project of the Unitatddxis (UN) in January 1999, by former
UN Secretary General Kofi Annan, and consists ofpenciples referring to universal human
rights, labor rights, environmental responsibiétyd anti-corruption.

It was decided to use the multi-case study mettoayol considering the possibility of
explaining the reasons why the decisions were takew they were implemented and what
was the outcome. Interviews, supported by previopstpared scripts, were held with CSR
managers, employees from other areas of the omg#ms, and specialists on the subject.
Complementary research studies were made in vasousces, such as the website of
companies under analysis, their sustainability msp@and the Global Compact websites in
Brazil and the UN.

The results obtained show that the organizations arked increasingly with CSR projects,
but the efforts have not been focused. Special iorem$ given to the programs that create
major impact on the company’s image and reputasoch as projects competing for prizes
and patrticipating in the formation of rankings ociglly responsible organizations. From the
view of Carroll's Pyramid (2003) for CSR, it is fod that the projects are predominantly

focusing on ethical and philanthropic issues.



Social marketing emerges from this context as aaldé tool for promoting the image and

reputation of the organizations and to seek toteraaocially responsible identity.

When the information obtained from the interviewadployees was cross checked with the
data collected from website research and compgmyrt® an inconsistency could be found
between the interview discourses and reported ipeact The driving power of the Global
Compact, action based on learning, dialogue anthgahip, is not to be found.

This factor contributes to the statement that $aoarketing tools are used to build an ethical
and socially responsible image, in detriment te@f’e action by the organizations to meet
the social requirements of their stakeholders. Ntterefore, that the projects still mostly

relate to promoting a socially responsible imagkeathan sustainable development as such.

Lastly, it is worth mentioning that undertaking tteidy from the Global Compact viewpoint
— a useful CSR tool, distinguished by its self-tagan and involvement in an international
political organization (UN) — allowed the mattertie developed consistently, based on the
above conclusions, in addition to being able tovigl® suggestions for new studies on the

subject.

Key-words: Global Compact, corporate social respmlity, stakeholder theory, social
marketing

1. Introduction

In recent years the social responsibility of orgations has been a widely discussed topic,
with emphasis on the argument about which rolesctimpanies must play toward society
and in order to satisfy the interests of their pars$ in increasing wealth and maximizing
profit.

The emergence of a leaning toward creating fursioeral harmony, the result of developed
post-industrial thought, brings with it the premseequal results and emphasis on quality
instead of quantity. This line of thought had itstf great moment with the American and
European populations’ movement against the Viethear in the 1960s, with a view to

boycott organizations connected to the dispute wihelemanded that companies create a
different ethical attitude, which culminated in thanual preparation and dissemination of
reports with ethical and social information. At tlsame time, the development of the
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globalized system in a fast ongoing process ofvation and renovation, the growing need
for productivity gains and the ceaseless searchcfonpetitiveness caused companies to

invest heavily in management processes that cantijeam a competitive edge.

In this context, society’s requirement with regémdadopting a socially responsible attitude
can be conducted by organizations as a great apptyrto develop strategies that fulfill the
new demand of society, but which also potentiatizeir profitability and strengthen their
image and reputation. The State itself has faieditits job as generator of social well-being,
and the growing concern with environmental, ethaadl social questions has conveyed to

companies a new responsibility toward society.

Many programs, projects, regulations and systems hamerged as support tools for
organizing and controlling actions of social resgbility of organizations, but have also
furthered another market of images, prizes and @svar detriment to effectively improving

society’s well-being.

From a new viewpoint, in 1999 Kofi Annan, then tBecretary General of the United
Nations, launched a new ideal based on voluntegiatime, common learning, global
dissemination of good practices and building a-se#ftainable network of companies, non-
governmental organizations, state and individuads tvere able to improve living conditions
by the will of those involved. The Global Compa@Q) therefore arises as yet another tool of
social responsibility, but having self-regulatiomdasupport of a worldwide respected

institution as main differentials.

Why then would companies make a commitment in spisere? What is the guarantee that
organizations would be ready to conduct voluntesnjests committed to earn expected
results, even with self-regulation? The purposéhc article is to understand the theories of
Corporate Social Responsibility, Stakeholders amcig® Marketing, to find evidence that the
objectives proposed by the GC are being achievétl, amswers to the following questions:
what are the consequences of signing the GC fanizgtions in actions of social marketing
and corporate social responsibility? How does timagany make its decisions when adopting
a socially responsible posture? To what extertitesdevelopment of social programs linked to
organizational strategies? How have organizatioeganded the relationship between

corporate social responsibility and social marlgiiow does the process of communicating



corporate social responsibility to the various stakders develop? How have the objectives

proposed by the GC been conducted within the orgéions?

The article is structured as follows: this sectintroduced the topic and objectives of the
study. The next presents the GC and theories gidZate Social Responsibility, Stakeholders
and Social Marketing. The next discusses the resaaethod, followed by the results. The

article ends by discussing the main conclusionssaiggestions for future research.

2. Global Compact (GC)

In his speech in January 1999 at the World Econdtaram in Davos, the then UN Secretary
General, Kofi Annan, called the world market leadr participate in a new project focusing
on contributing and disseminating the benefits obrlds economic development by
volunteering corporate policies and actions (WILMS, 2004, p.755). The project called
attention to adopting new values and principlethaareas of human rights, labor rights and
environmental practices. The UN understood thatlendorporate citizenship was emerging
as a world business trend, there was no interralt&tnucture to help companies develop and
promote global management based on values. Witledhsolidation of the Global Compact
(GO) in internationally accepted principles, thetiggpants could feel safe that their actions
would be guided by universally sustained and eratbkslues (United Nations, 2007). The
GC was then launched officially on July 26, 2000. dne 24, 2004, the tenth principle was

included relating to anti-corruption measures.

As stated by Cetindamar and Husoy (2007) the minbivao create the GC was basically

ethical.

It is evident that the GC is solidly based on ethialues and that it is not easily
related to all the arguments raised in ethical leso emphasizing the stakeholders,
concentrating on universal rights, concerned witstanable development in order

to achieve the common goo@ ETINDAMAR & HUSOY, 2007, p. 167)

Kell (2005, p. 71) says that the emergence of thieghobalization movement before the 1999
meeting of the World Trade Organization (WTO) ane Asian Financial Crisis at the end of
the 1990s provided the backcloth for idealizing @@. These leading factors of the project
were also complemented by the need to create sereewf cooperation between the UM and
the corporate community, especially the multinalepovercoming a recent past of mutual

mistrust. The UN proposal to create a Compact basedmutual commitment, world
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cooperation and learning on a voluntary and noresitive basis encouraged immediate

involvement and fast growth of the project (KELIOO®, p. 70).

In Brazil the process of developing the projectadrem the first half of 2000, when the Ethos
Institute for Business and Social Responsibilitp@dd a process of engaging Brazilian
companies in the compact. At that time 206 Brazitampanies responded to the invitation
and became signatories of the Compact. In Dece@Q8, the Brazilian GC Committee was
created (CBPG), including institutions representiing spectrum of GC participants: private

sector, organized civil society, the academic warld United Nations (UN, 2007).

In Brazil, the GC consists of two main jurisdictson
= GC network: a broader platform consisting of all @ticipants in the country;
= Brazilian GC Committee: a smaller group, represgntirganizations and businesses,
which guides, facilitates and encourages the sigiest and other stakeholders to
become part of the Compact and undertake prograla®d to the ten principles.

UN defines the GC not as a set of regulations deaf conduct for businesses, but as a basis
for forums and dialogue in which mutual learningoam businesses is furthered by examples
of good practices (CETINDAMAR; HUSQY, 2007). The @&Cunable to solve every flaw in
global capitalism but can contribute significartibycreating a structure of shared values and
mobilizing the skills and resources of the privegetor (KELL; LEVIN, 2003). It was created
to act as a benchmark and dialogue to encourageptaestices and seek convergence around
business practices with universally shared valaesl, not appointed as a code of conduct
(RUGGIE, 2002).

The learning concepts, dialogue and partnershipgi®©defended by the UM were accepted
provided that the actual value could be added & dheady saturated field of volunteer
enterprises. The world trade unions were of theesapinion that the Compact could add
value by furthering social dialogue at a worldwitkvel, complementing the efforts to

establish effective national legislations (KELL,0).

Williams (2004) points out questions and discussiofvarious authors that regard the GC as
one more code without follow-up/account renderiige major criticism comes from non-

governmental organizations (NGOs) that do not lkelighat globalization will bring



development to poor countries authentically andepahdently, even if businesses that have

an impact on these countries are signatories oGthe

According to Ruggie (2002), the major criticism mga the GC by anti-globalization
organizations is that the GC is not, namely, a leggg and monitoring model or code of
conduct with a performance criterion. But, unlike usual tools used, the GC has adopted the
approach by leaning to induce corporate changenstgaaditional regulation. The adoption
this kind of practice is justified basically by teneral Assembly’s difficulty in adopting a
single code that attends different organizationdiiferent countries, because of the financial
and logistics costs involved in global regulatongl anonitoring processes and because of the
likely non-acceptance by the business world of ailidosed code of conduct (RUGGIE,
2002).

3. The limits of corporate social performance andre Stakeholder Theory
Many discussions have been raised in recent decadpsding the limits of the role of

businesses in the sphere of their socially resptssbligations.

Starting with Friedman’s viewpoint in 1962 abou¢ thareholder’'s primacy, which

is only emphasized by the company’s responsibildywards its partners, and

moving toward the stakeholder’s viewpoint, whichaidroader concept addressing
the company’s obligations toward all stakeholdersd anot just the owners

(MUNILLA; MILES, 2005, p. 371)

The stakeholder theory, which emerged in the 19B0¢#he outcome of the discussion on
corporate social responsibility (MADARIAGA; VALOR2007). A stakeholder is defined as
any group or individual that can impact or is imjgalc by the achievement of an
organization’s objectives (FREEMAN, 1984).

In the view of Donaldson and Preston (1995), tla&edtolder theory is justified explicitly or
implicitly in literature so that they correspondretitly to three approaches: descriptive,
instrumental and regulatory. Descriptive, in thiempt to show that concepts imbued in the
theory correspond to observed reality. Instrumenitat seeks to prove the connection
between the participants and corporate performaragagement. Regulatory that is based on
underlying concepts such as individual or colletilghts, social contract or utilitarianism.

The stakeholder theory suggests that survival amghnizational success are related to
exceeding its economic (e.g. maximizing profitsyl aron-economic (e.g. corporate social
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performance) objectives, which must meet the ne¢dlse company’s different stakeholders
(Pirsch et al., 2007).

It is, however, worth mentioning that difficulty iskng in relation to measuring such non-

economic objectives, such as corporate social padnoce.

Managers are trained in production process managenmarketing, finance,
accounting, human resources. Administrators unaledst the meaning of
responsibility in the context of these functionasaiplines and understand the
meaning of responsibility from the results of thed@cisions (CLARKSON, 1995, p.
98).

A distinction must be made between questions absi@kieholders and questions about social
problems, since businesses and their administrateege relations with their partners and not
with society. Analyses are also necessary at tdevidual, institutional or organizational
level. The it is possible to analyze and assessmpany’s social performance and the
performance of its administrators in managing @sponsibilities and relationships with its
stakeholders (CLARKSON, 1995, p. 100).

Phillips, Freeman and Wicks (2003, p. 480 and 4fflieve that the stakeholder theory is a
theory of ethical and organizations managemens tifferent, because it explicitly adopts
customs and values as a central element of thengstration of organizations.

Preston and Sapienza (1990) say that a few sugviisciples of Milton Friedman continue
to defend the theory that there are corporatiorlly fm benefit of their shareholders,
neglecting the management view toward the othexslved, or stakeholder groups. However,
Preston and Sapienza (1990) discuss the difficalgchieving balance between the interests
of all those involved, arguing that identifying lstholders, quantity and diversity, has a

significant impact on the concepts and mechanidrbalance to be adopted.

From the Ethos Institute (ETHOS, 2004) viewpoirtgkeholdersare found in the different
layers characterized by the nature of the ways hichvthey validate the interests of each.
Market stakeholder relations are governed mostlgdigpetition; social stakeholder relations,
by cooperation. Hence the relationship with corpsmacial responsibility.



4. Corporate Social Responsibility (CSR)
Discussions about Corporate Social Responsibii$R) have become increasingly common
in today’'s world, in which concerns for social we#ing and the environment emerge as

fundamental factors for human survival.

The concept of limited corporate responsibility &ego change when, in the 1960s, justified
by the American and European populations’ protgsirst the Vietham War, a movement
began to boycott some companies involved in the. wdr that time, a concern and,
consequently, demand by society for a new ethioglarate attitude emerged to culminate in
the annual drafting and publication of reports watbcial and ethical information, which
developed into what is called a social report today

According to Prout (1975, p. 19),

post-industrial thinking suggests a more commoredfion, with emphasis on

creating further social harmony, self-update aseesgnal search, a proportional
neglect for personal fortune, and a more bureaigcaaproach to work. At the basis
of this new order is the premise of equal resutid emphasis on quality instead of
quantity.

In 1960, Keith Davis suggested that social respmlityi for entrepreneurs refers to decisions
and actions taken for reasons, at least in patsjdrithe direct economic or technical interests
of the company (CARROLL, 1991, p. 3@round that same time, Eells and Walton (1961)
argued that corporate social responsibility reterproblems that arise when the corporate
enterprise casts its shadow over the social saam,to the ethical principles that should
govern the relations between corporation and spciet

Social responsibility alone cannot carry the burdéthe many challenges of globalization.
But the corporate sector can progress in its owand-collective — cause, embracing universal
values and concerns in its own corporate spherd, vegaving them into global market
relations (RUGGIE, 2002). The stakeholder theory activities of corporate social
responsibility have been linked by demonstratingt tthe relationship between social
discovery and economic-social performance consitthree dimensions: the power of the
stakeholders, the business’s strategic stanceth@ndompany’s economic performance, both
past and present (PIRSCH et al., 2007, p. 127).



In order for corporate social responsibility to decepted by the corporate consciousness, it
must be framed so that actions in all areas oforesipility are included and suggests that four
types of social responsibilities comprise totalpowate social responsibility: economic, legal,
ethical and philanthropic (CARROLL, 1991, p. 403, shown in FIGURE 1. Carroll (1991)
comments that all these types of responsibilityehalways existed to a certain extent, but

only in recent years have ethics and philanthrdayqal a major role.

PHILANTHROPIC
RESPONSIBILITIES

To be a good corporate citizen.
To contribute with resources for the
ommunity; to improve the quality of life

ETHICAL
RESPONSIBILITIES

To be ethical.
Obligation to only do what is right
and fair. Prevent damages.

LEGAL
RESPONSIBILITIES

To obey the law.
law is codification of what is right and wrong in society.
To play according to the rules of the game.

ECONOMIC

RESPONSIBILITIES

To be profitable.
The foundation on which all others are supported.

FIGURE 1: Pyramid of Corporate Social Responsipilit
Source:CARROL, 1991, p. 42

In FIGURE 1, the base is economic performance whilehe same time expects from
businesses to obey the law, because the law soitial code of acceptable and unacceptable
behavior. Next, the organization is responsiblelfeing ethical, which in its statutes is the
obligation to do only what is right and fair, inder to prevent or minimize stakeholder losses.
Lastly, good corporate citizen behavior is expedteth businesses, where it is expected that
they contribute with financial and human resourttesmprove the quality of life of their

community (which may be the global community).

5. Social Marketing: concepts and relation with Coporate Social Responsibility
The first view of the concept presents marketingh&sprocess in which a society in which

the structure of procurement of economic goods sardices is advanced or extended and
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satisfied by the concept, promotion, exchange amgipal distribution of such goods and
services. Marketing does not occur unless theréwaveor more parties, each with something
to exchange, and both are able to make communmsatand distribution (KOTLER;
ZALTMAN, 1971).

However, this concept has been evolving over tha&rsy@and a new marketing logic is
emerging: to understand economic and social presesscluding a network of relationships
to provide every stakeholder with skills and knoawh(VARGO; LUSCH, 2004). This new
logic lies in the new definition of marketing (Anman Marketing Association, 2007):
marketing is an organizational function and a deprocesses to create, communicate and
supply value to clients and to manage client retetiin order to benefit the organization and
its stakeholders. This definition emphasizes thegartance of providing marketing value and
responsibility in being able to create significagiitionships that offer benefits to all relevant
stakeholders and not just to the client (MAIGNARY al., 2005).

During the 1960s, marketing scholars wrote andarebed on topics that today would be
considered social marketing. But the first formafficition was that social marketing is
considered to be the design, implementation andr@oof programs calculated to influence
the acceptability of social ideas, and involvessideration of planning the product, price,
communication, distribution and marketing reseai€®@TLER; ZALTMAN, 1971, p. 05).
Social marketing is addressed as an activity thet be practiced both by profit organizations
and by public and non-profit organizations (BLOONDVELLI, 1981).

According to Andreasen (1994), social marketinthes adaptation of marketing technologies
and programs conceived to influence the voluntatyalwior of the public-target to improve its
personal well-being and within the society to whitbhelongs. It is not a theory nor a single

set of techniques but a process for developingrprog of social change.

The American Marketing Association (2007) definesial marketing as marketing designed
to influence the behavior of a public-target, inieththe benefits of behavior are for the
company, first and foremost, for the same publisaciety in general, and not for its own
benefit. Social marketing addresses a market oéfsehnd values, while business marketing

often addresses preferences and superficial ograod complement by showing that social
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marketing is a much better idea than social adiegi or even social communication
(KOTLER; ZALTMAN, 1971, p. 05).

In the opinion of Maignan, Ferrel and Ferrel (2Q0&)rporate identity and reputation, both
important for marketing, are created by businessom® and communication with its

stakeholders. This reputation is defined by Fomb(amnd BRAMMER & PAVELIN, 2006)

as a perceptive representation of the company’s gi®ns and prospects of future actions
that describe the global behavior of the businegh wegard to its main constituents,

compared with major competitors.

Brammer and Pavelin (2006, p. 437) point out thetent business reputation is determined
by the signs that the publics received with regardts behavior, whether directly by the
business or through other information channelsh ssscmedia or the stock market. Therefore,
corporate social responsibility actions become raportant resource for maintaining the
company’s reputation, as Brammer and Pavelin (2p0836) describe: demonstrating a high
degree of social responsibility may, thereforeunexja varied range of activities (including
engagement in philanthropic work, mitigating enwumtental impacts, and introducing
practices that strengthen the employees), each lnEthwmay have an impact on the

individually perceived reputation.

The are ever increasing requirements for furthesifass transparency between stakeholders
of businesses (clients, employees, shareholdem) pablic opinion leaders (politicians,
journalists, non-governmental organizations) (O@RZ2001). The GC may, therefore, be a
motivating force for the signatory company to beren@sponsible and transparent towards its
stakeholders, although it may also mean a betfartaéon for the company. The research

method is presented as follows.

6. Method

The research herein addresses a multiple-case, sindywas developed by analyzing three
companies in the electricity sector (here calledBAand C, the companies A and C being
signatories of the GC since 2004, and company Bes2003), in order to understand the
behavior of the organizations with regard to conseges arising from signing the GC in

their social market and corporate social respolitilictions.

12



The data collection stage was based on the ussnufstructured interview scripts, surveys in
home pages and reports of the companies under. $tudly organizations were selected to be
surveyed, considering the possibility of compariihg behavior of organizations with strong
initiative in corporate social responsibility maeagent. The second stage involved preparing
interview scripts for gathering information frometadministrators of the social responsibility
area, employees in other areas of the organizatdrspecialists in the sector. The interviews
were conducts personally and by phone, lastingzarage of thirty minutes.

Parallel to the interviews, information was gatlefeom the web in order to compare the
discourse of the employees with what was dissemihah the company site, and on the UN
GC site. The sustainability reports were analyzadl @rporate social responsibility projects

practiced by the companies in the study.

7. Results

The purpose of this item of the work is to analyze data obtained from interviews and
researching the sites and company reports, in dodebtain some prominent characteristics
in the behavior of the companies under study, dsasdactors belonging to each of the three
organizations with regard to the first objectiveattmotivated the organization to sign the
GC, its involvement in the program and its reswdtg] in other corporate social responsibility
projects compared to the concepts of corporateakoesponsibility, marketing social and

stakeholder theory.

As mentioned in the theoretical reference, rigbirrthe start of discussing the concept of
social responsibility, the direct economic and tecal interests of the companies should not
be included as social actions. However, for corgosacial responsibility to be accepted by

the entrepreneurs, it should be involved with ayeaof business responsibilities.

In conformity to this direction, the decision toogd social responsibility projects — focusing
on the GC in this study — would be assessed bypi@nization’s administration with regard
to the proposed objectives, necessary resourcegpasglble benefits, all within a global

scope.
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From the research it was noticeable that the dbgimotivating the organizations to sign
the GC were different from each other and partiyflocting with the real bases of corporate
social responsibility. In company A, motivation carfrom the Institutional Relations and
Corporate Communication Director because the seexacutive had been involved in
discussions about corporate social responsibihty principally because he had participated
in the launching event of the GC for the Brazilibusiness sector. The opinion of the
interviewed employees justified the work in progestuch as the GC due to the need to
maintain the image of a former state-owned complaaty they said, had a stronger social role
because of its public company characteristic. Imgany B, on the other hand, no major
factor was commented that would encourage partioipan the GC, since the initiative
would, in the view of the CSR area, be just oneerairthe many programs already adopted
and would not require great efforts other than wivatre already practiced within the
organization. For the employees from other ardas kind of behavior would be important in
creating a social image toward the communitiestlyasompany C was clear in its intention
to use the creation of social programs — the GOresof them — and of a specific area to
address the matter, in order to recover the org#pizZs image after a troublesome period

caused by its indebtedness to a financial instituti

It is noticeable, when assessing the discoursestdbe motives for signing the GC, that in
none of the organizations under study was any 6hkhe initiative described with the
fundamentals of corporate social responsibilitysdsh on the creation of an attitude to
encourage social well-being, use of tools and nessuthat would enable them to improve the
living and working conditions of the employees aminmunities in which they worked. On
the contrary, in the three organizations the meativeere maintaining or recovering the
company image before their various stakeholdetbgeby means of the resources already
used within the organization or by creating a dpearea to address the matter with focus on

image.

Moreover, the principles defended by the GC fotherring corporate social responsibility
through learning, dialogue and partnership in eballoscope, with possible exchange of
experiences by networking created at the ordehefUnited Nations throughout the world,
was not mentioned at any moment at all during therviews or in the research on the sites

and company reports.
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An important concept that must be considered is Hnalysis refers to social marketing,
which is based on the company’s developing progranasprojects with a view to influence
the behavior of a specific public or society in gt in order to accept social ideas. The
creation of a socially responsible image, which loinvolve adopting environmental
policies, non-discrimination, incentives for ethiaad transparent behavior, and the supply of
goods or services in this context, would, with tredp of marketing tools, cause society to
change its behavior.

However, it is noticeable in the discourse of thelviewed employees that developing social
programs within the companies where they work caudged help change the behavior of the
employees and even of the dwellers in the localmamities, but that the basis for creating
this socially correct attitude would lie in the cemn with forming and consolidating their
own socially responsible image. The interest in @@ seems to lie in promoting the image
rather than the social well-being and change inietgs behavior, as social marketing

suggests.

The voluntary nature defended by Kofi Annan whesm @C was created would be base don
the review of the attitude or organizations witlyael to their social role as an agent of
change. From the global communication of the samtibns and programs, different in each
company, country, region and sector, networking ld/dae able to set up a database of
different experiences that, shaped to the chaiatitsrof each company, would permit the re-
use of the projects adapted to their reality. Vtdensm alone would now be an example of
an attitude to be followed.

Nevertheless, the study shows that volunteerisnthefprogram, regulatory and moderate
non-standardization of the procedures and the oppity for global dissemination of

participation in a project related to a reputabistitution such as the UN, were basics for
decided to include the GC in the group of corposateial responsibility projects undertaken

by the companies.

In company A, it is found that 63% of the sociabgmams developed can be classified as
economic or legal responsibilities (CARROLL, 199M);other words, the actions taken are
predominantly those necessary for the company shteaance, irrespective of the social

nature. It is necessary to comply with the legaleoonomic premises necessary for the
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maintenance and feasibility of the business agtivself. On the other hand, in company B,
the predominant efforts concerning ethical and guitiiropic responsibilities (CARROLL,

1991), in which 75% of the programs could be linke@ne of the two groups, show it to be
more involved with the social nature of the progsaas well as complying with the legal and
economic requirements for running the businessompany C, 79% of its social actions and
programs refer to ethical and philanthropic respmlitses, reinforcing the scenario in

company B, where economic and legal premises w&eady adopted, and have also

developed programs to achieve further commitmengttical and philanthropic questions.

Another key point to be examined concerns the mabtor change presented by the GC.
This seeks to provide a structure that encouragesvation and creative troubleshooting and
good practices, in the belief that the combinatietween volunteer projects and regulatory
systems give a major incentive to the widespreadptah of responsible corporate

citizenship.

In the view of the interviewed employees, whethrent the corporate social responsibility
area or other areas in the organizations underysthdre is no clear distinction about the
changes made by specific actions complying with @@. In company A, the employees
noticed changes in the organization’s attitude tdwsocial responsibility, but it was not
possible to confirm if they were the result of signthe GC or linked to the company’s own
development in the matter. The employees had onlgae idea of the actual knowledge of

what the GC was and its proposals, hindering tssessment even further.

The view of the employees interviewed in companypBncipally those who work in the
corporate social responsibility area, was thatetlvems no change in the company’s operating
policy after signing the GC, since the actions nexlito comply with the GC principles
already existed in other programs and none wastedap it. It should also be stressed that no
interviewee from the other areas in the companicedtany alteration at all, since they were

completely unaware of the existence of the progrétimin the organization.
As in companies A and B, what could be seen in @y, in the opinion of the employees

interviewed, was that there is no sign of actidcetadirectly to reinforce the GC, although

there are a number of actions that do adopt the pdA@ciples. It was also said that
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participation in the GC would not require changet dnly sending a notice to the UN and

maintaining the programs already in existence woeldufficient for the GC principles.

There was no formal process of in-company commtinicavith regard to the GC principles
since some interviewed employees were unawareeafdmpact and those responsible for the
process did not have control over achieving itectdjes. In relation to the notice to the UN
and agencies involved with the GC, only companyr@ipled information about the ten GC
principles in its website and in its available sirstbility reports, as well as in the publication
of the COP (Communication on Progress) in the UNMsie. On the other hand, in the study
on company B, no COP publication was found or & ctigdy in the UN, nor were there any
links of indicators to the GC principles found hetsustainability reports. In company A, a
greater effort was noticeable in relation to the &idl publishing COP and case studies, but it
had no mention of the GC in its website, and this only company of the three under study

that is a member of the Brazilian GC Committee (GBP

Therefore, the findings show that also in relationlisseminating the principles and actions to
their various stakeholders and to their employ#ese is no standard behavior or effort made

to achieve the principles defended by the GC.

Lastly, the idea of the study herein is to evalduhaéeadoption of the GC principles, in addition

to the analysis on the behavior of the organizatwith regard to participation in the GC and

their behavior toward corporate social respongypHC. It was found that the adoption of the

principle on anti-corruption is stressed in allelircompanies studied, reinforcing the theory
that the GC was created based on the need to rgWdml ethical standards within

organizations, as discussed in the theoreticaterée of this work.

Whether by motivation of signing the GC or the abgerformance of the organization in
other projects and regulatory systems, it is natie that companies A, B and C are close to
each other in terms of commitment to adopting tkeg&nciples, with average ratings of 3.6,

3.5 and 3.5, respectively, within a subjectiveeritn ranging from 1 to 4.

8. Final Remarks
The discourses analyzed in the preceding sectiow sie lack of concern toward the specific

GC principles of the agents that take corporateaseesponsibility actions. The proposed
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self-regulation defended as a means for innovaéind joint learning through universally
accepted initiatives has proven to be a facilitatfactor for decisive non-investment in
controlling and making substantial changes in wethtions and with the community where
the companies under study operate. The focus oéffoets has been on regulatory programs
and systems and achieving GC principles as a caegeq of these actions, but without any

special concern.

The ongoing striving for innovation and change smga by the GC is based on the
understanding that the construction of a network refationships and the constant
dissemination of social actions and projects andthef GC principles to the various
stakeholders of the companies would create a nexjcnange of experiences that would help
create and adapt ideas to the realities of eaclpaoyy region, town or even work sector.
Dissemination of the experiences and principlegshef GC would be the main agent for
creating changes in society, focusing on improuimg social well-being, within universally
known and accepted ethical and environmental stdeda

When analyzing the business decision-making prosétssregard to the reason for signing
the GC, it was noticeable that there was no relabtb the decision with the objectives
proposed by the UN initiative. The reasons givenratated to the recovery and maintenance
of the corporate image, as well as the opportultitpdd to the organization’s strategy for

social responsibility a global initiative withoueéeding to make heavy investments.

Concerning the relation of developing social praggawith organizational strategies, it was
found that the company directors are always inviivethe decisions of social responsibility,
and constantly striving to improve the social perfance as a corporate strategy, whether for
social or image issues and a greater control ofakaedicators and goals was noticed,
emphasized by the interviewed employees. Howeysgically with regard to the GC, no
mention was made of control or follow-up of adogtits principles or objectives (ignoring

one of the main ideas of the GC).

The analysis of the relation between corporateasaesponsibility and social marketing
shows that the marketing tools as incentives fahange in social behavior of a specific
public or society in general have not been useds Télation concerns the use of social

initiatives and programs as a means to improve évayl create a benchmark on the matter,
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but without stressing the importance of the roletltd organizations in changing social

behavior of the communities where they operate.

Another factor studied refers to the support of itieal defended by the GC, in which
dialogue, exchange of experiences and ongoing comwmation of actions and principles
would permit the social evolution in quality ofdibf society and working relations. However,
findings show that there was no internal commurocatregarding the existence and
participation of the organization in the UN prograand the lack of concern about publishing
and following up case studies and CommunicatiofProgress (COP) in the database set up

by the UN to disseminate global experiences.

Based on the GC proposal, the organization shoeNeldp follow-up guidelines to adopt the
principles, lining their social actions and indmat to each principle, checking the
effectiveness of the actions in progress. In aamed with what was found, in the companies
under study no GC-specific system or form of mamig was to be found. Participation in
regulatory systems (such as the Ethos Institutg)ires control over their indicators and self-

regulation proposed by the GC causes them notidate the control of this program.

In general, the companies do not yet have a sygigmeasure the impacts that the signing of
the GC brought them. As a self-regulated progranvidéspread actions, companies have still
to focus on away to comply with the GC, since thgqzts already developed to attend other

social programs would already in themselves be gmoo maintain the UN initiative.

The organizations under study have focused thé&rtefon running social programs of an
ethical and philanthropic nature, without clearlfided criteria for achieving objectives to
improve the social well-being, but always havingege to building up a socially responsible
image. The GC appears as just another social projethe organizations, with no specific
control and included in the strategy for the oppaity to be connected to a global relations

network, improving the image and easy compliancediftregulation.

A suggestion for future studies is to considernaetianalysis of the changes in the factors
analyzed herein over a time span; and also, tortaldecomparative studies of businesses in
other sectors and of other nationalities, to idgrdnd understand evidence of achieving the

GC objectives in each situation.
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