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‘In the long run, all of us want more - for ourselves and for the next generation.
We may be constrained by need but, ultimately, we are driven by hope.

‘Wanting our lives to count for something more is what motivates us to go that extra mile
both inside and outside the workplace. And as the world of work assumes a more important place in
our lives, the workplace is, in fact, becoming our community....The workplace now, as never before,
is one of the key settings where building social capital is an explicit daily concern.

‘How can we create societies, institutions, organisations and groups based on trust?....It requires us
to challenge ourselves to think beyond things that can be easily measured and counted and be
reminded that just because something is intangible doesn’t mean that it isn't real or it isn't important!

Sharon Capeling-Alakija

from Foreword to Something to Believe In (Greenleaf, 2003)
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Foreword UN Volunteers

The United Nations has long recognized that the private
sector plays an important role in development. The efforts
of the Secretary-General to renew and reform the United
Nations have provided the overall rationale and a policy
framework for a broader engagement of the private sector
in international development assistance. However, efforts
to work with private businesses must be seen in the proper
institutional context. While the United Nations is a global
intergovernmental institution accountable to its member
states, it is now better understood that drawing on the
expertise and capacities of the private sector is necessary
to achieve UN goals. The UN Secretariat has encouraged
each UN organization to develop in-house capacities and
clear lines of responsibility to devise, implement and
evaluate cooperative arrangements with business.

Several UN Agencies have explored partnerships with
private companies in themes related to their respective
mandates. United Nations Volunteers (UNV) has done

the same, within our overall mandate for the promotion

of volunteerism, including the mobilization of volunteers.
Our initial contact with the private sector, followed by pilot
activities, has revealed that many companies realize that
businesses have a responsibility, not only to shareholders,
customers and employees, but also to society at large;
that business has a role to play, not only in contributing

to economic growth, but also to social and political stability.
Many businesses are becoming interested in supporting
development through volunteer initiatives rooted in a
sense of global solidarity. This has further motivated

UNV to work with private companies.

To better understand the interface between the private
sector and volunteerism, and to prepare the ground for
effective collaboration with the private sector, UNV developed
a research project ‘Enhancing Business-Community Relations)
implemented internationally in partnership with the New
Academy of Business, the United Nations Development
Programme, and local partners in seven countries: Brazil,
Ghana, India, Lebanon, Nigeria, Philippines and South
Africa. This project has generated a wealth of knowledge,
and this Global Report is its key publication.

UN Volunteers and New Academy of Business

Foreword UNV

The findings, conclusions and recommendations of the
Global Report constitute an important source of inspiration
and information to enable stakeholders to take appropriate
action. It is clear that there is a rich and promising future for
corporate volunteerism and partnerships between the
private sector and UN Volunteers.

Ad de Raad

Executive Coordinator a.i., United Nations Volunteers
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Foreword New Academy

The roots of the ‘Enhancing Business-Community
Relations’ project lie in an informal meeting that | had with
Sharon Capeling-Alakija in New York in September 1997.
Sharon and | were colleagues during our time with the
Canadian volunteer-sending NGO CUSO in West Africa in
the 1980s. We both had just learned that we had been
selected for new positions beginning in January 1998:
Sharon as Executive Coordinator of UN Volunteers (UNV)
and | as Senior Researcher with the New Academy of
Business. With enthusiasm for the new organisational
challenges facing us, we made a commitment to find ways
in which UNV and the New Academy might work together
to strengthen business participation in volunteerism and
development processes.

As we began to explore collaboration between UNV and
the New Academy in 1999, all of us who were involved in
the initial discussions agreed on the need to promote
greater international understanding of the experience of
responsible business practice in developing and transitional
countries. At the global level, we noted the dominance of
Northern and Western perspectives on corporate citizen-
ship and corporate social responsibility. Much of the
impetus for these new or reformulated business concepts
appeared to be coming from European and North American
multinational corporations and NGOs. So we wanted to
find ways to give greater international voice to the diversity
of business and community experience on responsibility
issues in other parts of the world. We also wanted to
identify and promote new models of doing business that
would be relevant to local experience in the majority world.

The result of our explorations was the ‘Enhancing Business-
Community Relations’ action research project, which UNV,
the New Academy and the United Nations Development
Programme launched in 2001 together with local partners
and a team of UNV Specialists in the seven project countries.
The project has produced a rich and diverse collection of
case studies, national research reports and new partnership
proposals and initiatives. Three of the UNV Specialists are
already working on follow-up projects in Brazil, Lebanon
and Nigeria respectively.

UN Volunteers and New Academy of Business

Foreword New Academy

Related business and management education partnerships
involving the New Academy are emerging in India. There
are good prospects elsewhere for ongoing UNV and New
Academy engagement with local partners in business,

civil society and government.

During the course of the project, UNV Executive Coordinator
Sharon Capeling-Alakija continued to lend her strategic advice
and support. Sadly, Sharon passed away on 4 November
2003, and was unable to witness the project’s final outputs.
Sharon recognized the role of the private sector in supporting
and engaging with the global volunteer movement to help
meet key development challenges, and we would like to
acknowledge her extraordinary vision, inspiration and
leadership during her time at UNV.

With the publication of this Global Report, we bring
together the wide experience and learning of the various
individuals and organisations that have contributed to this
project. We believe that the findings, conclusions and
recommendations herein will offer UNV, the New Academy,
businesses, NGOs and other organizations important
lessons about the contribution of corporate volunteering
and business-community relations to eliminating poverty
and achieving sustainable human development.

We have very much valued this opportunity to collaborate
with all of the people who have worked with us in UNV
and our other partners on this project, and look forward
to future, fruitful relationships.

David F. Murphy

D New Acad of Busil Bath
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Synopsis

United Nations Volunteers and the New Academy of
Business have worked together on the ‘Enhancing Business-
Community Relations’ action research project since 2001.
Conducted in seven countries — Brazil, Ghana, India, Lebanon,
Nigeria, Philippines and South Africa — the project researched
and promoted new models of business-community relations
and enhanced corporate citizenship practices at the local
level in developing and transitional countries. The active parti-
cipation of volunteers as facilitators of partnership between
UNYV, businesses and local communities gave the project
an additional dimension.

There is a diverse set of meanings and experiences of
business-community relations in the seven project counties.
Various practices are being used to enhance the relation-
ships between businesses and communities as they begin
to recognize the mutually dependent aspects of their success.
However, knowing how to deal with this sense of interde-
pendence brings uncertainty and contradiction for both
parties, because they often are perceived as separate
sectors of society with opposing agendas.

The spirit and energy of volunteerism can be a vital
anchoring point in a process where learning about a common
future is increasingly grounded in direct engagement and
reciprocity, rather than detached rhetoric and broad posturing.
United Nations Volunteers has a particular role in strength-
ening this process. With its unique organizational character-
istics, UNV could develop a skill in cultivating healthy
business-community relationships through processes of
dialogue and reflective learning. Using this skill in combination
with practices of volunteering, UNV could support the ability
of groups in communities and companies to work creatively
with the inherent tensions of being in interdependent
relationships.

Background

In April 2001 United Nations Volunteers (UNV) and the
New Academy of Business embarked upon a project,

UN Volunteers and New Academy of Business
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entitled ‘Enhancing Business-Community Relations:

The Role of Volunteers in Promoting Global Corporate
Citizenship’ Conducted in seven countries — Brazil, Ghana,
India, Lebanon, Nigeria, Philippines and South Africa — the
project was undertaken by seven locally based ‘UNV
Specialists in Business-Community Relations’.

The project was one of a number of initiatives that UNV
launched during the 2001 International Year of Volunteers.
This was a time when UN Secretary General Kofi Annan
was promoting the role of the private sector in contributing
to the aims and objectives of the UN, such as the
Millennium Development Goals.

The project drew upon the strengths and resources

of partners who hosted the UNV Specialists: Instituto Ethos
in Brazil, the Association of Ghana Industries (AGI), The
Energy and Resources Institute (TERI) in India, Philippine
Business for Social Progress (PBSP) and the African
Institute of Corporate Citizenship (AICC) in South Africa.

In Lebanon and Nigeria, the UNVs were based at United
Nations Development Programme (UNDP), which enabled
their efforts to be coordinated with UNDP's broader private-
sector engagement in these two countries. UNV Specialists
combined on-the-ground research with partnership de-
velopment and joint sense making in a process

of collaborative inquiry.

Key Findings

The idea of business-community relations across the
seven project countries encompasses a wide range of
insights and practices. An extensive series of case studies
and seven country reports describe these diverse experi-
ences. We have drawn upon the work of the UNV
Specialists to produce a global report that identifies four
broad areas of practices used as catalysts to enhance
business-community relationships: corporate philanthropy
and social investment, volunteerism, engagement, and
corporate citizenship and responsibility.

1. Corporate Philanthropy and Social Investment

Corporate philanthropy and social investment are common
practices in all seven countries. Traditional corporate
philanthropy appears to be particularly prevalent in India,
Lebanon, Ghana and Nigeria.

Companies such as Infosys and SPIC in India and Bank
Saradar and FTML in Lebanon continue to support a range
of charitable activities through corporate foundations but
are beginning to recognize the value of supporting longer-
term development programmes. The research in Ghana
reveals that ad hoc approaches to corporate charitable
giving of money or company products remain common.
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In all of the project countries, companies try to re-brand
their philanthropic activities as ‘social investment’,
‘community relations’ or ‘social action’ and to recast the
activities as grounded in the needs of local communities.
However, quite often these practices remain strongly
paternalistic and imposed from the top of the business
down to communities.

Examples of more developmental social investment

include a case on the contribution of La Frutera and Paglas
in the Philippines. The role of business in building develop-
ment capacity was also evident in Brazil, where Telemig
Celular invests in the strengthening of local councils for
child and adolescent rights, and companies such as Docol,
Deca and Tigre supports Agua e Cidade’s water and
sanitation programmes. In Nigeria, Elf Petroleum helps to
fund the National Poverty Eradication Programme’s skills
development centres that promote youth self-employment.
In the Philippines, Brazil and South Africa, a number of
companies seeks to integrate their giving into the corporate
planning cycle. This approach has the potential to transform
ad hoc ‘pet projects’ of chairmen or CEOs into a form of
‘social investment’ that can add greater value to both the
community and the business.

2. Volunteerism

We noted that all countries have a strong tradition of
individuals undertaking voluntary work in their communities.
However, we found fewer examples of long-term formal
corporate volunteering or employee involvement programmes,
particularly in Ghana, India, Lebanon and Nigeria.

The concepts and practices of corporate volunteering

and formal employee involvement have emerged largely
from business behaviour and culture in the West. Neverthe-
less, the mutual aid (or self-help) dimension of volunteerism
has a long tradition in the seven project countries. Individuals
and groups undertake voluntary activities in support of
community development projects and other local causes.
Much voluntary action is not necessarily captured as formal
volunteering nor supported with formal institutional backup.
Where present in the seven countries, volunteering pro-
grammes were generally spearheaded by large

Western multinational companies.

One case explores the role of CAF Southern Africa

in promoting volunteer programmes, such as the African
Oxygen Ltd. Community Involvement Process and various
other corporate volunteering initiatives in South African
companies. The Philippine case study of Petron’s
Volunteerism in Action explores a programme that offers
volunteering opportunities to its employees, employees’
children, business partners and other stakeholders. The
Brazilian utility company Companhia Paranaense de Energia
encourages employees to volunteer as literacy trainers to

UN Volunteers and New Academy of Business
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support the efforts of formal literacy teachers

in the company-supported ‘Light on Literacy’ programme.
Other Brazilian examples include Serasa'’s efforts to
support and encourage employees and their families to
provide financial and technical support to community-based
organizations.

A more holistic understanding of volunteerism could be
brought to formal corporate volunteering programmes, and
participating employees need greater organizational support.

3. Engagement - Stakeholding and Partnership

Various businesses are managing and understanding the
influence of groups of stakeholders upon their business
operations and strategies. The research shows companies
responding with a variety of engagement strategies.
Companies involved in the extractive industries sector
reveal particular interest in the concept and practices of
stakeholder engagement. The cases of Chevron Texaco in
Nigeria, Tema Oil Refinery in Ghana and Silangan Mindanao
Exploration Corporation in the Philippines all explore how
the companies seek to engage with local stakeholders in
host communities. The companies connect with groups that
range from traditional rulers and elders in communities,
small businesses and future employees to youth groups and
environmental activists. These stakeholders hold varying
types of control over the ‘licence to operate’ of the company
concerned.

Although the language of partnership and participation
emerged as a theme to varying degrees in all seven
counties, to define what constitutes a partnership is
increasingly difficult. Case studies explore partnerships in
all participating countries except India and South Africa. In
Brazil and Philippines in particular, a strong emphasis upon
partnership-type arrangements may be linked to the
presence and work of two business-support organizations
with an interest in corporate responsibility: both Ethos
Institute in Brazil and Philippine Business for Social Progress
work locally with businesses, and their role in creating the
space for partnership to develop seems significant.

In only a few instances, business and community partners
attempt to engage in some form of deeper conversation
underpinned by a willingness to be changed and influenced.
The rarity of this form of engagement is characterized by
both confusion over and excessive faith in a generalized
‘partnership-speak’. In contrast, micro-level issues, such as
how groups are interacting or how individuals are talking to
each other, receive little attention.
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4. Corporate Citizenship and Responsibility

The idea of corporate citizenship or corporate responsibility
has come to be recognized in recent years as both a frame-
work to enhance understanding of the role of business in
society and as an area of practice in its own right.

Various case studies across the seven countries offer
examples of companies being challenged by stakeholders,
as well as innovative corporate responses through improved
citizenship and responsibility initiatives.

For SABMiller, Pick 'n Pay and practically all of the

South African case companies, HIV/AIDS is a key focus
of business strategy in areas such as scenario planning,
risk assessment and human resource management. In
South Africa, HIV/AIDS is also, not surprisingly, one of the
more prominent areas of support for corporate social
investment and philanthropy and corporate volunteering
and employee involvement.

In the Philippines, the case of La Frutera and Paglas
demonstrates how companies and communities can colla-
borate to create mutually beneficial economic opportunities
and promote peace in areas where a history of conflict has
undermined development.

The growing importance of environmental and sustainable
development issues for business is evident in all project
countries. The case of Schtroumpf and its ‘Go Green’
campaign in Lebanon illustrates how small and medium enter-
prises can integrate sustainability principles into their business,
achieve financial success and foster wider social change.

Main Conclusions

Those looking to strengthen the relationships between
businesses and communities must work out how to deal
with the challenge of shared destiny. Various practices are
being used to enhance the relationships between business
and communities as they recognize that their success, at
least in part, is interdependent and full of uncertainty and
contradiction.

Many businesses continue to struggle to balance domination
and partnership approaches in their relationships with commu-
nities. Business strategists often advocate the need for cor-
porate independence and control, whilst those in the
community development department encourage collaborative
engagement. Similarly, communities are often caught be-
tween assessing the benefits of satisfying current needs
versus longer-term developmental purposes.

UN Volunteers and New Academy of Business
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Rethinking Strategy

In a number of consulting, academic and practitioner circles,
the need to ensure the ‘strategic’ focus of corporate
responsibility initiatives has become a new and powerful
orthodoxy. In light of this, many of the practices observed in
the seven countries might be construed as being insufficiently
informed by strategic thinking. The role of business in these
societies is critical for generating and sustaining long-term
prosperity. However, project findings suggest that merely
resorting to the language of ‘corporate strategy’ for
enhancing relations with host or local communities offers an
inadequate relationship framework.

We need to reconsider the understandings and

practices of strategic thinking and strategy in the light

of the development objectives of an organization such as
UNV. Whilst individual company strategies and purposes
are important for helping the people in the organization
understand how they might act, an understanding of some-
thing as being ‘strategic’ will vary according to the per-
spectives of those involved. The notion of what is considered
to be strategic depends upon context and perspective and
is created by the actions of companies and communities.
Businesses may recognize that their success depends
upon the communities around them. However, quick and
simple assessments based upon the language of ‘strategic
thinking’ result in more disruptive antagonism, rather than
achieving healthier relationships. The discourse of traditional
competitive business strategy acts as a veil, blocking the
development of mutual understanding.

Learning To Work with Shared Destiny

Developing mutual understanding is particularly challenging
in a world where flows of information are rapid, often over-
whelming and diverse. The lesson of shared destiny is this:
we cannot consider the strategy of a single firm outside the
other strategies, purposes and actions that exist in society.
We can learn how to cope and engage with the challenges
of shared destiny so that interactions can create healthier
relationships between businesses and communities.

Many businesses and communities sense their interdepen-
dence. On numerous occasions, people from communities
and business experience this interdependence directly in
face-to-face interactions. However, individuals often fail to
attend to small-scale actions. For example, quite often little
attention is paid to how people act or what they say in
conversations and meetings. Whilst this might seem a minor
factor, the research suggests that such small-scale actions
in relationships between communities and organizations
affect the assumptions that groups and individuals make
about each other.
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When the various truths of these assumptions are explored,
actions will be better understood and conceived. And when
individuals learn how to interact in ways that help them
understand themselves and each other more completely, they
will enhance the chances of mutual understanding. Such an
approach could complement more traditional business
language of strategy alignment, return on investment or
competitive advantage.

A Role for UNV

UNV as an organization and volunteerism generally can play
a particular role to help businesses and communities learn
about mutual understanding. Three characteristics enable
UNYV and volunteerism to contribute to this learning:
‘knowing by doing, ‘bridging’ and ‘legitimacy".

These three characteristics combine the authority of the UN
brand with an immediate awareness — from working on the
ground and knowing by doing — to establish a recognizable
legitimacy. As an action-oriented organization, UNV could
use its capacity and legitimacy to act as a bridge between
groups and individuals in businesses and communities. UNV
has the convening power to create space and time to
enable groups of people and organizations to come
together for sustained periods of time to learn about shared
destiny. As a result of its work on matters of practical and
immediate importance, UNV is a relevant partner for both
communities and businesses.

The spirit and energy of volunteerism could be a vital
anchoring point in this process. Volunteering programmes
generate an opportunity for face-to-face interactions between
individuals in interdependent communities and businesses.
These interactions support a shift away from the sound
bites of corporate strategy making and the broad posturing
of community development plans. A spirit of being engaged in
volunteering often leads to better understanding of oneself —
as an organization or an individual. The act of working
together encourages individual conversations where people
develop better understanding of each other in their respective
roles in communities and businesses. In conversation,
businesses and communities learn how to cope with and
manage the sometimes-contradictory pushes of shared
interests.

The unique advantages of UNV are even more relevant in
these interactions. UNV can combine its capacity to act as
a bridge, its legitimacy and its knowing-by-doing with a new
skill in dialogue and reflective learning. We need to slow
conversations down. A greater attitude of attention to the
way that we as individuals speak, listen and think in
relationships would open the way for mutual understanding.
Volunteerism and the action of volunteering could support
learning that is increasingly informed by and grounded in

UN Volunteers and New Academy of Business

Executive Summary of Global Report

direct engagement and reciprocity. Three areas of practical
development for UNV concern learning, partnering and
leadership. With attention to these areas, the chances of
cultivating healthier business-community relationships
based upon volunteerism and reflective learning are
significant and novel.
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1. Introduction - Project Context

Initial Orientation Workshop, Bristol, UK, September 2001

== In April 2001 United Nations Volunteers (UNV) and the
E New Academy of Business embarked upon an eighteen-month
— project, entitled ‘Enhancing Business-Community Relations:

= The Role of Volunteers in Promotin

UN Volunteers and New Academy of Business

g Global Corporate Citizenship’.
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This ‘action research’ project was conceived as one of
numerous initiatives that UNV launched during the
International Year of Volunteers 2001." It was developed
during a time when Kofi Annan, the United Nations Secretary
General, was promoting the role of the private sector in
contributing to the aims and objectives of the UN.

At the outset, the project recognized that little was known
about the extent to which healthier relationships were being
forged between communities and businesses in developing
and transitional countries and the role that volunteerism
plays in these relationships. Operating across seven
countries, Brazil, Ghana, India, Lebanon, Nigeria,
Philippines and South Africa, this project sought both to
bridge these gaps in understanding and to cultivate
relationships between communities and businesses that are
more socially just and ecologically sustainable.

More specifically, the project aimed to:

* Enhance international understanding of the meaning and
experience of business-community relations across
different geographical and socio-economic contexts;

e Facilitate international learning and networking for the
development of partnerships and promotion of locally
grounded models of healthy business-community
relations;

* Encourage the active participation of volunteers in the
promotion of business-community relations and related
global corporate citizenship practices.

A team of seven locally based ‘UNV Specialists in
Business-Community Relations’ spearheaded the action
research efforts. The project drew upon the strengths and
resources of the UNV Specialists and their host partners:

Brazil: Roberto Felicio and Instituto Ethos,
Ghana: Joseph Boateng and
Association of Ghana Industries (AGI),
India: Aparna Mahajan and
The Energy and Resources Institute (TERI),
Lebanon: Lubna Forzley and United Nations
Development Programme (UNDP),
Nigeria: Leonard Okafor and UNDP,
Philippines:  Charmaine Nuguid-Anden and Philippine

Business for Social Progress (PBSP),

South Africa: Jean Niyonzima and African Institute of
Corporate Citizenship (AICC).

UN Volunteers and New Academy of Business
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The UNV Specialists in Lebanon and Nigeria were well
placed to coordinate their efforts with UNDP's wider
private-sector engagement in these two countries.

During the project, each of the UNV specialists undertook a
range of collaborative inquiry and networking activities.
Following initial orientation in the UK in September 2001,
the project specialists returned to their countries and began
gathering information and resources regarding the state of
business-community relations at the national level and
documenting good practice examples. Between April and
September 2002 national workshops were conducted in each
of the seven countries. In seeking to go beyond traditional
research, the specialists also developed their understandings
by engaging in partnership-building at the national level and
sharing experiences across the seven countries.

These various activities have informed the writing of seven
national research reports. Each report offers the reader an
overview of current national trends in business-community
relations, corporate citizenship initiatives and the role of
volunteers in these processes. Additionally_ each specialist
researched ten case studies that highlight specific practices
in the area. Finally, the research, action and sharing of
experiences have been used for the development of a novel
partnership involving UNV in each of the seven countries.
These partnership proposals were, at the time of writing, at
various stages of development.

Prepared by David F. Murphy and Rupesh A. Shah of the
New Academy of Business, this global research report is an
overview publication that draws together the work from the
seven countries to develop a synthesis of international
trends in business-community relations and the role of
volunteers in promoting responsible business practice.

We first offer the reader some background to the involvement
of UNV in this project. We provide a brief description of the
organization's understanding of itself and volunteering. We
then connect this to a short review of the relationship
among UN, UNV and the private sector. This introductory
chapter concludes with an outline of the remaining chapters,
with some suggestions about how to read this report.

1.1 UNV and Volunteerism

United Nations Volunteers supports sustainable human
development globally through the promotion of volunteerism
and the mobilization of volunteers. It serves the causes of
peace and development through enhancing opportunities
for participation by all peoples. It is universal and inclusive,
embraces volunteer action in all its diversity. UNV values
free will, commitment, engagement and solidarity, which are
foundations of ‘volunteerism’.

11



Enhancing Business-Community Relations:
The Role of Volunteers in Promoting Global Corporate Citizenship

In recent years, UNV has promoted the value and impor-
tance of volunteerism in the development process. At the
2002 World Summit on Sustainable Development, UNV
championed voluntary action as the ‘fourth cornerstone

of sustainable development’, arguing that volunteerism
provides a conduit for the achievement of the other three
cornerstones: economic growth, environmental protection
and social development. UNV states that volunteerism,
therefore, should underpin all sustainable development
strategies and actions.

UNV'’s leadership role in the International Year of Volunteers
2001 enhanced global understanding of the social and eco-
nomic contributions of volunteer action and helped to focus
attention on ways in which volunteerism could be strength-
ened further.

A UNV background paper prepared for the Expert Group
Meeting on Volunteering and Social Development held in
1999 outlined a framework for volunteerism (or voluntary
action) with the following defining principles:

* Actions should not be undertaken primarily for financial
reward, although reimbursement of expenses and some
token payment may be allowed.

* Free will is an essential element of voluntary actions.

* Actions can occur within or outside formal organizational
or institutional settings.

* Actions should benefit some individual or group other
than just the volunteer himself/herself.

* Levels of commitment can vary depending on the
person, activity and resource.

Building upon these principles, UNDP’'s October 2003
issue of Essentials on ‘Volunteerism and Development),
noted four predominant manifestations of volunteerism:

* Mutual aid or self-help,

* Philanthropy or service to others,
* Participation,

* Advocacy or campaigning.

In the same piece, UNDP also emphasized the reciprocal
nature of volunteerism: ‘The benefits of volunteering accrue
to both beneficiary and volunteer alike.?

1.2 UN-Private Sector Relations

Various, non-state actors, such as businesses, have played
an active role (in various forms) in the United Nations since
its inception in 1945. At its most simple level, the private
sector has been and continues to be used to service the
procurement needs of an organization as large as the UN.

UN Volunteers and New Academy of Business
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The first formal initiative related to business and the
conditions of doing business in the UN emerged following
the Second World War. Proposals were made by the United
States to coordinate action on ‘restrictive business practices’
that might restrain competition, restrict access to markets
or foster monopoly control in international trade.® In 1974
the General Assembly of the United Nations noted: ‘All
efforts should be made to formulate, adopt and implement
an international code of conduct for transnational corpora-
tions (TNCs)’* The resolution, among other provisions, sought
to prevent interference in the internal affairs of countries
where TNCs® operate, to bring about assistance and transfer
of technology to developing countries on equitable terms and
to regulate the repatriation of profits from operations of TNCs.®

The Commission on Transnational Corporations, which was
established by the Economic and Social Council of the UN
in the same year, suggested that the approach of the UN
towards the private sector had a strong multi-lateral and
regulatory element at the time. Since then, and particularly
in the last 10 to 15 years, the role and impact of the private
sector upon the institutional objectives of the UN has
shifted this stance somewhat.

Since the early 1990s the relationship with the private
sector has become infused with the flavours of collaboration,
partnership and voluntary action. This reconsideration comes
in the light of the growing impact and reach of business
activities within society and a new rationale, promoted by
Kofi Annan, for ‘closer cooperation and partnership between
the United Nations and non-state actors, including the busi-
ness community’. The rethink also comes in light of a sense
that the ‘business community is increasingly appreciative

of the role of the United Nations...helping provide a stable
and favourable framework for business and development’’

According to a report on ‘Building Partnerships’
commissioned by the UN:

The majority of the world’s people now live in some
form of market economy. Although government spending
has increased in many countries, the process of privati-
sation has resulted in a transfer of many publicly owned
assets to the private sector. Linked to this, the private
sector has come to play a more prominent role not only
in creating new wealth and internationalizing economic
transactions, but also in influencing policy-making at
the national and global levels.t

The current attitude towards the private sector within the
UN can be seen in the emergence of the UN Global
Compact, launched in 1999 by Kofi Annan.® The Global
Compact ‘seeks to advance responsible corporate
citizenship so that business can be part of the solution to
the challenges of globalisation’'®
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BUSINESS-COMMUNITY RELATIONS

In this project we have sought to use the term
‘business-community relations’ to refer to the
ways in which communities and businesses

with one another. The scope of our work
goes beyond a narrow focus on philanthropy
to draw in notions ranging from cause-related
marketing to strategic business involvement in
local communities, such as employee volunteering,
corporate citizenship practices and stakeholder
accountability.

Our understanding of is broad, en-
compassing groups of people who share a geogra-

phical place as well as those who share emotional,
professional or religious ways of understanding or
who create common interests and attitudes through
collaboration. As such, community could include a
local village in which a factory is located, a collective
of female employees or an international coalition
of activists, for example.

The of such
interactions and relationships between businesses
and communities are . Our
use of term ‘business-community relations’ in-
cludes relationships that are strong and weak or
exhibit harmony and discord, closeness and
distance, collaboration and conflict.

It is a voluntary initiative based upon nine principles
clustered around the themes of human rights, labour stan-
dards and environment. Although it is not a prescriptive or
regulatory instrument, the UN aims to provide ‘a framework
to promote good corporate citizenship through committed
and creative leadership’."

The desire for partnership with the private sector was
emphasized in July 2003 with the formation of a high-level
commission on the Private Sector and Development. Kofi
Annan suggested that the commission ‘underscores the
importance of partnership [between the United Nations
and the private sector] in our work to reach the Millennium
Development Goals'"?

Current private-sector-related work within the UN varies
considerably in form and structure. For example, the UN
conducts research and organizes conferences on the role
of companies in development from a distance.’ Other orga-
nizations within the UN system act more directly on the ground
with businesses. For example, the New Academy of Business
has been collaborating with the International Labour Organi-
zation to design, develop, implement and evaluate social

UN Volunteers and New Academy of Business
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marketing/mobilization campaigns on job quality aimed at
micro- and small enterprises (MSEs) in Ghana, India and
Vietnam.™

Although the language of cooperation increasingly infuses
the UN's work with the private sector, the collaborative
attitude is not without its critics. For example, Judith Richter,
who has worked as a consultant for UNICEF and WHO,
expresses concern over the influence of large corporations
upon the UN system.’ Naomi Klein suggests in No Logo
that American industry opposition led to the end of the

UN Commission on Transnational Corporations.'® Kenny
Bruno explores the term ‘Bluewash’ in his report Greenwash
+ 10 and notes that companies are ‘now wrapping them-
selves in the UN flag and claiming to be champions of UN
values such as human rights and poverty elimination, as well
as environmental protection’"”

1.3  UNV-Private Sector Relations

Although UNV has a long history of volunteerism in a
development context, it has had less experience working
directly with the private sector than many other UN
organizations. Since 1985 UNV has offered individuals with
private-sector skills and experience various volunteering
opportunities throughout the world via two programmes:
initially known as Short-Term Advisory Services (STAS) and
later transformed into United Nations International Short-
Term Advisory Resources (UNISTAR). However, UNV has
only recently begun to work in formal partnerships with
private-sector companies. As part of the UNV's efforts to
work more closely with the private sector, UNISTAR recently
was renamed the ‘Corporate/Private Sector Programme’.

In the late 1990s, UNV, as part of a major trend in the UN,
also became interested in partnering more formally with the
private sector. Each UN agency has approached the private
sector from the standpoint of its respective mandate. UNV
engaged the private sector to seek ways to promote volun-
teerism. In order to do so, it was first important to conceptually
understand the interface between volunteerism and the private
sector. UNV already had some experience with corporate
volunteering, but little with business-community relations.
Therefore, the Enhancing Business-Community Relations
project came to fill in an important knowledge gap at UNV.

UNV has therefore identified two ways to mobilise the
support of the private sector for volunteerism and develop-
ment: corporate volunteering and business-community rela-
tions. For UNV, corporate volunteering involves a given
company encouraging its own employees (often supported
by the company) to work on social development projects.
On the other hand, the idea of business-community relations
is about corporate support for volunteerism and development
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within a given community. For UNV, business-community
initiatives normally include the work of organized voluntary
groups within communities (often community-based orga-
nizations), and sometimes also individuals (not organized in
groups). In addition to including volunteerism and develop-
ment in the community, UNV recognises that business-
community relations may also include corporate volunteering.
Many business-community initiatives are often supported by
the voluntary efforts of company employees.

UNV sees the Global Compact as providing an ‘overall
value framework for cooperation between UN organizations
and the business community’' The organization highlights
the invitation in the Global Compact for business to join the
UN in partnership projects. Within this emerging collabora-
tive context, since 2000 UNV has developed partnerships
with the private sector on a range of activities, including
corporate volunteering, project sponsorship, thematic image
campaigning and events sponsorship. Leading examples
include:

* A partnership with Kraft Foods to send employee
volunteers to Jamaica, Lesotho and Uzbekistan in 2000.
The UNV-Kraft volunteers contribute to development by
providing their knowledge and experience to help
address food-processing and quality-control issues in
host countries.

* The Benetton-UN Volunteers Campaign: Volunteers in
Colors launched in September 2001.™

* A programme partnership with the Cisco Least
Developed Country Initiative,*® which brings professional
networking technologies training through the
establishment of Cisco Networking Academies.”

The research and action from this Enhancing Business-

Community Relations project was informed by the emerging

interest in collaboration and has, in turn, informed the per-

spective of UNV on its policy framework for partnering with
the private sector. The following UNV objectives help to
demonstrate how the organisation sees the possibilities of
its work:

1. To stimulate the business sector to take responsible
action in development, on its own or in partnership with
other development actors, particularly in areas related to
UNV’s mission.

2. To tap the vast knowledge, human and material
resources available from the private sector to achieve
development goals.

3. To project itself as a neutral, trustworthy and efficient
development agency for communities and as a partner
for the private sector, by (i) facilitating the private sector
in its effort to fulfill its social responsibility and (ii)
helping communities to derive maximum benefit from
contributions from the private sector.”

UN Volunteers and New Academy of Business
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In order to meet these objectives, UNV outlined three types
of support given by the private sector:

1. Human resources, with private-sector companies
contributing their employees.

2. In-kind contributions, that is, donation in the form of
goods and services produced or owned by the company
for use in ongoing UNV projects, as well as initiatives
such as campaigns to promote volunteerism.

3. Financial contributions.

UNV also divided the potential initiatives it could take with
the private sector into three broad types:

1. Fielding of volunteers: Promoting corporate volunteering
and placing employee volunteers in the projects
managed and executed by UNDP and other UN
agencies. This consists of private companies sending
their employees as UN volunteers to work in
assignments identified by UNV.

2. Projects: UNV plays a role in conceptualizing the supply
of volunteers as human resources and its support of
community development.

3. Advisory work: Assistance is given to companies for
setting up a corporate volunteer programme.

In the midst of this evolving context and understanding, the
Enhancing Business-Community Relations project emerged
and has been taking place. Exploratory discussions about
potential collaboration between UNV and the New Academy
of Business date back to 1999 when UNV began to take on
the language of partnership and collaboration with the pri-
vate sector. However, UNV is unlike many of the other orga-
nizations in the UN system in that it has a presence ‘on the
ground’ with an emphasis upon the spirit of volunteerism.
The project, then, was concerned with conducting research
as well as undertaking action in communities and businesses.

For the New Academy, cooperation with UNV offered

an opportunity to bring a deeper understanding of the role
of business in development in Africa, Asia and Latin America
to its education and training programmes for managers and
students of business and management. By working with
UNV and new Southern partners in Africa, Asia and Latin
America on an action-oriented project, the New Academy
aimed to bring new and diverse perspectives to debates
about corporate social responsibility (CSR). The New Aca-
demy’s perspective was that most of the CSR debates over
the previous decade had been framed at the international
organizational or Northern country level with little attention
to many of the particular issues and concerns of Southern
stakeholders. Ultimately, the New Academy saw collabora-
tion with UNV and Southern partners as a means of bringing
voices from the majority world to international discourses
concerning responsible business practice. The resulting
awareness, abilities and publications were to be used as
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catalysts for further change, particularly through our
education work with various organizations.

Another major objective of this project was to bring new
voices and understanding to the practices of enhancing
business-community relations. This report gives one form

of expression to these new understandings. They were also
expressed in the partnership proposals that were developed
in the seven countries by the UNVs. The action-oriented
nature of the project has also meant that the unfolding under-
standings have been expressed during the course of the
project in the actions taken by the UNVs locally and will
also be reflected in their future work.

1.4 How To Read this Report

The remainder of this report is divided into five additional
chapters:

After this introduction, Chapter 2 describes the broad
outline of the activities undertaken during the course of the
project. It is not a complete description of the methodology
used; however, it aims to provide the reader with an under-
standing of the flow of research and action between
mid-2001 and 2003.

In the next part of the report, we review the main findings
and outcomes of the project. The key findings are divided
into two chapters (chapters 3 and 4).

1. Introduction - Project Context

Chapter 3 provides a summary of activities and findings
from each of the seven countries. This provides information
about what happened during the course of the project in
the country, a list of the case studies and some ideas about
the drivers of business-community relations in each country.
Each country summary also highlights some of the inter-
esting outputs and messages from the research and gives
a series of vignettes, ideas or activities and dilemmas or
questions that came out during the course of the research
in each country.

Chapter 4 brings together the range of practices that are
being used in the seven countries for enhancing business-
community relations. In this chapter, we bring together the
findings from the seven countries to offer an overview of the
practices and briefly to explore some theoretical lenses
through which to consider the practices.

Chapter b provides a synthesis and analysis of the findings
and outcomes of our research in the context of the role of
UNV and volunteerism. We offer the reader some deeper
insights about relationships between businesses and
communities and suggest how UNV could interpret its role
in enhancing practices for healthier business-community
relations through volunteerism.

In Chapter 6, we finish the report with some concluding
thoughts and recommendations for specific follow-up
actions regarding learning, partnering and leadership.
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In this section of the report we briefly highlight the activities that
took place during the course of the project. It is not a complete
description of the methodologies adopted in the project across
the seven countries. These are available in each of the national
research reports. Here we describe the general flow of the
research and action in the seven countries.
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2.1 Outline of Activities

As noted in Chapter 1, the origins of this project lie in
exploratory discussions about potential collaboration between
United Nations Volunteers (UNV) and the New Academy of
Business dating back to 1999. UNV sought innovative ways
to support UN Secretary-General Kofi Annan’s challenge to
business leaders at the January 1999 Davos World Economic
Forum to join a ‘global compact of shared values and princi-
ples’ and give globalization a more human face. As the key
UN agency concerned with volunteerism and development,
UNV wanted to explore the promise of working more closely
with the private sector and mobilizing businesses globally to
become stronger advocates for volunteerism.

In mid 2001 UNV and the New Academy of Business
launched a collaborative project to explore the meaning and
experience of business-community relations and enhanced
corporate citizenship practices at the local level in seven
countries: Brazil, Ghana, India, Lebanon, Nigeria, Philippines
and South Africa. An additional dimension of the project was
the active participation of UN volunteers as partnership
facilitators between UNV, businesses and local communities.
Funded primarily from UNV'’s Special Voluntary Fund,' the
project also benefited from some additional fundraising by
the New Academy, which resulted in donations from four
private-sector companies. The total project funding was
approximately US $500,000.?

In each of the seven countries, the work was guided by

a ‘UNV Business-Community Relations Specialist’ During
the course of the project, between mid-2001 and mid-2003,
the seven UNV Specialists each took on multiple roles as
researchers, collaborative inquirers and partnership
brokers/activists.

The seven UNV Specialists were recruited and selected in
early to mid-2001. In September 2001 they met in the UK
for an initial orientation workshop. This orientation workshop
allowed fellow UNVs to meet each other. They were also in-
vited to make suggestions as to the kinds of activities that
could take place during the course of the project. The UNVs
were offered a chance to influence the activities, so for ex-
ample, discussion amongst UNVs at the workshop decided
the number of case studies to be developed and their focus.

After the workshop, the UNV Specialists returned to their
countries and began gathering information and resources
regarding the state of business-community relations at the
national level and documenting good practice examples.
The UNV Specialists spent time conducting a variety of
research tasks and conducted reviews of academic and
practitioner-oriented literature, documents and media. In
addition, the UNV Specialists conducted research
interviews and discussion groups and, in some countries,
administered surveys.

UN Volunteers and New Academy of Business
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We sought extensive and balanced geographic
breadth through the spread across seven countries
and six sub-regions. The criteria for the selection
of the countries was that

¢ They either showed a of business-

community relationships from which to extract

learning or/and
e There were

of UNV-private sector partnerships.

for establishment

Between April and September 2002 national workshops
were conducted in each of the seven countries. The work-
shops supported the research tasks and also enabled the
UNV Specialists to explore the possibilities for the two other
tasks: being engaged in collaborative inquiry and facilitating
partnerships between businesses and communities. Each
workshop sought to create an interactive forum to enable
the UNV Specialists to work with practitioners, other experts
and academics to develop deeper understanding of the
state of business-community relations in the country. The
workshops were also important in allowing the UNV
Specialists to examine possible areas for creating new
partnership initiatives involving UNV.

After the intensive period of activity in their countries, the
UNV Specialists travelled to the headquarters of UNV in
Bonn for a second project workshop held in October 2002,
In this workshop, the UNV Specialists were supported in
their sense-making activities. Additionally, the workshop was
a way to provide information about the project outcomes and
stories about the research to a broader audience within UNV.

After this workshop, the UNVs returned to their countries
and completed the production of case studies and a national
research report covering their country and local region.

The UNVs were also required to outline a new ‘partnership
proposal’ for their country or region involving UNV and a
business-community relationship.

The national research reports were written as overviews

of national trends in business-community relations and
corporate citizenship initiatives and described the role of
volunteers in these processes. These reports contain the
experiences of each of the UNVs in trying to foster partner-
ships between companies and local communities. The ten
case studies that each of the UNV Specialists produced
offer more detail on specific practices in the area of business-
community relations. The cases were selected on the basis
of the perceived importance of the activity and the interest
of the UNV Specialist in the activities concerned. The availa-
bility of information and research access also influenced
which case studies were documented.
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Key questions arising and lessons learned from
the case research we explored with specific
attention to the following:
o Does the project promote self-help,
volunteerism and a specific call to action?
Is the project meeting its stated
objectives?
Has the project contributed
to building capacity both in the community and
the company?

What are the prospects for long-
term action beyond the life of the project?

After the UNVs completed their research and partnership-
building activities, the New Academy of Business then
attempted to work with the outcomes and outputs to draw
together this global research report.

2.2 Making Sense

As described above, the UNV Specialists gained information
and developed knowledge about business-community rela-
tions and volunteerism through a variety of interconnected
channels. At one level, they explored second-hand information,
such as academic literature and case studies, about the
interaction between businesses and communities.

In addition to this, the UNV Specialists developed contacts
with company management and staff, community leaders
and local NGO representatives. These contacts were esta-
blished to explore business-community relations through the
first-hand experience of those who were involved. This contact
came through external events, such as workshops and con-
ferences, as well as through meetings, research interviews
and discussion groups initiated as part of the research acti-
vities. The national workshops that were convened in each
country also provided valuable fora for the UNV Specialists
to explore such matters in greater depth.

It is worth noting that the involvement of participants in the
various aspects of primary research — such as interviews,
discussion groups and workshops — is a fairly unambiguous
indication of an attitude of volunteerism in the community
and company.

Throughout the course of the project, the UNV Specialists
were also engaged in attempts to build and promote partner-
ships. This activity took a variety of forms and connected
with other aspects of the project, such as the workshops.
We asked the UNV Specialists to view their experiments

of seeking to nurture an engagement between business
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and community as sources of information, valuable for their
understanding and sense making.

Finally, we also sought to create a space in the project for
the UNV Specialists to understand their activities by sharing
experiences across the seven countries through discussion.
These discussions, which were mainly conducted over
email, seemed to help the UNV Specialists explore the
meaning of business-community relations from a variety of
perspectives.

2.3 Our Reasoning

When we embarked upon this project and brought together
the various individuals and organizations that were to be in-
volved, we found that we had a number of questions. Some
of the most important of these concerned how we would
develop and share our understandings of what we were
trying to achieve.

The project was conceived with a specific purpose: to
create new understanding and, as a result, foster healthier
relationships between business and communities.

Rather than planning to write about business-community
relations as an abstract concept, or even draw up case
studies of best practice, we were interested in changing
actions and understanding. For this reason, we choose a
collaborative and action-oriented research methodology for
the project (see text box on action research).

We allowed appropriate local roles for the UNV Specialists
— to research and bring together companies and communi-
ties as potential partners — to emerge during the course of
the project. We offered them opportunities to adapt the re-
search and learning approach locally. As a result, the journeys
that each UNV Specialist took in each of the seven countries
were quite disparate. Whilst we had some constant marker
posts that we asked them to seek out, we did not insist that
they did their ‘travelling’ in the same way. This made it difficult
for us to manage the operations or the learning in a very
tight manner. However, we think that it also allowed the UNV
Specialists several degrees of freedom to direct their work
according to the local context and their emerging
understanding.

In order to maintain a quality of coherence across the seven
countries, the UNV Specialists were asked to connect with
their fellow researchers in the other countries. We asked
them to share their experiences, discoveries and questions.
By asking the researchers to connect with each other, we
aimed to build shared understandings of the work being
done. We also sought to develop skills in collaboration that
were directly relevant to the partnership-building task.
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WHAT IS ACTION RESEARCH?

Action research can be best thought of as a range
of approaches, in which participants seek to act in
ways that both are to the people involved
and other participants as they construct
and use knowledge. As a process, the intention is
to conduct research not on people, but

Interest is in producing knowing that is

and as well as engaging in research and
inquiry processes that raise people’s awareness of
the world around them and their ability to question
their interactions therein.

One of the key flavours of an action research
process is the attempt to bring the values and the
‘theories’ (or models about how the world works)
of a participant into closer contact with what they
say, do and think.

Researchers and participants are encouraged to
move between moments of action and reflection.
Individuals and groups experiment with action,
observe experiences and then reflect upon these
to generate more meaningful action. This requires
finding a balance between

attention and attention.

Collaborative inquiry is a form of action research
that seeks to promote open, shared reflection
about organizations. It requires the development

of a : being able ‘to create
distance’ between both the action and the
experience and to evaluate them in the light of
ideas, theory, reading and others’ perspectives.
This in turn enables participants in the research
process to address organizational and personal
value differences and to find creative ways of
resolving paradoxes.®

24 Some Thoughts about Our Approach

Numerous aspects of this research worked very well,
and some others did not. Differences between countries
affected how things worked. For example, country size
made a difference to practical issues of getting around
to see companies and communities. Similarly, cultural
differences influenced how people approached the
research process.
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These challenges are related to issues of methodological
process in a variety of ways. We have chosen not to explore
these issues in great detail here, except for one problem that
is particularly relevant to the theme of business-community
relations and volunteerism. This problem concerns the dis-
parity in levels and quality of involvement that we managed
to create with different groups in the research. Looking
across the work of the UNV Specialists in the seven countries
it is clear that people speaking for businesses were far more
involved in the construction of the research outputs — such
as the case studies — than people speaking from the com-
munity perspective. This disparity was demonstrated in a
number of ways. Given that participation in a research
project such as this is in many ways an act that involves
volunteerism on behalf of the participants, this methodological
consideration seems to have relevance to the substantive
work of the project. In the following paragraphs we explore
this issue.

In order to conduct their research into business-community
relations, the UNV Specialists were asked to write ten case
studies about specific examples of relationships or engage-
ment issues between businesses and communities and/or
the role of volunteers. For the majority of these cases, the
UNV Specialists were expected to gain first-hand information,
for example, by talking to individuals in both companies and
communities.

As a result, the UNV Specialists spent considerable time
interviewing and talking with relevant people from companies
and communities to build up a picture of the relationship
between business and community. As mentioned above, the
involvement of these participants in the research indicates
an attitude of volunteerism in the community and company.

In the majority of instances, the process of researching the
case studies required the UNV Specialist to negotiate and
discuss with the companies the production of the case, be-
fore having access to interviewees and documents. We had
collectively decided that to help in this process, companies
(and in some cases NGOs*) would be allowed to ‘sign off’
the material that would be written about them. In effect, we
were offering the organizations the chance to consider
whether the research output reflected their perspective or
understanding. As well as seeming to be a reasonable
request, the checking of research data with participants is
an important part of the process of collaborative sense
making in action research. In general, this process worked
smoothly. Individuals in the organizations concerned that
had participated in the research responded to requests to
sign off the cases fairly readily. In the end, only three case
studies were not officially signed off and were therefore
published anonymously.®

However, it is interesting to reflect upon the fact that we did
not offer ‘communities’ — as the other side of the business-
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community relationship coin — similar opportunities to sign
off the information and knowledge that was being dis-
seminated in our research. The challenges of doing so in a
community setting are different to doing so in a company.
For example, the difficulties of identifying the core of a
community or of maintaining a single contact person mean
that it is a far more time-consuming task for a researcher to
get a community to sign off a case study than a company.

These differences resulted in the research failing to create
the same level of participation with communities as with
companies. We can be quite sure that this must have affected
the outputs we have produced in this research in some
ways. For, although only three cases needed to be published
anonymously as a result of the process, the ability of com-
panies to influence the outputs more subtly was clearly
present. In one instance, the UNV Specialist told us that
the manager of a company felt that their organization was
portrayed in a ‘bad light’ by the case and that they wanted
to make sure ‘that the facts are right The original draft of
the case contained some ‘facts’ about prices and costs of
their products. After the manager made the comments to
the UNV Specialists, these facts were removed in the
revised draft. Thus, the case study that we published was
changed as a result of the interaction. In contrast, very few
of the communities involved in this research were offered
this opportunity to interact in such a way with the written
outputs of the research.

2. Project Approach

We do not suggest that the 70 case studies, therefore, are
particularly biased towards the companies and need to be
viewed as pieces of corporate propaganda. We do recognize,
however, that some form of filtering process® has been at
work here, and we would encourage the reader to think
about this as they read outputs from this project. Moreover,
the dilemma posed by this aspect of the research process
has great relevance for the substantive issue of enhancing
business-community relationships and the role of UNV in
this process.

The force of pragmatism — suggesting that we do certain
things because of a lack of time or resources — seems to be
with us most of the time. Rather than denying this, the above
dilemma can be seen as an invitation to partnership and
research brokers to hold a very simple question in mind
during the course of their engagement:

How can we bring more integrity to our research or
partnership-building process, when it is relatively easy
to allow some groups of people to influence what we
do and have their views published more easily in
comparison with the views of other groups?

Some of UNV's resources come from country and regional funds provided by
UNDP. Other significant sources include the regular programme budgets of UN
agencies, contributions from host governments, special-purpose grants by donor
governments and the UNV Special Voluntary Fund (SVF). The SVF was established
in 1970 in parallel with the formation of UNV. Governments, non-governmental
organizations and private individuals can contribute voluntarily to the SVF, which
is used to finance pilot projects.

A total of US$60,000 in cash and in-kind donations was received from the
following companies: The Body Shop International, British Airways, M. H. Alshaya
Co. and Shell International.

See, for example, Argyris, C & Schon, D (1974); Fals Borda, 0 (1991); Fisher, D,
Rooke, D and Torbert, W R (2000); Freire, P (1982); Marshall, J (1999); Park, P
(1993); Reason, P (2001); Schon, D (1987); Shah, R (2001); Swantz, M-L and
Vainio-Matitila, A (1988); Torbert, W R (2000).

Some of the case studies (particularly in Brazil, Nigeria and Ghana) focused on
NGO efforts to promote and strengthen business-community relations.

The Aluminium Company and Cement Company cases in Ghana, and the
Telecommunications Company case in South Africa.

Herman, E 8 and Chomsky, N (1988) Manufacturing Consent: The Political
Economy of the Mass Media, Vintage, London.
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3. Country Summaries

David Murphy and Lubna Forzley with other UNV team members, Lebanon

In this chapter we provide summaries of the key project activities
and outputs in each of the seven countries. These brief summaries
outline what happened during the course of the project, including
a brief description of the project proposals that have been de-
veloped. The summaries provide a list of the case studies and
offer some ideas about the drivers of business-community relations
in each country. Each country summary highlights some of the
interesting outputs and messages from the research. Finally, the
summaries also include a series of vigneties, energizing ideas or
activities and dilemmas or questions that came out during the
course of the research in each country. Given the limitations of
space, these sections offer only a small taste of the outputs from
each country, and more information and understanding can be
found in the case studies and national research reports them-
selves. The purposes of this chapter are to bring together the
findings from the seven countries, provide an overview of the
practices and briefly touch upon some theoretical lenses to help
make sense of the practices.
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Throughout this chapter, we signpost various case studies
from the research that can offer the reader more insight into
the practices. Where we have chosen to refer a reader to a
particular case study, it is because the case contains some
specific information about the issue being discussed or the
actual relationship between business and community raises
some interesting points of reflection.

In the next chapter (Chapter 4) we identify a range
of practices that are being used in the seven countries
for enhancing business-community relations.

3.1 Brazil Country Summary

UNV Specialist: Roberto Carlos Felicio
Host Institution: Instituto Ethos, Sdo Paulo

The research and partnership work in Brazil indicated that
many Brazilian companies are beginning to move beyond
philanthropic and paternalistic models of engaging commu-
nities, with a shift towards more participatory models of
engagement with communities. The research revealed that
NGOs have had difficulties finding committed volunteers

from companies and other sources. This scarcity is attributed

to both the absence of a strong ‘volunteering tradition’ and
the presence of a culture that depends upon the state to
solve social problems within the country.

3.1.1 What happened?

The project in Brazil was hosted by Instituto Ethos, an
association of companies that have come together to share
their interest in developing social responsibility. This setting
permitted the UNV Specialist to benefit from numerous
business contacts. Moreover, Roberto Carlos came to the
project with a background in the NGO sector. In many
ways, the confluence of interests between corporate
support and social development reflects the nature of
business-community relations in Brazil.

In parallel to the other six countries, the project in Brazil
worked at multiple levels. Whilst traditional research methods
were a strong strand of the activities, including a question-
naire distributed to NGOs and a series of interviews, the
UNYV Specialist also spent considerable time working with
companies and communities to develop understandings

of their activities. The project also featured prominently
during the Ethos National Conference on Enterprise and
Social Responsibility held in Sdo Paulo in June 2002.

In order to analyse the outcomes and outputs of the project,
Roberto developed a system of indicators that referred

to some of the main aspects of the business-community
relationship. The analytical frame included aspects such

as strategy, dynamics of the relations, communication,
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resources, assessment system, alignment of expectations
and sustainability.

One of the key cross-woven themes of the case
study research in Brazil was an analysis of the
sustainability of initiatives between companies
and communities. The research in Brazil defined
a number of ways in which to understand this
element:

One group of responses suggested that com-
panies should not support one-off projects of
unlimited duration, since this could create depen-
dency relations between the company and com-
munity. Another suggestion was that initatives
would only be sustainable if they work towards
the development of new partnerships.

Finally, another group of responses took this

idea further, proposing that any subsequent work
or partnership must build upon the learning and
energy of the original project, such that partici-
pants develop appropriate managerial knowledge
and control.

The Brazil follow-up project involves Serasa, a company
that provides information services to banks and was one of
the project case studies. Serasa has a successful initiative
of inclusion of disabled people as employees. In 2003, UNV
joined hands with Serasa to transfer the experience to other
interested companies. At the time of writing, the UNV-
Serasa project had already started working with one com-
pany, IBM. Roberto Felicio is working as a UN Volunteer on
this initiative. A few other private companies have already
expressed interest to replicate the Serasa model with
technical assistance from UNV and Serasa.

3.1.2 General summary - drivers, outputs and messages

According to Instituto de Pesquisa Econémica Aplicada
(an institute of applied economic research), 70% of com-
panies in Brazil conduct some kind of social activity with
local communities. The work of many of these companies
come from quite a holistic standpoint, whereby many areas
and perspectives of social issues are considered as worthy
of company attention. The movement for creating responsible
companies in Brazil is grounded in a tradition of community
development work and compares with the stronger role

of corporate drivers that exist in the Philippines and UK.

A number of the companies house professional ‘development’
units dealing with community issues (see for example the
case of Telemig Cellular). A trend seems to be that formally
established activities in the company emerge from small
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initiatives out of these development units. One result of
such organic development of programmes is that it is less
possible to distinguish clearly between social investment
and partnership (see for example the Belgo-Mineira
Foundation case).

In the Brazilian national research report, Roberto noted
that Brazilians do not have a very strong volunteering ethic.
He backed this up with stories that suggest social orga-
nizations have difficulties in finding committed volunteers.
This difficulty, he suggested, jeopardizes the consistency
and delivery of community development projects.

The notion of ‘consciousness raising’ seems to be an im-
portant element in the work of a number of companies that
sought to enhance relations with communities. For example,
one of the cases from Brazil explored the ‘Luz des Lettres’
literacy programme of COPEL - a state-owned electricity
company. The case looked at COPEL's work in tackling
problems of illiteracy through the development of computer-
based training for employees, their families and communities
where the company operates. Whilst the issues of human
rights and the empowerment of disadvantaged groups are
central to the motivation of the programme, the company
used employee involvement as a way to strengthen the de-
livery and enhance corporate performance. As mentioned
above, the tradition of volunteerism in the community is not
particularly strong in Brazil, and so this kind of engagement
seems to hold a possibility for enhancing the attitude of
community members towards volunteerism.

Table 3.1: Brazil Case Studies'

3. Country Summaries

A number of the case examples revealed evidence of a
strong leadership role being taken by an individual or group
of individuals. The importance of involving leaders from
within the company was noted (see for example Accenture,
Serasa and Telemig Institute). This, again, resonates with
the situation in the Philippines, where a number of cases
describe the presence of a strong leader in driving the
enhancement of healthy relations between businesses and
communities. The case of Learner City School provides a
good example of the role of leadership in driving such
initiatives forward.

How can companies learn about
their relationships with communities
through employee volunteers?

The research activities demonstrated the value of creating
communication learning between companies for
encouraging more healthy community-business
relationships. Another important aspect emerging from the
research was that social responsibility in Brazil is strongly
associated with the workforce. Considered to be key
stakeholders, a number of the companies in the Brazil
research — for example Reckitt and Benckiser, Accenture
and Serasa — seemed to be keen to use and develop the
skills of employees through social initiatives.

Organization

Case Title

Case Focus

Accenture

Telemig Celular & Telemig Institute

Consciencia Group

Doctors of Joy: The clown’s art of
generating transformation

Viva Guarulhos
(Long Live Guarulhos)

People Taking Care of People:
Developing employee volunteers culture

Teams of Volunteers in Social
Organizations

Protecting children’s Rights
in Minas Gerais

Corporate Volunteering/
employee involvement

Corporate Volunteering/
employee involvement

Volunteerism and development
in the community

Volunteerism and development
in the community

Corporate Volunteering/
employee involvement

Corporate Volunteering/
employee involvement

Corporate social investment

Volunteerism and development
in the community

Volunteerism and development
in the community

Volunteerism and development
in the community

Volunteerism and development
in the community

Corporate Volunteering/
employee involvement

UN Volunteers and New Academy of Business
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The research uncovered some of the reasons why
employers felt that employee involvement was a valuable
practice. Individuals developed social awareness, allowing
them to act in ways that resonated with the company’s
mission. Relationships across the company seemed to
improve as a result of employee involvement, for example,
across functional groups and up and down the corporate
hierarchy.

SERASA - CASE VIGNETTE

Serasa provides information to give support to
credit and business decision making to financial
institutions. This case described the company
president’s view of the stakeholders. In an inter-
esting transformation of traditional social respons-
ibility perspectives, the company used values to
understand its stakeholders. Normally concentric
circles are used to define stakeholder engage-
ment. This metaphor suggests that the ‘spheres

of influence’ which companies should be concerned
with can be understood in terms of how close,
physically and operationally, stakeholders are to
the company - for example, employees and sup-
pliers near the centre, ‘the environment’ and inter-
national communities further away. This case
suggests a complementary perspective, in that

it might be possible to consider how close the
company and other stakeholders are to each other
in terms of the values they hold. Rather than look-
ing at spheres of influence in terms of which stake-
holders are physically important to you, this per-
spective suggests that it could be valuable to
consider who is close in terms of ethics, attitude
and culture. How might such a perspective affect
the way in which different stakeholders are
engaged?

UN Volunteers and New Academy of Business
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3.2 Ghana Country Summary

UNV Specialist: Joseph Yaw Boateng
Host Institution: Association of Ghana Industries, Accra

In Ghana, the need to improve the relations between
businesses and their host communities and the importance
of citizens and media in fostering this improvement emerged
as clear areas of interest. The research revealed that on the
whole, corporate social and environmental responsibility is
not dealt with as an integrated part of business strategy and
planning. Some Ghanaian companies appear to be moving
away from a ‘minimalist’ towards a ‘discretionary’ corporate
responsibility agenda. The pace of this transformation has
been hindered by a lack of support systems that could serve
as a catalyst in promoting responsible corporate behaviour.

3.2.1 What happened?

The project was hosted by the Association of Ghana
Industries (AGI), a business membership organization that
supports companies in the manufacturing and services
sectors. From his base at AGIl, UNV Specialist Joseph
Boateng noted at the outset a lack of awareness on the part
of Ghanaian companies about the challenges presented by
issues of business-community relations and corporate
social responsibility (CSR) in the country. He also identified
limited literature on the topic in the country. The Ghana
research, therefore, sought to generate sufficient data to
serve as a decision support tool for business, government
and civil society action to enhance business-community
relations and CSR more generally.

The main research methods used in Ghana were survey
questionnaires, face-to-face interviews, observation and
secondary data analysis. These approaches were comple-
mented by the preparation of ten case studies. An overall
emphasis on participatory action research enabled the
UNYV Specialist to undertake in-depth analysis of a
diverse set of findings.

The initial research findings of the project were presented at
a national workshop at the British Council in Accra in
September 2003.

The Ghana follow-up project proposal seeks to create

a centre for entrepreneurial development. The idea involves
providing unskilled, unemployed youths with vocational
training and then providing post-training support services.
In addition the centre would provide production space and
facilities, as well as marketing space. The project aims to
help the newly trained entrepreneurs launch their business
ideas in a commercial setting with some back-up support.
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3.2.2 General summary - drivers, outputs and messages

The development of business-community relations is
gradually emerging as a management concern in Ghana.
Recent developments are visible in many parts of the country,
but the rate of progress is still hard to measure in terms of
concrete frameworks, indicators, reporting guidelines, etc.
Notwithstanding such gaps, business-community initiatives
are progressing steadily, with larger companies and sub-
sidiaries of multinationals setting the pace.

Businesses surveyed noted the following trends and
drivers, which challenge the private sector in Ghana to
enhance its efforts to support business-community relations
and CSR:

e Locational influences: where the concentration of
businesses in a locality encourages companies to be
more socially responsible.

e Protecting or enhancing image: where companies adopt
policies and practices that are sensitive to community
concerns to promote an image of goodwill.

e Parent company influence: where support for business-
community initiatives is heavily influenced by parent
company desire to infuse consistency in corporate
values and policies.

e Intensity of competition: where support for enhanced
business- community relations can become a
differentiation tool in the marketplace.

Table 3.2: Ghana Case Studies?
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The Mining Industry case study explored the
challenges facing mining companies in Ghana
in their efforts to communicate with host
communities. This dilemma is explained in
the following excerpt:

‘Another challenging issue borders on
communication. This is an issue of major concern
because community members who feel cut off
from constructive communication may seek other,
perhaps less constructive means of expressing
their views (e.g., demonstration, vandalism,
sabotage, etc.). In order not to cause mistrust

or inflame opinion, the mining companies must
provide information to the community and must
be willing to receive and consider information
from the community. Information concerning
public health, safety and the environment must
be made readily available. Good community
relations involve listening to the concerns of the
community, not simply getting the message out.
Person-to-person contacts are crucial for good
community relations. Successful community
relations require building positive personal
relationships with key individuals and groups

in the community’

Organization Case Title

Case Focus

Exemplary Social Responsibility or
Compensation for Economic Cost
of Operations?

Becoming a Victim of Your Social
Responsibility: The case of Ashfoam

Aluminium Company®

Competition, the Salt of Business
Community Initiatives

Corporate Social Responsibility Demanding Corporate Responsibility
Movement Is the Key

Corporate social investment Corporate philanthropy

Supporting, promoting and 3 Volunteerism and development
communicating BCR ' in the community

Ignorance as an Obstacle to Employee
Health and Safety Research

Do these Initiatives reflect Community
Expectations

Government-faciliated business-
community relations

Corporate Citizenship
and responsibility

Corporate Citizenship
and responsibility

Prima Woods Missing the Point Corporate social investment 3 Corporate philanthropy
Tema Oil Refinery Enforcement Dilemmas Stakeholding 3 Corporate Citizenship
© and responsibility
Tungteiya Women'’s Group Trading Fairly: The Body Shop and Partnership 3 Volunteerism and development
a Local Women'’s Group ' in the community
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The research in Ghana also revealed various factors that
impede the development of business-community initiatives:

¢ Lack of recognition for good performers: limited
consumer and citizens action to reward responsible
companies.

e Community as minor stakeholder: many Ghanaian
businesses do not perceive host communities as key
stakeholders and lack established formal mechanisms
for community engagement and consultation.

*  Community engagement skills deficit: limited business
skills and competencies required to manage community
programmes effectively and efficiently.

e Regulatory enforcement gaps: ineffective enforcement
of the ‘polluter pays’ principle, a tendency of environ-
mental laws to protect corporate enterprises at the
expense of civil society and existing penalties that do
not act as an adequate deterrent.

* Low public awareness and tolerant social norms: limited
civil society understanding and mobilization about the
nature, extent and impacts of irresponsible corporate
behaviour, particularly related to environmental matters.

Analysis of the various group discussions at the national
workshop revealed that action to enhance business-
community relations in Ghana has been insufficient to date.
Workshop participants indicated that monitoring, preventing
and controlling irresponsible corporate acts require sustained
effort, commitment and collaboration among many groups in
the public and private sectors and involvement of the general
public. They also require support and leadership from the
central government and a willingness to address complex
and sometimes controversial social, environmental and
economic issues.

Some of the key recommendations emerging out of the
Ghana research were as follows:

* Create Public Awareness and Strengthen Social Norms:
mobilize the support of civil society on BCR/CSR
issues as a means of protecting natural resources and
strengthening local communities.

e Build Capacity: particularly at the post-secondary
education level, by integrating social responsibility
issues into business and management courses and also
building the capacity of NGOs to enhance knowledge
and skills in designing, implementing and managing
corporate accountability programmes.

¢ Promote Constructive Corporate Communications:
improve the quality of and access to relevant information
concerning public health, safety and the environment,
making it readily available, and build positive personal
relationships with key individuals and groups in host
communities.

* Develop Award and Recognition Programmes: NGOs
and other civil society groups should initiate recognition

UN Volunteers and New Academy of Business
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and awards programmes to honour companies for good
corporate responsible practices.

* Improve Media Coverage on BCR/CSR Issues: through
sensitization, award schemes, journalism course
development and innovative information sourcing
strategies.

* Advocate for Review of Environmental Laws: NGOs and
community groups should collectively advocate for a re-
view of environmental laws and for the development of
innovative approaches and systems of environmental
regulation.

e Build Business-NGO Partnerships: to overcome
community engagement skill deficits, companies should
develop new partnerships with NGOs.

How can effective demand for responsible
business behaviour be encouraged and developed
in a culturally appropriate manner?

CORPORATE SOCIAL RESPONSIBILITY
MOVEMENT - CASE VIGNETTE

One of the cases explored the development of a
civil society ‘movement’ for corporate
responsibility in Tema, a town of 300,000 on the
eastern coast of Greater Accra. In an area with
significant industrial activity, a coalition of youth
groups came together to see how they might
influence the actions of companies. As the case
noted, people are attracted to the town because
of the promise of jobs, and as a resul, it is growing
rapidly. The movement has been seeking to bring
attention to the deterioration of the social and
environmental conditions of the town, using

a variety of media and public mobilization
strategies.
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3.3 India Country Summary

UNV Specialist: Aparna Mahajan
Host Institution: The Energy and Resources Institute
(TERI), Delhi

In India the research indicated that the tradition of pater-
nalistic philanthropy remains strong. The review of the
literature suggested that business-community relations are
generally non-confrontational in the country. The work also
found that some companies were experimenting with parti-
cipatory approaches in their relationships with communities;
however, this was quite limited. There was a strong emphasis
upon corporate initiatives and involvement in education,
training and healthcare.

3.3.1 What happened?

The project was undertaken by Aparna Mahajan in India
and was hosted by TERI (The Energy and Resources
Institute) in New Delhi. People within TERI have been
developing their response to the corporate responsibility
agenda through various initiatives that include institutionali-
sation of Corporate Awards in Environment Excellence and
Corporate Social Responsibility. This organizational deve-
lopment was a strong influence upon the research
conducted in India.

Given the size of the country and the reach of the private
sector, at the outset it was recognized that the potential

scope of the research was vast and dispersed.

Table 3.3: India Case studies®

3. Country Summaries

Early on, a decision was taken to focus attention upon large
companies. This decision was reflected in the research of
case studies, interviews and questionnaires, as well as the
various activities, such as the national workshop. In these
activities, the main sources of information were large Indian
corporate houses and some multinational companies.
Research attention was also given to the influence of the
non-governmental sector in India upon the quality of relation-
ships between businesses and communities.

One of the follow-up project proposals in India was pre-
pared for a joint project with UNV and other UN organizations,
involving partners from industry, NGOs and government,
focusing on slum upgrading. Subsequently it was decided
that the follow-up project should aim at exploring synergies
with on-going UNV projects in the country, particularly the
ones related to disaster mitigation — bearing in mind the inter-
face between disaster mitigation and upgrading of low-
income areas. The possibility of building such synergies

is currently being explored.

3.3.2 General summary - drivers, outputs and messages

According to the research, 85% of the businesses questioned
agreed that they had a responsibility to the community in
which they were located. 80% of respondent companies
reported to have policies and practices in CSR. The research
also found that many companies are in the process of main-
streaming CSR as an integral part of their business strategy
and operations.

Organization Case Title

Case Focus

Coca Cola India

Indian Farmers Fertilizer
Cooperative

Southern Petrochemical Industries
Corporation (SPIC)

Tata Engineering and Locomotive
Company (TELCO)

The Energy Resources Institute
(TERI)

Social Responsibility Initiatives

Farmer Development, Environmental
Stewardship and social Initiatives

- Social Responsibilties by Infosys
Foundation and Infosys Technologies
Ltd.

Welfare and Research Foundation:
A Step Towards ‘Blue Revolution’

Social Initiatives by MA Chidambaram
Trust and AC Muthiah Trust

Health Volunteers and Education
Initiatives

Promoting Corporate Responsibility in
India

Applying Thought in Schools

Corporate social investment

Corporate Citizenship
and responsibility

Corporate volunteering/
employee involvement

Corporate Citizenship
and responsibility

Supporting, promoting and
communicating BCR

Corporate philanthropy

Corporate Citizenship
and responsibility

Volunteerism and development
in the community

Corporate Citizenship
and responsibility

Corporate Citizenship
and responsibility

UN Volunteers and New Academy of Business
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During the national workshop in India, one
example came from a company that was
concerned about the way managers were treating
their domestic staff.

The company asked managers to ensure that they
treated their domestic staff with respect, care and
attention.

This could be seen as a fairly externally oriented
and low-cost way for a company to work with stake-
holders and corporate interference in private lives.
Yet it is also a subtly attractive expression of em-
ployee involvement. Some of the reasoning for
the programme was to influence the culture in the
workplace. There was an intention to shift the orien-
tation of control and power that many managers
brought to their work.

One of the most striking features of the corporate
landscape in India is the philanthropy of many businesses
across the country. Although this is not a particularly novel
finding (other research has painted a similar picture ), the
India national research report did suggest some of the
reasons for this reality. The research also suggested that
there was a strong weight upon foundations as a method
of delivery of philanthropy and social investment. Again, this
had been noted in previous research’, but through four of
the ten cases — Southern Petrochemical Industries
Corporation, Tata Steel, Lupin and Infosys — we develop an
understanding of this phenomenon. The research noted that
companies are generally understood to have a commitment
to social initiatives and communities but that there is an
absence of conversation regarding how to engage with
communities. The cases offer some more in-depth explora-
tion of how these foundations work in mediating relation-
ships between business and community.

Meanwhile, in terms of formal employee involvement

or volunteering programmes, the research suggested that
there was little evidence of any widespread programmes in
Indian companies. There were some significant instances
and examples, for example the 20,000 employees of the
Tata Group, the work of the Bharatiya Yuva Shakti Trust and
the programmes of various non-Indian companies such as
Citibank, HSBC, Hughes Software Systems, ICl and Voltas.
However, in Indian companies other than some financial
contributions and donations from employees, there seemed
to be minimal service of employee volunteers on a sustained
and planned basis. This contrasts with the strong and
deeply ingrained attitudes towards volunteerism that exist in
many communities in India.

UN Volunteers and New Academy of Business

3. Country Summaries

Another key theme in India was the strong paternalistic
attitude of many large companies towards local communities.
For the various philanthropic actions of the companies and
their foundations, the presence of leadership and figureheads
was a strong theme. Similarly, the strong emphasis upon
initiatives in the fields of education and health could be seen
to reflect an attitude of care and concern towards the local
communities in which companies have been operating.

What is the relationship between the type of control
and leadership used within a company and the way
in which companies and communities engage
with one another?

A possible relief to this perspective can be made from
developing some understanding of citizenship in India.

A number of symbolic struggles have taken place between
local civil society and business — for example, the Chipko
movement in the early 1970s and more recent movements
such as Narmarda Bachao Andolan. Although these move-
ments have not been translated into the kind of consumer-
based activism seen in the West, they do show that there is
a strong emphasis upon activist volunteerism in the
community.

There may be many connected reasons for this difference —
from an assessment of levels of consumer wealth and choice
to deeper considerations of the role of materialism in giving

meaning to personal, family and community life.

BRITISH COUNCIL AND NEW ACADEMY
OF BUSINESS - PARTNERSHIP VIGNETTE

One of the key recommendations that emerged
from the participants during the national work-
shop was the need to develop capacity for foster-
ing responsible business practice across different
sectors and within different regions of the country.
The national workshop involved collaboration
among TERI, UNV/UNDP, the New Academy of

Business and the British Council. One of the direct
outcomes of this event was the decision by the
British Council to collaborate with the New Academy
on delivering a training event for managers.

This project has now developed into a complete
package in which the New Academy and the

British Council will develop training capacity for
corporate social responsibility through its network
of offices in 100 countries worldwide.
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3.4 Lebanon Country Summary

UNV Specialist: Lubna Forzley

Host Institution: United Nations Development Programme,
Beirut

The outcomes of the research and promotion work in
Lebanon showed limited awareness and understanding of
business-community relations and the benefits the field brings
to corporations and communities. A specific focus of the
action research in Lebanon was the promotion of employee
volunteering and strategic partnerships in various Lebanese
and global companies.

3.4.1 What happened?

In Lebanon the project was housed within the local country
office of United Nations Development Programme (UNDP)
in Beirut. When the project was embarked upon, the aware-
ness of issues concerning the relationship between business
and communities in Lebanon was limited in formal debates
and research. In addition, a limited degree of practical know-
ledge was available. Unlike most other project countries, no
readily apparent host organization could offer specific
support in the field of society and business.

As a result of this and the specific energies of Lubna Forzley
(UNV Specialist working on the project), considerable effort
was directed towards developing and disseminating infor-
mation about the relationships between businesses and
communities. During July 2002 a national workshop was held
in Beirut. Eighty-two media articles were written about the
project in a variety of newspapers, magazines and print media.
The project also managed to attract attention from the tele-
vision media and was reported on 11 occasions in the tele-
vision news. Alongside this, a series of workshops, focus
discussion groups and one-on-one interviews with busi-
nesses, government agencies and other actors were facili-
tated. These discussions were held with the staff of some of
the companies involved in the case studies, as well as with
members of the media and advertising industries and UN
agencies. A survey of local NGOs was also conducted. A
team of local volunteers facilitated much of the intensity of
this work and helped Lubna Forzley throughout the course
of the project.

Two follow-up proposals were developed in Lebanon. The
main project proposal targeted private-sector organizations
as a pilot and a stepping-stone for other long-term, strategic
programmes for UNV. The central focus was the development
of a local corporate volunteering model, called ‘In-corporate
Volunteerism (ICV), to involve the private sector with social
development challenges. ICV is a Lebanese national initiative
that aims to promote volunteering through corporate social
responsibility; the Ministry of Economic and Trade has already
adopted the ICV concept. This project intends to build upon
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the lessons learned through the Enhancing Business-
Community Relations project. Initiatives jointly implemented
by the business sector and the Ministry of Economy and Trade
with UNDP'’s support, are aimed at bridging gaps and forging
strategic multi-stakeholders partnerships. Many components
of this proposal will be re-visited by UNV/UNDP Lebanon in
2004-2005 through the new national initiative ‘Promotion of
Local Governance in Lebanon’, as a complementary project
to the Government of Lebanon's efforts. A Private-Public
Partnership component of this second proposal was a pilot
modelling of the first proposal.

3.4.2 General summary - drivers, outputs and messages

The project identified a vibrant tradition of philanthropy in
the country connected to the presence of strong family ties.®
This aspect of the Lebanese cultural landscape can also be
linked to impacts of the 17-year civil war. In the reconstruction
efforts that emerged in the country following the end of con-
flict in 1989, a number of companies built upon the traditions
engendered through family and community ties during the
war by way of philanthropic giving. Whilst the post-war re-
construction effort has some parallels with the post-apartheid
era in South Africa, it is interesting to note the different
extent to which businesses have formalized their relation-
ships with communities through social investment,
employee involvement or partnerships.

The discussion groups that were conducted

in Lebanon created some interesting learning
points for the project. For instance, Lubna sug-
gested, ‘During the focus group discussion that
was held at UNDP, media representatives confirmed
that indeed they needed to enhance their accounta-
bility and transparency standards and become
more personally involved in community develop-
ment practices and providing more coverage of
the field: As well as highlighting the troubled and
troubling issues of transparency and accountability,
the shared nature of the media discussion groups
(as opposed to one-on-one interviews) allowed
the quality of discussion to be opened. Thus, as
well as the raising specific themes, the project
created novel space for shared reflection within
various communities, such as media, UN agencies
and the advertising industry. Are there other possi-
bilities for UNV to foster sector-wide discussion
to support development goals?

In contrast to some of the other countries in the project
(particularly Ghana) the cases in the Lebanon research
focused upon companies and their perspectives, rather
than upon the relationships between communities and
companies. In some ways, this attention towards what
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Table 3.4: Lebanon Case Studies °
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Organization Case Title

Case Focus

France Telecom Mobile Lebanon
(FTML)

Multi-Stakeholder Partnership for
Development

Generations Programme and Corporate
Volunteerism

Lebanese Broadcasting
Corporation International (LBCI)

Media Role of the Media in Corporate Social
Responsibility and Sustainable
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, Development in Lebanon |
Mimosa Workforce Diversity

Office of the Minister of State for
Administrative Reform (OMSAR)

Bank Saradar Saradar Information Technology
Programme
Schtroumpf Environmental Responsibility in a Small

Enterprise

Societé National d'Assurances
(SNA)

Tera Pak East Med Captain Mike School Feeding Marketing
Programme

Corporate volunteering/
employee involvement

Corporate philanthropy

Corporate volunteering/
employee involvement

Supporting, promoting and
communicating BCR
Supporting, promoting and
communicating BCR
Corporate Citizenship Government-faciliated business-
and responsibility community relations
Government-faciliated business-
community relations

Corporate citizenship
and responsibility
Volunteering and development in
the community

Cause-related marketing Corporate social investment

businesses are doing and could be encouraged to do,
reflects the emergent nature of action by companies to
demonstrate their wider contributions to social and
environmental conditions in Lebanon. The examples
covered a diverse set of practices, from the social
investment and philanthropic activities of Banque Saradar
and Societé National D'Assurance to the employee
involvement activities of FTML and Schtroumpf.

Throughout the course of the research, companies were
encouraged to think beyond traditional forms of philanthropy
— best illustrated perhaps by the fundraising efforts of
Lebanon Broadcasting Corporation International. The sugges-
tion was that companies could consider more strategically
aligned work, such as that of FTML, a local operating com-
pany of the French telecommunications firm, which has
involved staff in the company’s ‘Generations’ programme
for delinquent, abused and disabled children.

What is the relationship between the type of control
and leadership used within a company and the way
in which companies and communities engage
with one another?

Although Lebanon does not have a fully established
business-community relations institution to further develop

UN Volunteers and New Academy of Business

the field, an encouraging sign is that the majority of
Lebanese and multinational organizations have a history

of supporting their communities through philanthropic cash
and in-kind donations. Many do so on a low-profile basis
because they strongly believe in contributing to the develop-
ment of their communities. In her work, Lubna Forzley argued
that companies could be encouraged to engage in more
strategic types of activity when relating to communities,
suggesting that the possibilities for partnership were signi-
ficant. Through these partnerships, companies can tap into
the desire for reconstruction and the attitudes that create
strong family ties to nurture a culture of volunteerism in the
community. In part, the project went a considerable way to
facilitating such linkages between sectors, creating momen-
tum, interest and energy for the development of cross-sector
partnerships in Lebanon.

The recommendations in the national research report
included the establishment of a centre to link businesses
and communities together. In addition, the report suggested
that UNV could take on the role of a partnership broker to
develop the field of corporate volunteering. Other more
specific recommendations were grouped by sector, namely:
companies, NGOs, media, advertising and UN agencies
and, finally, government institutions.
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‘GO GREEN' — PARTNERSHIP VIGNETTE

The ‘Go Green’ partnership, an environmental
awareness programme, was implemented over
five months in 2002 in Lebanon. It was initiated as
part of the research process by Schtroumpf -

a local restaurant chain - and supported with
collaboration from UNDP/UNV, FTML, Coca Cola
and Tetra Pak East Med.

The programme interlinked a number of
awareness-raising activities with more direct
environmental and educational actions, involving
staff from businesses, local communities and UN
agencies. For example, an awareness campaign
within universities was complemented by an

environmental contest, in which students were
invited to devise environmental projects in the
fields of engineering and communication.
Targeting close to 20,000 students in major
universities across Lebanon, 200 projects were
submitted and a total of US$11,000 was
distributed in awards. The partnership was
completed with an environmental regeneration
project, in which employees of the ‘Go Green’
partners volunteered to help clean up an area of
Nahr Ibrahim river.

The programme was replicated in 2003, and we
regard this as an indicator of the success of the
partnership development.

UN Volunteers and New Academy of Business
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3.5 Nigeria Country Summary

UNV Specialist: Leonard Okafor
Host Institution: United Nations Development Programme,
Lagos

The work in Nigeria indicated that issues concerning the
presence of large multinational oil companies in the country
have affected the way companies relate to communities. In
particular, the legacy of community neglect and ecological
disasters in the oil-rich Niger Delta has made engagement
problematic yet necessary. Despite the attempts of oil com-
panies to re-engage with host communities, the social re-
sponsibility practices of other businesses remain limited.
The research analysed the situation by focusing on the
sustainability of these practices and how they have helped
build capacity in host communities. Another feature of the
research was the limited practice of volunteerism in formal
organized activities, despite being a concept that is deeply
embedded in the local culture.

3.5.1 What happened?

As in other countries, the project in Nigeria existed at

a number of levels simultaneously. Whilst Leonard Okafor
collected secondary data through reading of literature,
articles and website surveys, he also developed primary data
through research interviews and meetings with companies.
At the same time, he worked on bringing new energy to
specific business-community engagements through the
formation of a partnership and organization of a

national workshop.

Three main questions were formulated that helped to
guide the work in Nigeria:

1. What is the private sector perception of corporate
responsibility and state of corporate citizenship in
Nigeria? The research examined and attempted to
establish trends on how corporations operating in the
country perceive and practice corporate responsibility.

2. Business and communities — partners or mutual
antagonists? The research sought to explore how
stakeholders perceive each other’s involvement.

3. What is the role of government in Nigerian business-
community relations? This aspect of the research tried
to determine the role that government could play in
facilitating responsibility in business.

From the work in Nigeria, one follow-up project proposal
has been successfully developed involving Elf Petroleum
Nigeria Limited (EPNL), a subsidiary of oil company Total.
The company requested the UN Volunteers Programme to
support its attempts towards a more meaningful involvement
with host communities. Activities in this direction commenced
with an initial stakeholder workshop in October 2002,
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where the UN Volunteers led other UN agencies to facilitate
discussions. At the time of writing, discussions are ongoing
with regards to the exact nature of the partnership between
UNV and EPNL. UNV Specialist Leonard Okafor is playing
a key role in facilitating this emerging partnership on the
ground in Nigeria.

3.5.2 General summary - drivers, outputs and messages

The types of initiative described in the case studies indicate
that there is recognition of the need to build capacity within
businesses, communities and NGOs so that the dominant
culture can be transformed into a more inclusive one. For
example, the case on the German development organization,
GTZ, explored the attempts to develop abilities for conflict
management and to cultivate attitudes of social integration
amongst youth within oil-producing communities. The em-
phasis upon youth and training was echoed in the case

of Fate Foundation, which described the attempts to offer
mentoring services to young, aspiring entrepreneurs, and
that of Schlumberger (an oil services company), which has
developed a social investment programme for training
individuals so that they can work for the company.

The presence of the oil sector is legendary in Nigeria.
What mythic forces might this exert upon the ways in which
businesses and communities relate to one another?

Table 3.5: Nigeria Case Studies "

3. Country Summaries

As well as the two other cases on the oil industry —
Chevron Texaco and Elf Petroleum — a substantial stream
of discussion in the national workshop focused on the oil
industry’s relationship with various local communities.

The theme of government involvement was the source of

a network of ideas and issues that emerged in the research.
For example, the type and level of presence of government
in the oil-producing regions was one of the important in-
fluences upon the quality of relationships that were found

to exist between communities and business. The lack

of a significant administrative presence in the region was
contrasted with the role of government organizations as
operational/economic partners in the oil industry. The national
workshop, held in the capital Abuja, seemed to highlight this
notion through the limited participation of government. Thus,
the Nigerian research raises some valuable questions regar-
ding the leadership of government in promoting responsible
business practices, which may have relevance for some of
the other project countries, such as India and Ghana.

Another governance-related influence upon the condition of
business-community relations in Nigeria is the presence of a
military regime in the country for 28 years since independence
in 1960. The research suggests that this presence has had
an effect of ‘enthroning dictatorship in all structures’ The
implication is that this has influenced the culture in which
organizations and groups relate to one another.

Organization

Case Title

Case Focus

Alternative Trade Network
of Nigeria

Gesellschaft fur Technische
Zusammenarbeit (GTZ)

Olashore International School, lloko
liesa and Lead Bank

Elf Petroleum

Empowering Disadvantaged Groups
through Fair Traded

Empowering Communities through
Education

Stakeholder Engagement: What is the
ideal approach

Corporate Volunteerism and Philantropy:
A Can Day

Enhancing the Quality of Stakeholders’
Involvement through Development
Assistance

In Support of local Content in the
Oil Industry

Promoting a Local Plan of Action for
Disabilities through Volunteerism

Business-Community Relations
Practices of Elf Petroleum Nigeria

Limited in Oil Mining Lease 58

Stakeholding

Corporate volunteering/
employee involvement

Volunteerism and development in
the community

Volunteerism and development in
the community

Volunteerism and development in
the community

Corporate social investment

Volunteerism and development in
the community

Corporate volunteering/
employee involvement

Volunteerism and development in
the community

Corporate Citizenship
and responsibility

Stakeholding

UN Volunteers and New Academy of Business
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The recommendations take due consideration of this. One
of the recommendations in the national research report is
for a comprehensive corporate governance framework that
would be crucial for the delivery of responsible citizenship.
Leonard Okafor noted that this cannot be attained without
the effective leadership and participation of government.
However, he cautioned, ‘The right framework for corporate
responsibility by government must de-emphasize coercion
and banal legalities because these frameworks have long
existed but never guaranteed compliance. Instead, heavy
reliance must be placed on advocacy and leadership for
companies to see and appreciate the business case for social
responsibility through demonstration, incentives and other
avenues that promote self-regulation!

Leonard’s research raises a very interesting
question regarding the relationship between the
visions of corporate citizenship that are constructed
in corporate headquarters and the way in which
the visions are interpreted and enacted locally.

As he stated in the national report: ‘As companies
begin to appreciate the business case for corporate
responsibility, in terms of community empower-
ment and operating in a hitch-free environment,
they would begin to evolve and further solidify
strategies for sustainable development. One
critical snag...however, is a growing disconnect
between global corporate vision and local
managers’ mission and interpretation of that vision?
This issue will determine the success of most sus-
tainable development programmes being adopted
by multinationals. How might volunteerism in the
community and company help to bridge such gaps?

UN Volunteers and New Academy of Business
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ELF PETROLEUM- PARTNERSHIP VIGNETTE

The action research framework for this project
offered local researchers opportunities to engage
directly in creating new action as a source of
learning and research. In this frame, the project in
Nigeria encompassed an emerging partnership.

As a result of the initial scoping work for the case
study research, EIf Petroleum requested the support
of UN Volunteers Programme in forming strategies
towards a more meaningful involvement with the
company’s host communities. After subsequent
discussions, an initial stakeholder workshop was
facilitated by UNV and other UN agencies in
October 2002. The national report described this
engagement in some more detail; however, one
comment from the document suggests the type of

learning that has been fostered through this process:

‘Stakeholders must intermittently pause to reflect
on approaches and systems, to enquire, whether
they address the issues of their involvement, or

whether they are getting involved in a beaten track.

The failure of development assistance is the pen-
chant for...trying to repeat what has been done
elsewhere without recourse to previous impacts
and present local conditions - for the simple
reasons of rigidity, bureaucracy and a lack of drive
for innovation!
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3.6 Philippines Country Summary

UNV Specialist: Charmaine Nuguid-Anden
Host Institution: Philippine Business for Social Progress,
Manila

The experience of the research and action in the Philippines
suggested that business responsibility towards various com-
munities is advanced in many areas. Large companies are
involved in diverse and progressive practices, often integrated
into core business activities to ensure sustainability for both
business and community. Two key themes of the research
were corporate-community partnership in the context

of volunteerism and state and civil society interventions

in business-community relations.

3.6.1 What happened?

The project was hosted by Philippine Business for Social
Progress (PBSP), a corporate-led foundation that promotes
business-sector commitment to social development. Here,
Charmaine Nuguid-Anden, the UNV Specialist, used the
experience and background of PBSP and set out to focus
upon three areas:

1. Government influence on corporate social responsibility.
2. The community and civil society: stakeholder or
beneficiary?

3. Country Summaries

The initial review of literature included the findings of a
2001 scoping survey conducted by the American Chamber
of Commerce and PBSP on Employee Involvement. At the
same time, the case research analysed the efforts of three
major sectors (government, business and civil society),
employing a mixture of key informant interviews, focus-
group discussions and document analysis.

Aside from the case writing and research, a survey was con-
ducted to examine the effectiveness of current government
incentives towards the promotion of socially responsible be-
haviour of companies. The initial research findings were pre-
sented to the Asian Forum for Corporate Social Responsibility,
coordinated by the Asian Institute of Management in Manila
in July 2002.

Various different follow-up proposals were initially
discussed. Subsequently, a local consultant has been hired
in order to develop a specific proposal related to the con-
struction sector. The idea is to bring together a pool of
construction companies to support the upgrading of low-
income settlements. At the time of writing, the consultant is
currently negotiating with the companies concerned.

3.6.2 General summary - drivers, outputs and messages

The national research report explored four key drivers:

3. Organized business involvement: PBSP as model of 1. Societal demand and market forces,
CSR/Corporate Citizenship in the developing world. 2. Government as external agent,
3. Societal demand as articulated by civil society,
4. Corporate interests.
Table 3.6: Philippine Case Studies "
Organization Case Title Case Focus

CEMEX with a Heart: A Holistic
Approach to Community Development

Save the Barako Bean: The Philippines
in the Coffee Belt

Philippine Business for Organized Advocacy for Corporate
Social Progress Citizenship

Quezon, Department of Trade and Kapihan sa QUGZOH Programme;
Industry and Nestlé A Partnership towards Community
Development

Silangan Mindanao Exploration Building Community Partnerships:
Corporation The Community Technical Working

Group Experience

Open Source/Star Office Training
Volunteering Case

Unilever and Department of Trade Growing Cucumbers

and Industry

Corporate social investment Stakeholding

i
' Corporate volunteering/
' employee involvement
|
)

3 Corporate Citizenship

+ and responsibility
Corporate volunteering/ 3
employee involvement !

Supporting, promoting and 3 Corporate Citizenship
communicating BCR + and responsibility

3 Government-faciliated business-

' community relations

3 Corporate Citizenship

© and responsibility
Corporate volunteering/ 3
employee involvement !

Partnership ' Government-faciliated business-
' community relations

UN Volunteers and New Academy of Business
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Other interesting forces affecting the quality of business-
community relations in the Philippines were identified as the
role played by a widening gap in income distribution between
the rich and the poor, the state of basic social services, and
the link between poverty and religious strife. With a largely
Roman Catholic outlook, historically there has been a philan-
thropic and paternalistic attitude of power-holding elites
towards social responsibility. Some of this influence possibly
can be observed in the examples from the case studies where
employee involvement and volunteerism related to the busi-
ness has been noted (see for example three cases on Davao
Light and Power, Petron and Sun Microsystems). The case
on Philippine Business for Social Progress (PBSP) also
considered the lessons learned from PBSP and its Centre
for Corporate Citizenship, providing valuable learning about
the role of organizations that promote and support
responsible business practices.

How does the structure and form of organizations
that are set up to promote responsibility in business affect
the types of activities that are advanced in a country?

Though still mostly within the purview of larger companies,
smaller companies have begun to ‘professionalize’ their
community relations’ practices by entering into partnerships
with communities or civil society groups. Even in the face of
constant economic challenges over several decades, cor-
porations often consider social responsibility an investment
and not just a cost of doing business. For example, the poor
quality of infrastructure in several areas of the country has
been interpreted to contribute to the high cost of business
and development. In the national research report for the
Philippines, the authors argued that business has had to
respond to these conditions by engaging in social- and
economic-development-related activity.

Three case examples from the project explored the relations
between business and government in contributing to local
economic development of communities, which might help to
understand the responses of business to this phenomenon:
‘Growing Cucumbers’, about the Department of Trade and
Industry’s (DTI) work with Unilever and RamFoods; the
‘Kapihan sa Quezon Program’, exploring DTI's community
development initiative with Nestle; and ‘Community Technical
Working Group', about the government-facilitated community
relations work for Silangan Mindanao Exploration Company.
Together, these cases led to the reminder in the research
report that ‘Community relations is a long, drawn-out pro-
cess and companies do (but sometimes forget to) recognize
this by viewing it as an investment with a relatively uncertain
timeframe’.

UN Volunteers and New Academy of Business

3. Country Summaries

An interesting idea coming from the research con-
cerned the contribution of employee volunteering
to the relationship between Filipino companies and
communities. In addition to reputational and staff
development benefits, the research noted that some
types of employee volunteering were able to offer
valuable avenues for risk management. For example,
engagement within the community through volun-
tary dialogue groups has afforded some company
staff in the Philippines an ability to understand
better the communities that they interact with. This
in turn has implications for the quality and timeli-
ness of information received about the company’s
ever-changing operating environments. This type
of reasoning about volunteering is challenging for
those who view such voluntary practice as con-
cerned less with functional reasoning and more
with opened-ended notions of spirit.

The national research report concluded with recommended
action points:

* Improve the quality of stakeholders’ engagement through
six features of successful engagement.

* Enhance the role of government, including the suggestion
that government could accelerate the process of em-
powering local government to assist in promoting the
practice of CSR among businesses in its territory.

* Maximize volunteerism as a strategy for enhancing business-

community relationships, such that ‘One of the UNV's
biggest roles is to catalyze the discourse and work towards
promoting the ‘reciprocity’ aspect of volunteerism’.

* Ensure the effectiveness of engagements between
businesses and communities through enabling factors,
such as promoting corporate champions for CSR,
measurement and reporting.

‘SAVE THE BARAKO' — CASE VIGNETTE

There are four coffee bean varieties: Arabica and
Robusta (the two most popular) and Liberica and
Excelsia. The high demand from large corporations
for Robusta coffee had shifted most coffee pro-
duction in the Philippines to this variety. However,
as corporations buy the crop at the prevailing low
world price, coffee farmers have begun to shift to
other crops, and some have chosen to sell off their
lands. Meanwhile, demand for the ‘Barako’ - the
Philippine variety of the Liberica - has fallen. The
case explored the attempts of the Figaro Coffee
Company - a retail company - to establish a foun-
dation that would boost coffee production of the
local Barako variety, aid local family farmers and
create demand for the local coffee.
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3.7 South Africa Country Summary

UNV Specialist: Jean Niyonzima
Host Institution: African Institute of Corporate Citizenship,
Cape Town

The work in South Africa suggested that the culture of cor-
porate community involvement and corporate social invest-
ment (CSI) is well established. This culture has evolved over
time from a simplistic philanthropic approach to a more inte-
grated corporate citizenship and more pro-active sustainable
development approach. The process is driven by a combi-
nation of regulatory measures, social needs and market
forces. The research indicated that pursuing this agenda
will require organizational transformation to move companies
from a defensive stance of risk management and philanthropy
towards the integration of social and environmental perfor-
mance imperatives in all aspects of organizational activities.

3.7.1 What happened?

Jean Niyonzima sought out three ways of exploring
business-community relations: consulting historical records;
seeking input from people through interviews, discussions
or questionnaires; and observation of behaviour in workplaces,
meetings and conferences. The location of the project within
the African Institute of Corporate Citizenship was a valuable
resource, allowing him, for example, to attend breakfast
meetings with companies. During the research, he also con-
sulted members of businesses through organizational visits
and had discussions with NGO representatives and
community-based groups.

Additional information on business-community relations

was collected through observation and listening to various
speakers in workshops and conferences. These included
the Local Economic Development Exhibition, Simon Zadek's
workshop on Accountability and Social Auditing, the First
African Corporate Citizenship Convention, the Charities Aid
Foundation Briefing on Employee Involvement and Amalga-
mated Banks of South Africa’s (ABSA) Annual Employee In-
volvement events. In addition, a specific workshop related to
the research project was held in Johannesburg in April 2002.

Jean analysed the work of the project according to a variety
of criteria. For example, he considered the employee involv-
ement programmes of companies through the lens of the
principles of excellence in community services established
by The Points of Light Foundation, a US-based non-profit
organization devoted to promoting volunteerism.

The South Africa follow-up proposal is centred on
HIV/AIDS in the country. The main partner is Charities Aid
Foundation Southern Africa, one of the project case studies.
There are good corporate practices with well thought stra-
tegies that can be promoted and yield a significant impact

UN Volunteers and New Academy of Business
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in the fight against HIV/AIDS together with poverty
alleviation. The proposal aims at bringing together a group
of private companies to implement such practices via
corporate volunteering programmes.

3.7.2 General summary - drivers, outputs and messages

The drivers for business-community relations that were identi-
fied in South Africa can be grouped into three categories:

1. Government legislation — the government policies of
black empowerment, the Employment Equity Bill and
Skills Development Act are among the factors that
continue to define the nature and extent of business-
community relations in South Africa.

2. Societal needs - the legacy of apartheid has created an
estimated ten years time lag in social service delivery.
The government has called upon businesses to get
involved in the transformation and development of the
country, while civil society organizations, such as
Charities Aid Foundation, advocate greater corporate
community involvement.

3. Market forces — the release of the King Commission
Report Il, as well as the introduction of the Social
Responsible Investment Index on the Johannesburg
Stock Exchange, are among the market forces driving
the practice in South Africa. Other market drivers
include overseas listing by some South Africa multi-
nationals and supply chain issues.

The motives for corporate community involvement vary from
one company to another. However, most companies affirm
that they are motivated by the desire to become more socially
responsible and contribute to the national reconstruction
objectives. On the other hand, the views and perceptions
of non-governmental organizations contrast sharply with the
business motives for engaging with communities. A 2001
survey conducted by Vanessa Rockey'? indicated that most
NGOs rank corporate profiling and tax deductibility incentives
as the top two priorities for business interactions with
communities.

Companies engage in a variety of practices for enhancing
business-community relations in South Africa. The level of
pure philanthropy and funding of community-based projects
is considerable. There are also numerous examples of cor-
porate volunteering and deeper partnerships with civil, pro-
fessional and non-profit organizations. According to the CSI
Annual Handbook for 2001, 51% of corporate contributions
were in cash, while in-kind and time contributions accounted
respectively for 27% and 22%.

In recent years, the approach to business-community
relations has changed, with companies becoming more
focused and strategic. This has resulted in the creation of
support organizations, such as the African Institute of
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Table 3.7: South African Case Studies "

Organization Case Title Case Focus

African Oxygen (AFROX) Community involvement Process Corporate volunteering/
employee involvement

Corporate social investment

Amalgamated Banks of South Afrcia | Employee community involvement Corporate volunteering/ 3 Corporate social investment
(ABSA) programmes employee involvement !
BHP Billiton Matched Giving Programme Corporate volunteering/ Corporate philanthropy

employee involvement

Blue Pepa Communication (Pty.) Ltd. | The Role of Small and Medium Corporate social investment 3 Corporate volunteering/
Enterprises in Promoting Business- ' employee involvement
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, Community Relations _____________ |
Board of Examiners (BoE) Corporate Citizenship Corporate volunteering/ 3 Corporate social investment
and employee involvement employee involvement !
CAF Southern Africa Promoting Employee Community Supporting, promoting and 3 Corporate volunteering/
Involvement communicating BCR ' employee involvement
Electronic Data Systems (EDS) Global Volunteer Day Corporate volunteering/ Corporate philanthropy

employee involvement

Piuck’s n Pay HIV/AIDS Programme Corporate social investment ' Corporate Gitizenship
' and responsibility
SABMiller Corporate Citizenship Reporting Corporate Citizenship Stakeholding

and responsibility

Telecommunications Company ' Developing Sustainability in a Business |  Corporate social investment ' Corporate Gitizenship
Context © and responsibility
Corporate Citizenship and the Corporate Citizenship The main emphasis of the cases was upon employee invol-
Centre at the University of South Africa. vement (or corporate volunteering). Five of the case studies

focused mainly on employee involvement, while others look-
ed at reporting, the role of non-government organizations,

Businesses and NGOs in South Africa have had small and medium enterprises and CS| more generally. The
difficulties working together. Reasons cited by research revealed that corporate employees can and should
business include: play a leadership role in the transformation process by building
Too many proposals, relationships with various stakeholders, including the
Requests for operating costs, community.
Duplication of activities,
High turnover of NGO staff, A one-day workshop was organized in April 2002 to deepen
Request for long-term commitment, the inquiry into business-community relations and frame the
Lack of understanding of corporate programmes, research questions. It was noted by community representa-
Insufficient evaluation and monitoring, tives that activities by companies in the community were still
Insufficient publicity. concentrated in urban areas. The roles and responsibilities
of non-government organizations (including building capacity,
NGOs cited difficulties such as: transparency and accountability) were raised. Participants
Delays in replying to proposals, also indicated that there was no visible impact of the social
Need to cover operating costs, investment made by business and that some projects lacked
Difficulties in establishing funding criteria, focus. The workshop recommended a number of options to
High turnover of company staff, enhance relations between businesses and communities,
Need to gain long-term commitment, ranging from providing financial incentives for companies to
Lack of understanding of NGOs’ work and investing in community engagement, developing employee
community needs, involvement, involving industry leaders and creating competi-
Lack of involvement in projects, tion among companies. It was generally believed that
Excessive marketing requirements. employee involvement/volunteering would greatly benefit

business-community relations.

Why are many of these difficulties parallel to each

other? How might an attitude of volunteerism The lessons learnt from South Africa indicate that business-
contribute to resolving these problems of mutual community relations are becoming integrated into broader
understanding? corporate strategies.
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How might employee involvement and
corporate volunteering contribute to the role
of businesses in mitigating and preventing the impact
of HIV/AIDS in South Africa?

There is growing attention to corporate volunteering and
employee involvement as a way of leveraging philanthropy.
This constitutes both an opportunity and a challenge for
companies, employees and non-governmental organiza-
tions. Organizational transformation within companies

is needed to enable these programmes to succeed. NGOs
will also need to develop an understanding of the benefits
of corporate volunteering as a means of helping them

to achieve their development objectives.

One of the recommendations from the national research
report was for businesses to explore the potential role of
employees in promoting corporate citizenship. The report
added that a challenge for employees is to play a leadership
role in the organizational transformation process and
strengthen business-community relations.

3. Country Summaries

CORPORATE ACCOUNTABILITY — CASE VIGNETTE

SABMiiller produced its first corporate citizenship
report in 1998 when the company was known as
South African Breweries. Since then, the report
has been produced annually and circulated to
some 37,000 stakeholders. In a 2001 survey of
global sustainability reporting by UNEP and
SustainAbility, SABMiller (then SAB) was ranked
20th in the world. SABMiller is currently ranked
9th in the world, receiving top scores in economic,
social and ethical fields and considered an
industry leader in overall management quality,
including corporate governance. Following the
integration of Miller Brewing Company in 2002,
SABMiller published its sixth annual (re-named)
Corporate Accountability Report in mid-2003. The
Board has a Corporate Accountability and Risk
Assurance Committee to lead the governance
arrangements which help to ensure that the Board
and senior management implement the group’s
mission, values and guiding principles.
SABMIller’s experience is part of a trend by a
growing number of South African-based
multinationals to demonstrate their corporate
accountability by contributing to the development
of global best practice models and tools.

For access to these cases studies, please visit:

www.new-academy.ac.uk/researt i i pag
For access to these cases studies, please visit:

>

www.new-academy.ac.uk/research/busi i pag

The company concerned requested that the case study not be published with the
company’s name identified.

The company concerned requested that the case study not be published with the
company’s name identified.
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See, for example, Kumar, R, Murphy, D F and Balsari, V (2001) Altered Images:
The State of Corporate Responsibility Poll, TERI, New Academy of Business

See, for example, Kumar, R, Murphy, D F and Balsari, V (2001) Altered Images:
The State of Corporate Responsibility Poll, TERI, New Academy of Business
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12 Rockey, V (2001) The CSI Handbook 2001, Fourth Edition, Trialogue Publications,
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14 The company concerned requested that the case study not be published with the
company’s name identified.
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Practices for Enhancing
Business-Community Relations

UN Volunteers - Jean Niyonzima, Aparna Mahajan, Joe Boateng,
Leonard Okafor and Roberto Felicio at Initial Orientation Workshop,
Bristol, UK, September 2001.

In this chapter we present an overview of some of the key
practices identified in the research as contributing to the
enhancement of business-community relations in the seven
project countries. There was a considerable variety of ways in
which businesses and communities sought to enhance their
relations and contribute towards development. This section
highlights the more dominant or relevant practices emerging
from the research in the seven countries.
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Over the past thirty years, a growing field of practice and
inquiry has emerged particularly in Western Europe and
North America related to corporate community involvement
(CCI) and business-community relations more generally.
While the UNV-New Academy project has illustrated a long
history of business-community relations in Southern countries,
much of this experience remains invisible within Northern
practitioner and academic circles. When we launched the
project in 2001, we noted the limited knowledge and aware-
ness at the international level about the extent to which
business-community relations are being strengthened in
Southern countries. The project, therefore, offered an oppor-
tunity for UNV, New Academy and our partners to give
greater voice to the recent experience of business-community
relations within the context of local development processes
in the seven project countries.

One of the key aims of the research was to explore
practices for enhancing business-community relations through
action research. As noted earlier, the research process has
encompassed national overviews of existing practices,
development of case studies, promotion of partnerships
and international exchange of experiences.

Numerous practices can be situated within the broad
framework of business-community relations. If we move
beyond the narrow Northern CCI framework, business-
community relations could encompass formal and informal
initiatives that may emerge from within individual companies
or community groups, or via the joint efforts of various indi-
viduals and organizations. Business-community relations
could also include adversarial interactions between compa-
nies and host communities. Business-community conflict
has the potential to be a necessary precursor to collaboration
as it provides space for the parties to articulate their
respective expectations and aspirations.

Four broad areas of practice have emerged from the research
as key catalysts for enhancing business-community relations
in Southern countries:

Corporate philanthropy and social investment,
Volunteerism,

Engagement,

Corporate citizenship and responsibility.

PN~

In addition to these four general categories, a number
of other ways for enhancing relationships between
businesses and communities were identified, including
cause-related marketing and government-facilitated
business-community relations.

In the following sections, we explore each of the practice

areas in turn, with specific reference to case studies and
examples from the seven project countries.
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4.1 Corporate Philanthropy and Social Investment

Business philanthropy and charitable giving have a long
tradition in the practices of companies across the globe.
European businesses in the Middle Ages made substantial
donations to orphanages, education, the arts and other
social causes at a time when commercial activity was not
held in high esteem.” Forms of corporate philanthropy
continued to thrive with the emergence of the Industrial
Revolution, with philanthropists in many different parts of
the world promulgating the idea of ‘enlightened self interest.
In addition to providing workers with housing, their philan-
thropy extended to a range of public and social buildings,
such as churches, shops, parks and hospitals. Employer
provision of welfare benefits and wider social amenities was
seen as one of the means of attracting and retaining workers.
For example, Jamsetji Tata, the founder of the Tata Group of
companies in India, combined industrial innovation with
worker welfare in the 19th century. In addition to introducing
health and safety measures to his factories, he launched a
pension fund in 1886 and an accident compensation scheme
in 1895.2 Such industrial philanthropists recognized the
relationship between long-term profitability and the health
and welfare of the local communities where their
businesses were located.

In the context of more recent practices and conversations
about corporate social responsibility, practitioners and aca-
demics pose questions about how philanthropy can be con-
sidered through the lens of business benefits and the strategic
direction of the firm. David H. Saiia (2001) of the University
of Northern lowa describes strategic philanthropy as follows:

1. Being professionally managed;

2. Funding projects that have a logical fit with the funding
organization;

3. Engaging the full array of organizational resources, in an
appropriate measure, in the giving process;

4. Considering giving activities at all levels of the
organization;

5. Being a function that is driven by the corporate mission;
and

6. Being a program that is regularly evaluated and revised.®

The influential weekly magazine Business Week labels

it ‘new philanthropy’, characterizing it as a more ambitious,
strategic, global and results-oriented enterprise than ‘the
cautious and unimaginative check-writing that dominated
charitable giving for decades’* For example, billionaire
financier and philanthropist George Soros has channelled
hundreds of millions of dollars to support what he calls
‘open societies’ that embrace freedom of speech and
religion. Related examples include cable-TV mogul Ted
Turner's donation of US$1billion to the United Nations

in 1997 and Microsoft CEO Bill Gates’ US $25.6 billion
allocation to The Bill and Melinda Gates Foundation
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for various health and education initiatives including
the global fight against HIV/AIDS.

Another way of looking at corporate philanthropy is through
the lens of social investment. The Brazilian grantmaker
association GIFE ° defines the concept of ‘private social
investment’ as ‘the planned, monitored and voluntary use
of private funds coming from individuals, families or corpor-
ations for projects of social interest’. In South Africa,
‘corporate social investment’ is more commonly referred

to as ‘the recognition of the relationship between business
and society, and the conscious planning of the corporate
actions taking this into account’®

Whether we are talking about strategic corporate philan-
thropy or corporate social investment, the common charac-
teristic appears to be a commitment by companies to seek
greater mutuality in their relationships with communities.
Colleen du Toit, Executive Director of the Southern African
Grantmakers’ Association, describes the way in which
corporate social investment approaches are changing in
this regard in her country:

Organisations are moving away from old concepts

of philanthropy and welfare and are interacting more with
recipients. We find that where organisations engage with
implementers, there's a much better chance of the project
having impact. They can see what effect it's having
because they're involved actively in the project and
continue their relationship with the recipient.”

Despite such laudable efforts to redefine corporate
philanthropy and social investment, one of the limitations

of both of these concepts is that they continue to be largely
based on a business perspective of what is strategic.
Strategic approaches to corporate philanthropy and social
investment equally need to take into account broader deve-
lopment questions. How do corporate philanthropy and
social investment encourage communities and companies to
relate in relationships and contribute towards the achieve-
ment of the Millennium Development Goals? When do
corporate philanthropy and social investment increase the
likelihood that communities and companies relate in ways
that promote sustainable development? Without due attention
to these kinds of questions, there is a danger that corporate
philanthropy or social investment could create energy sapping
dependencies between ‘uppers’ — those with power and
influence — and ‘lowers'®

Evidence from the seven project countries suggests that
corporate philanthropy and social investment remain common
practices. Traditional corporate philanthropy appears to be
particularly prevalent in India, Lebanon and Ghana. Com-
panies such as Infosys and SPIC in India and Bank Saradar
and FTML in Lebanon continue to support a range of chari-
table activities through corporate foundations but are
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beginning to recognize the value of supporting longer-term
development programmes. The research in Ghana revealed
that ad hoc approaches to corporate charitable giving of
money or company products (e.g., bags of cement) remain
common. In all of the project countries, there have been
efforts by companies to re-brand their philanthropic activities
as ‘social investment’, ‘community relations’ or ‘social action’.
Although some of this new language represents genuine
efforts to be more responsive to the needs of local communi-
ties, much corporate philanthropy and social investment
remains paternalistic and imposed from the top down.

If social investment is usually what designated government
departments or community organizations do, then companies
that invest in communities should approach this area of
activity with due care. Key differences between ad hoc phil-
anthropy and long-term developmental social investment
emerge from the way in which the work is connected with
community needs and the official development plans and
activities of public institutions. Ad hoc philanthropy tends
to be less concerned about the influence of the act of giving
upon existing processes and relationships.

Some of the more innovative examples of this kind of
developmental social investment include the contribution
of La Frutera and Paglas in the Philippines towards the
economic empowerment of Muslim communities and, more
generally, the promotion of peace in Mindanao region. The
role of business in capacity building was also evident in
Brazil, where Telemig Celular has invested in the develop-
ment of local councils for child and adolescent rights and
companies such as Docol, Deca and Tigre have provided
funding for Agua e Cidade’s water and sanitation program-
mes. In Nigeria, EIf Petroleum has supported the National
Poverty Eradication Programme’s skills development centres
that promote youth self-employment.

Across all seven countries, corporate philanthropy and
social investment is most prominent in the health and edu-
cation sectors. Health care examples include Coca Cola
India’s support for Primary Health Centres in areas close to
company units and Ecobank Ghana's adoption of a hospital
children’s ward. Educational projects encompass funding
for formal and non-formal education and training institutions
and programmes, such as a South African telecommunica-
tions company’s efforts to connect 90 schools to the internet.
In India, IT company Wipro has gone a step further by sup-
porting an innovative programme called ‘Applying Thought
in Schools’, which works with teachers to introduce new
educational methods in the classroom and ultimately develop
the critical thinking skills of school children.

In making the transition from traditional philanthropy towards
more collaborative forms of social investment, businesses
need to consider how their actions sit alongside community
understanding and government planning.

41



Enhancing Business-Community Relations:
The Role of Volunteers in Promoting Global Corporate Citizenship

The role of government in enhancing business-community
relations is also of central importance in developmental
social investment by companies. This was particularly
noteworthy in the Philippines. Later in this chapter, we
explore government-facilitated business-community
relations as a separate practice area.

4.2 Volunteerism

As noted earlier, this research collaboration among UNV,
the New Academy and our partners in the seven countries
aimed to consider the role of volunteers in enhancing busi-
ness-community relations and in promoting global corporate
citizenship. The broader role of volunteerism in development
has indeed been of central importance to UNV since its
establishment in 1970, as noted in Chapter 1.

International experience of volunteerism and development
reveals a number of key lessons learned, which are relevant
for all development actors working in this area:

* Volunteerism has the potential to reduce dependency
and promote local empowerment.

* Volunteers have the capacity and knowledge to act as
brokers, by linking know-how with community needs.

* Valuing volunteerism only based on cost saving
undermines strategic development thinking and
anticipated results.

* Volunteerism helps to strengthen and build trust within
and between communities, particularly in post-conflict
and crisis situations.

* Volunteerism to fight diseases such as HIV/AIDS
is critical in mitigating the spread and impacts of
pandemics.’

Within the context of business-community relations,
volunteerism emerges from the community involvement of
individual employees, the coordinated efforts of corporate
volunteer programmes and the facilitation or support of
bottom-up community development processes. As part of
our analysis of practices that enhance business-community
relations, we review volunteerism from the business and
community perspective respectively.

4.2.1 Corporate volunteering and employee involvement

As a concept and practice, formal corporate volunteering
and employee involvement programmes have largely emer-
ged from the experience of Western-based companies.
Also, various Western-based organizations support corporate
efforts to develop corporate volunteer and employee invol-
vement programmes. For example, the US-based Points of
Light Foundation offers guidance to companies on effective
company-supported employee volunteer programmes.
Similarly the UK-based Charities Aid Foundation (CAF)
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assists corporations to design and develop community
involvement programmes, including charitable giving
schemes for employees.

In her research in Lebanon, UNV Specialist Lubna Forzley
investigated the business benefits of corporate volunteering
and employee involvement programmes. In the Lebanon
national research report, Forzley argued that ‘Companies
nowadays are increasingly looking at their community involve-
ment activities from a strategic perspective — harnessing a
portfolio of financial and non-financial resources to meet
targeted community involvement goals’ with corporate
volunteering and employee involvement ‘seen as a key part
of the mix’."

Many of the business benefits of corporate volunteering

and employee involvement programmes are similar to those
often articulated for business-community relations or corporate
social responsibility more generally. What distinguishes cor-
porate volunteering from other forms of community or stake-
holder engagement, according to Forzley, ‘is that this type of
involvement provides a ‘medium’ for employee development
and ultimately enhanced human resources practices and
market leadership’. Corporate volunteering and employee
involvement programmes have the potential to strengthen
interactions between employees in various departments and
levels of the company and ultimately make important contri-
butions to employees’ personal and career growth through
developing and enhancing their skills in areas such as em-
ployee leadership, teamwork, confidence and social and
interpersonal skills.

Some of the benefits of corporate volunteering and
employee involvement for communities, employees and
companies are summarized in Table 4.1 (opposite top).

Findings from the research suggest that there are few
examples of long-term formal corporate volunteering or
employee involvement programmes, particularly in Ghana,
India, Lebanon and Nigeria.

In South Africa, CAF Southern Africa is playing a key role

in the promotion of such programmes, particularly to South
African companies. CAF SA is also building upon and pro-
moting local ‘best practice’ examples as part of its strategy
to mobilize private-sector action in this area. Some of these
examples were included as case studies in the research
undertaken by the UNV South Africa Specialist. For example,
the African Oxygen Limited (AFROX) Community Involvement
Process dates back to 1995 when the company’s chairman
launched an initiative to engage employees in community
activities for the benefit of children. In 2002-2003, AFROX
employees were involved in 128 child health and develop-
ment projects. The AFROX approach encourages team
volunteering and staff ownership of the projects to build
staff skills and commitment.
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Table 4.1: Benefits of Corporate Volunteering and Employee Involvement

4. Practices for Enhancing Business-Community Relations

Communities

Employees

Companies

Promotes community cooperation
& cohesion

Helps break down barriers and increase
understanding

Improves local understanding

of company activities

Provides community with potential for
longer-term corporate commitment

Makes more resources available

Enables integration into local community

Provides satisfaction from doing
worthwhile work

Develops and enhances skills & broadens
employee experience

Build personal networks

Promotes community cooperation &
cohesion

Helps to meet corporate social
responsibility aims

Develops teamwork and internal
networking

Faciliates recruitment of good people

In the Philippines, companies such as Petron offer their
employees specific opportunities to volunteer within formally
structured and supported programmes. Via the Petron
Foundation, Petron’s Volunteerism in Action programme offers
volunteering opportunities to its employees, employees’
children, business partners, such as contractors and dealers,
and other stakeholders in the communities. Another Philip-
pines example, CEMEX's ‘With A Heart’ programme, also
recognizes and engages the volunteer contributions of
employee families.

The Brazilian company COPEL encourages employees to
volunteer as literacy trainers to support the efforts of formal
literacy teachers in the company-supported ‘Light on Literacy’
programme. Other Brazilian examples include Serasa’s
efforts to support and encourage employees and their families
to provide financial and technical support to community-
based organizations.

The experience in Lebanon suggests that there are various
informal employee volunteering efforts that can be built upon.
UNV Specialist Lubna Fozley focused considerable effort
on the promotion of formal corporate volunteer programmes
by providing Lebanese companies with access to information
and resources compiled from Points of Light and other
organizations.

Although the field of corporate volunteering and employee
involvement remains relatively new in many of the project
countries, this area of practice appears to offer considerable
scope for enhancing business-community relations in a
development context. There is also a potential role for UNV
to promote locally relevant models of corporate employee
volunteering in parts of the world where formal schemes
have yet to be introduced.

4.2.2 Volunteerism and development in the community

The mutual aid or self-help dimension of volunteerism has
a long tradition in the seven project countries.
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This involves individuals and groups undertaking voluntary
activities in support of community development projects and
other local causes. Much of this voluntary action is not
necessarily captured as formal volunteering. This form of
community volunteerism also generally is not provided with
formal institutional backup (such as in the UK with
Community Service Volunteers).

The UNV Nigeria Specialist noted that there are few formal
volunteering programmes in his country. However, much

of what happens at the community level in Nigeria occurs
when individuals give time without payment to various groups
or activities — such as the building and management of
community schools. In this context, giving time to the
community is an inherent part of the way in which one's
identity is constructed.

Various case studies across the seven countries offer a
wealth of experience about the value of community-based
models of volunteerism as a means of enhancing business-
community relations. For example, the emergence of the
Corporate Social Responsibility Movement in Ghana illustra-
tes how organized groups of individuals can come together
to tackle local sustainable development concerns by challen-
ging businesses to become more accountable to their host
communities. Another good example is Help Lebanon’s
efforts to reconstruct and beautify damaged and destroyed
buildings and public places. While the financial support of
insurance company SNA and other businesses for Help
Lebanon played a key role in this process, the project’s
success was perhaps influenced much more by the voluntary
actions of concerned and committed citizens of Lebanon. In
Nigeria, the Fate Foundation and Alternative Trade Network
of Nigeria are examples of volunteerism and development in
the community that are less reliant on corporate philanthropy
or social investment. Some of the Brazil case studies, namely
Doctors of Joy, Organizagao da Sociedade Civil and Learner
School City, also offer examples of local volunteerism that
benefits from business involvement but is not ultimately
dependent upon the voluntary actions of companies.

43



Enhancing Business-Community Relations:
The Role of Volunteers in Promoting Global Corporate Citizenship

4.3 Engagement

There is a long history of business engagement with other
sectors of society on a range of business and development
concerns. In addition to more traditional business constitu-
encies — such as employees, shareholders, trade unions,
regulators, suppliers and sub-contractors — business stake-
holders and partners often now include local communities,
NGOs, multilateral organizations, government aid agencies,
religious organizations, the media, academic institutions and
various other internal and external interest groups. In seeking
to balance competing interests in a rapidly changing world,
businesses are developing new relationships with their
stakeholders, including formal cross-sector partnerships.

Some of these new business-stakeholder and partnership
relationships bring together businesses and non-commercial
organizations (e.g., governments, NGOs and trade unions)
to address a business concern (e.g., eliminating child labour
or developing green products). If planned and implemented
appropriately, such partnerships can offer both business
and its partners useful tools to discuss and promote global
corporate responsibility and sustainable development.

4.3.1 Stakeholding

The findings from the research suggest that a number of
businesses are managing and understanding the influence
of groups of stakeholders™ upon their business operations
and strategies. The cases from the research tend to show
companies responding with a variety of engagement
strategies. This practice of proactive engagement to manage
situations is an emerging phenomenon. However, few busi-
nesses have noticed the value that groups of stakeholders can
bring to their business (that is, few have tapped into the
more positive potential of working with external stakeholder
groups to change internal organizational dynamics).

In general, we found there was particular interest in the
concept and practices of stakeholder engagement amongst
companies involved in the extractive industries sector. The
cases of Chevron Texaco in Nigeria, Tema Oil Refinery in
Ghana and Silangan Mindanao Exploration Corporation in
the Philippines all explored how the companies sought to
engage with local stakeholders in host communities. The
groups that companies seem concerned about range from
traditional rulers and elders in communities, small businesses
and future employees to youth groups and environmental
activists. These stakeholders hold varying types of control
upon the ‘licence to operate’ of a particular company.

In general, most attention concerning stakeholder engage-
ment has come from the company perspective. The pictorial
representation of stakeholders tends to place the company
at the centre of a series of concentric circles. In Denmark,
Novo Nordisk — a pharmaceutical company — has a different
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image in which it places itself on one of the nodes of a web
of relationships. The Ghana Mining Industry case attempted
something similar by looking at stakeholding from the per-
spective of the communities, rather than the companies.

The sense of being part of a web of relationships in which
there are mutual and reciprocal stakes seems to be one of
the key lessons from the research. If we are interested in
enhancing relationships between groups, then it suggests
to us that we need to find ways to consider groups equally
without giving particular priority to one or the other.

4.3.2 Partnership

The 1990s could be characterized by the growing impetus
for solutions-based relationships between businesses and
other stakeholders with the emergence of numerous cross-
sector partnerships to promote voluntary initiatives for sustain-
able development and socio-economic justice. In this period
in the world of business, the language of partnership grew
from an emphasis upon partnership between companies to
include partnerships with other non-corporate actors, such
as NG Os, governments, and so on. Some of the novel
multi-sector partnerships that developed during the last
decade include New Directions Group (Canada, 1990),
Paper Task Force (US, 1992), Forest Stewardship Council
(Mexico/Global, 1993), Marine Stewardship Council (UK,
1997), Social Accountability International (US, 1997), Fair
Labor Association (US, 1998) and Ethical Trading Initiative
(UK, 1998).

The research findings suggest that it is increasingly

difficult to define what constitutes a partnership. Case studies
explored partnerships in all of the seven countries except
India and South Africa. In Brazil and Philippines in particular
there seems to be a strong emphasis upon partnership-type
arrangements. This might have something to do with the pre-
sence and work of two business support organizations with
an interest in corporate responsibility. Both Ethos Institute in
Brazil and Philippine Business for Social Progress have been
working locally with businesses, and their role in creating the
space for partnership to develop seems significant.

The cases of Unilever and the Department of Trade and
Industry (DTI) (Philippines); of Quezon, DTl and Nestle
(Philippines); and of the Office of the Minister of State for
Administrative Reform (Lebanon) involve companies and
communities and governments working together with a view
to supporting community and economic development
through partnership.

Although such partnership initiatives involve more formal
practices, such as contracts and agreements, it is interesting
to note that nearly half of the cases covering partnership also
involve some form of volunteerism — whether employee in-
volvement, corporate volunteerism or volunteerism in the
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community. Three of the cases — Organizagao da Sociedade
Civil and Learner School City (Brazil), Olashore International
School-lloko ljesa (Nigeria) and Lead Bank (Nigeria) — sug-
gest how partnership and volunteerism in the community
can build upon each other.

In many respects, the notion of partnership is grounded

in volunteerism. Partnerships are based upon the voluntary
interests of parties to come together for a project of mutual
interest. Partnerships are also often seen as being inherently
good or positive. One of the expected outcomes from this
project was for the promotion and development of new
partnerships between businesses and communities. How-
ever, in the lead up to the 2002 World Summit on Sustainable
Development, WWF-International (formerly known as World
Wide Fund for Nature) argued that partnerships ‘on their
own will not deliver a solution’ to many of the issues on the
table in Johannesburg. Rather than an open-ended
endorsement of all partnerships or an outright rejection of
the possibilities they present, there is a need to develop

a capacity to evaluate and enhance existing partnerships.
Specific ideas about how to take such an evaluation
process forward are outlined in Chapter 6.

4.4 Corporate Citizenship and Responsibility
Building upon the three broad areas of practices delineated
above — Corporate Philanthropy and Social Investment;
Volunteerism; and Engagement — the idea of corporate
citizenship or corporate responsibility has come to be re-
cognized in recent years as both a framework to enhance
understanding of the role of business in society and as an
area of practice in its own right.

As a business-in-society framework, corporate citizenship
brings together questions about the environmental sustain-
ability of business practices, the role of business in urban
regeneration, the creation of healthy communities and ethical
dilemmas, such as child labour in the supply chain, bullying
in the workplace and work-life balance issues. Current cor-
porate responses nonetheless range from the minimalist to
the discretionary to the strategic. Corporate citizenship
embraces a ‘complex relationship of interlocking [business]
rights and responsibilities’'? and is based upon three sup-
porting pillars: the moral (‘doing the right thing’), the social
(community integration) and the economic (long-term sur-
vival).” Of particular relevance to this research project,
current thinking about corporate citizenship has a strong
emphasis upon global sustainable development issues.

As a means of enhancing business-community relations,
citizenship and responsibility practices encompass a range
of corporate accountability measures, such as workplace
codes of conduct; social and environmental certification
and labelling schemes; triple bottom-line accounting and
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reporting; and other initiatives that promote business
standards and accountability in labour practices, human
rights, environmental sustainability and other ethical matters.
Most of these corporate citizenship and responsibility
initiatives have their origins in Northern industrialized countries
and often have been responses to pressure from consumers,
the media and civil society organizations (e.g., trade unions,
NGOs and church groups). In some cases these activities
have been developed by the private sector, while in others
they have resulted from partnerships between business and
other sectors, such as those outlined in the previous section.

Various case studies across the seven countries offer
examples of companies being challenged by stakeholders,
as well as innovative corporate responses through improved
citizenship and responsibility initiatives. For example,
SABMiller is strengthening its corporate accountability pro-
cesses as the global reach of this South African-based multi-
national expands. Balancing global pressures and local
needs in this context remains a major challenge.

For SABMiller, Pick 'n Pay and practically all of the South
African case companies, HIV/AIDS is becoming a key focus
of business strategy in areas such as scenario planning, risk
assessment and human resource management. In South
Africa, HIV/AIDS, not surprisingly, is also one of the more
prominent areas of support for corporate social investment
and philanthropy, and corporate volunteering and employee
involvement.

In the Philippines, the case of La Frutera and Paglas demon-
strates how companies and communities can collaborate to
create mutually beneficial economic opportunities and pro-
mote peace in Mindanao, where conflict has undermined
development. This case also illustrates how local businesses
are beginning to recognize the value of measurement and
reporting in environmental and social areas.

The growing importance of environmental and sustainable
development issues for business is evident in all project
countries. While many of the business responses are linked
to environmental legal compliance, there are also examples
of companies adopting proactive approaches to environ-
mental sustainability in both a commercial and community
context. The case of the Lebanese restaurant Schtroumpf and
its ‘Go Green' campaign illustrates how small and medium
enterprises can integrate sustainability principles into their
business, achieve financial success and foster wider social
change.

Case studies of business support organizations and partners
for this research project, such as the Philippine Business for
Social Progress’ (PBSP) Centre for Corporate Citizenship
(CCC) and TERI's Corporate Roundtable for the Environment
(CoRE) in India, illustrate how corporate citizenship and
responsibility practices are being promoted and supported
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in developing countries. For example, PBSP has played

a major role in the development and promotion of business-
community relations in the Philippines and is on par with
other organizations that provide global leadership in
corporate citizenship.

In addition to these two case studies, the experience

of other UNV-New Academy partner organizations in Brazil
(Instituto Ethos) and South Africa (African Institute of
Corporate Citizenship) suggests that corporate citizenship
and responsibility frameworks and practices also take on
many different forms globally and locally.

4.5 Other Practices

While most of the case studies comprised examples of the
four general categories of practices outlined above, three
other practice areas emerged from some of the case studies:

1. Cause-related marketing,

2. Supporting, promoting and communicating business-
community relations,

3. Government-facilitated business-community relations.

4.5.1 Cause-related marketing:

Cause-related marketing is defined by Business in the
Community as ‘a commercial activity by which businesses
and charities or causes form a partnership with each other
to market an image, product or service for mutual benefit’'
Only two of the case studies included a specific focus on
cause-related marketing: Tetra Pak in Lebanon and Figaro
Coffee in the Philippines. While the Tetra Pak’s ‘Captain
Mike' school feeding programme appears to be modelled
on approaches from Western Europe and North America,
Figaro's efforts to ‘Save the Barako’ seems to have stronger
advocacy and development dimensions as the company is
raising customer awareness about the need to support
small producers in the Filipino coffee industry.

4.5.2 Supporting, promoting and communicating business-community
relations

In addition to the case examples of business support
organizations PBSP and TERI noted above, other examples
of efforts to support, promote and communicate the impor-
tance of business-community relations included Charities Aid
Foundation Southern Africa and two of the Lebanon cases:
Lebanese Broadcasting Corporation International and the
Role of the Media in Lebanon more generally. The unique
case of the emergence of the Corporate Social Responsi-
bility Movement in Ghana illustrates the role of civil society
action in challenging businesses to recognize the need to
listen more carefully to the demands of host communities for
greater corporate social and environmental accountability.
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4.5.3 Government-facilitated business-community relations

Although not a major focus of the research across the
seven project countries, there was evidence from the
Philippines and Lebanon of a more proactive government
role in encouraging greater participation by the private
sector in social development, particularly via cross-sector
partnerships. Case studies from the Philippines, such as
the Department of Trade and Industry (DTI) collaboration
with Unilever and small producers in Guimba, and the DTI
partnership with Nestle and coffee farmers in Quezon,
suggest that there are appropriate roles for governments
in enhancing business-community relations. Lebanon case
studies, such as Mimosa and OMSAR, indicate that a mix
of regulatory and voluntary partnership approaches is
needed to challenge and encourage business to act
more responsibly.

4.6  Overall Reflections

One of the key lessons emerging from the research is that
the effectiveness of philanthropy, social investment,
volunteerism, engagement, corporate citizenship and other
practices that enhance business-community relations
ultimately depends upon the mobilization and capacity of
beneficiary communities and organizations. For example, in
India the Lupin Welfare and Research Foundation's efforts
to support aquaculture in Rajasthan has relied upon the
active participation of local farming communities and
various other partners and stakeholders. Such business-
supported community projects will only contribute to
people-centred and environmentally grounded development
if they are designed and implemented with the active
participation and engagement of local voluntary action.
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Synthesis and Analysis

Participant at South Africa National Workshop, Johannesburg,
South Africa, April 2002

In this chapter we bring together ideas, practice examples and
questions from the seven countries to offer deeper insights
about relationships between businesses and communities within
a broader business and development context. We offer some
reflection about the practices discussed in Chapter 4, some
theoretical frames and a number of open-ended questions and
ideas, drawing upon the experiences and research of the New
Academy of Business and the UNV Specialists. We have used a
large body of literature to inform our exploration in this chapter.’
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The chapter begins with an exploration of the scope for
companies and communities to rethink the meaning of
strategic interventions and to develop a sense of shared
destiny. The chapter concludes with an exploration of the
relationship between volunteerism, business and develop-
ment, by closely examining the role of UNV in facilitating
such linkages and the potential for UNV to develop new skills
in this area.

5.1 Rethinking Strategy

Businesses are defined to a large extent by their individual
identities, purposes and strategies. However, there is also
interdependence between companies and the strategies,
purposes and identities of the communities that surround
them. A similar situation of mutuality also applies to commu-
nities in their relationships with businesses and other
stakeholders.

Many businesses and communities recognize that their
success, at least in part, is dependent upon the other group.
However, knowing how to ‘work the tension’ of this inter-
dependence is full of uncertainty and contradiction. For
example, many businesses struggle to work out the balance
between domination and partnership approaches or between
seeking short-term fixes and long-term solutions. Business
strategists might advocate the need for corporate indepen-
dence, control and competition. Meanwhile, communities
are often caught between assessing the benefits of satisfying
current needs versus longer-term developmental purposes.

Certain CSR advocates propose that actions taken by
companies to improve relations with communities should be
grounded in the strategic and operational objectives of the
firm. For example, the national research reports from Lebanon
and the Philippines paid considerable attention to the need
for companies to develop more strategic thinking in their
community engagement activities. Similar arguments are
put forward by ‘management guru’ Michael Porter, who
suggests ‘Companies need to move away from defensive
actions into a proactive integration of social initiatives into
business competitive strategy'?

In seeking to understand or evaluate the practices of
companies in the seven countries through this lens, we
might look at the practices from South Africa, Philippines
and Brazil and suggest that they reflect more ‘proactive
integration of social initiatives into competitive strategy’
(see for example the case on Figaro Coffee Company in
the Philippines or COPEL in Brazil). The example of Wipro
in India might also be contained in this conceptualization.

This perspective would also conclude that many of the
current practices of companies (including examples that
emerged during the course of this project) would not be
considered strategic from this perspective of business
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competitive strategy. In particular, many of the approaches
and practices of companies in Lebanon, India, Ghana and
Nigeria might be singled out for being generally reactive and
poorly communicated to external audiences and for a lack
of focus upon the core competitive advantages of individual
companies. It is possible, however, to consider these
practices from other perspectives than from the strategic
objective of single firms.

The practices of strategic thinking and strategy in business
have much to commend them. They allow companies to
bridge the gap between the purposes that they hold onto
and the actions that they take to reach their purposes.

However, in the context of the role of UNV and its
development objectives, there is a need to consider the
understandings and practices of strategic thinking more
closely. From our experience, the form of thinking about
strategy that is often promoted with regards to businesses
and communities comes from an attempt to separate
mentally the activities involved in doing business from the
purposes of development in society. It also seems to come
from an attempt to separate values of organizations from
actual practices in which they are engaged on a day-to-day
basis. Finally, many of these practices are based upon
metaphors of systemic combat and antagonism.

Whilst competition can be a healthy force, UNV and other
similar agencies are more concerned with collaborative

ways of thinking and working. The actions and solutions that

traditional thinking about business strategy is likely to
promote could be contrary to UNV's longer-term objectives.
The implication for the role of UNV with respect to the
private sector is that a simple reversion to promoting and
measuring programmes based on their strategic fit for the
company could well counter the type of energy required to
meet UNV's development objectives.

If UNV is seeking to understand its role and that of
volunteerism in the enhancement of business-community
relations, then the research suggests using a broader lens
through which to assess the practices, one that could that
could focus more on UNV’s roles and objectives as a
development organisation. There may well be instances
where corporate strategy might be aligned with the roles
and objectives of UNV. However, this may not necessarily
be so in all instances. The following section explains why
this may be the case and what other perspectives might
help make sense of business-community relations from

a development perspective.
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5.2 Learning To Work with Shared Destiny

The lesson of shared destiny for us is that it is impossible
to consider the strategy of a single firm outside the other
strategies, purposes and actions that exist in society.
Moreover, the purposes, strategies and actions that we
co-create through all of our interactions, are in a state

of flux and emergence.

Take, the example of a firm that faces opposition to its
operations in the local community. If it chooses to pay off
potential saboteurs or protestors, it is possible to assess
this practice as being either ‘strategic’ or ‘un-strategic’;

the conclusion you come to would probably depend on
which perspective you take, whose ‘purposes’ you are
looking at — business, community, government — and what
time frame you are working from. Whilst individual company
strategies and purposes are important for helping the
people in the organization understand how they might act,
our message here is that an understanding of something as
being ‘strategic’ will vary according to the perspectives of
those involved. The notion of what is considered to be
strategic is dependent upon context and perspective and is
created by the actions of companies.®

The lessons about understanding strategy, actions and
outcomes in the terms of a surrounding culture and context
seem to be similar in a variety of locations. In our research
and collaborative action, we found that we could not simply
treat the various groups and organizations with whom we
were working as soulless, empty platforms where we could
locate our research. Instead we had to learn how to work
with them as living cultures, each with their own strategies,
actions and purposes.

Similarly, a UNAIDS campaign document suggests how the
culture of groups and communities is important in efforts to
change attitudes to HIV/AIDS:

When some men fail to protect themselves and others,
it is often due to social and cultural factors. Family,
religion, customs and beliefs, power structures, gender

roles and relations, and social expectations all play their

part in encouraging men to take risks and to disregard

[their partners’] feelings and needs. In short, men’s risk-

taking behaviour may be better understood when
viewed from a broader social perspective.*

The idea that strategy is dependent upon the strategies

of others in situations of shared destiny is not a particularly
remarkable statement. However, our research has shown
that across these seven countries, the understanding that
exists between businesses and communities about this
sense of shared destiny and how to act upon it is varied.
Where mutuality is lacking, we think that the discourse of
traditional competitive business strategy tends to act as
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a veil preventing the development of such understandings.
The cases of Tungteiya Women's Group in Ghana and the
Alternative Trade Network of Nigeria are examples of the
way in which boundaries between businesses and
communities are not understood as concrete or imper-
meable. Similarly, the example of the Indian company encou-
raging managers to change their relationship with domestic

staff suggests a more fluid and organic sense of the relation-

ship between business and community (see Chapter 3).

The above synthesis presents a critical point of reflection
for UNV as it seeks to understand its role in enhancing
relationships between businesses and communities.

HOW DO YOU ENHANCE RELATIONSHIPS
BETWEEN COMMUNITIES AND BUSINESSES?

We have imagined that various people may be
expecting us to make some suggestions on the
above question in this research report. As we have
sought to answer it, we have moved through
various areas of certainty and clearness and
various other patches of uncertainty.

One of the first things that we noticed was that if
we wanted to talk about enhancing business-
community relations, then we also needed to

Some of
the labels for relationship types might include
conflict, harmony, dependency, marriage,
partnership, dance partners, symbiosis, strong,
weak, creative and many others besides.

We also noticed that we needed to understand
what we mean by ‘business’ and ‘community’,
which involved much more than merely delineating
between enterprises and communities of different
sizes, sectors or purposes.

As we started off asking about a relationship, we
also wanted to understand the individuals, groups
and organizations involved in that relationship. If
you take the existence of a relationship as a
starting point, it becomes impossible actually to
understand a business fully without knowing
something about the community. And similarly, the
meaning of ‘community’ is defined, at least in part,
by the businesses with which it interacts. This can
quickly become quite confusing.

Enhancing business-community relations requires
thinking about the ways in which ‘community’ and
‘business’ arise together through the actions of
interdependent people:
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¢ The community of spouses of business leaders,
whose companies are dispersed around the
world (CEMEX case in Philippines);
A physical community located near mining
operations of a local firm in Ghana;
An international community of computer pro-
grammers collaboratively working on a product
for a dispersed information technology
enterprise (see Sun Microsystems case
in Philippines).

Buddhists call it pratitya-samutpada:

Hindus call it Sohum:

In South Africa they call it Umbutu:

There are two related changes that could enhance the
ability of groups to engage with the challenges of shared
destiny between business and communities:

1. Taking time and energy to understand the other
individuals and groups;

2. Taking time and energy to understand one’s own ‘self’
as an individual or group.

Our research and experience has shown that UNV is
particularly well placed to support these changes.

5.3 Volunteerism, Business and Development

- A Role for UNV

We found three characteristics that UNV as an organization
and volunteerism more generally have the potential to con-
tribute to the challenge of enhancing business-community
relations. These characteristics have come from an analysis
of the various outputs, documents, dialogues and conver-
sations that have taken place during the course of the project
— from reports and notes taken during workshops to email
conversations and more.

We have labelled these three characteristics as ‘knowing by
doing’, ‘bridging’ and ‘legitimacy".

UNV does much work on the ground. The organization has

direct links between its staff and the members of communi-
ties where the achievement of the Millennium Development
Goals or government targets would be experienced. During
a workshop in Bonn we heard from the UNV Specialists
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working on this project about the importance of being able
to sit alongside members of the communities and businesses
during the course of their research and promotional activities.
The UNV Brazil Specialist Roberto Carlos Felicio suggested
that his work required a specific strategy:

It's like any relationship — you have to go in with
something...and each company and community is
like an organism, and to get involved you have to
feel for the movement.

UNV Lebanon Specialist Lubna Forzley commented that ‘it
is important to try to understand the culture of the company!

Similarly, Leonard Okafor, UNV Specialist in Nigeria, reflected
upon his ability to engage with the culture of the community.

| needed to learn about the organization and how
they work and so on. | also needed to learn about
the culture in the community. Often | have come down
to the community and realized the need to interact
with individuals...For example, saying ‘Bring Kola’®

Such ideas as ‘feeling from the movement’ and ‘developing
understanding’ of groups and organizations seem to be
quite central in the work of the UNV Specialists. In their
exploration of business-community relationships, the UNVs
seemed to be using their knowledge about the individuals
and groups within them. This was not only a form of factual
knowledge. The factual knowledge from books and libraries
(stored from the ‘neck up’) was complemented with know-
ledge that came from sitting alongside people and staff on
the ground, in production facilities or community centres. It
is in these places that businesses and communities are
experiencing challenges and have to define the way forward.
Knowing situations by being directly engaged on the ground
—a ‘'knowing by doing’ — was certainly important during the
course of this project.

Other organizations might share ability for this knowing by
doing. However, in addition to this, UNV also has a type of
legitimacy that comes from the authority of the UN brand.
Joseph Boateng, UNV Specialist in Ghana, noticed that
‘There is something [of legitimacy] in the UN name! Mean-
while, Jean Niyonzima, UNV Specialist working in South Africa,
reflected upon the potency of this legitimacy since ‘When it
[the UN brand] is working, it puts you in a position of power".

Charmaine Nuiguid-Anden, UNV Specialist in the
Philippines emphasized the double-edged nature of power
when she suggested ‘Some companies don't want to
partner with UNV because they worry about being accused
of ‘bluewash”.

However, for UNV the legitimacy of the UN does not float
freely in an unanchored world. Instead, it is combined with
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a type of immediate awareness that comes from its work
on the ground and the knowing that comes from doing.
Together with the legitimacy then, this creates a form of
power that allows individuals to convene or act as bridges
between groups of people and organizations. The fact that
UNV is an action-oriented organization — working on specific
projects and tasks — combines the effects of the powerful
UN name with the ability to connect people over sustained
periods of time and with focused energy. For example, the
connections in the communities helped Joseph Boateng to
make suggestions or offers to both communities and
businesses when he was engaging them. Similarly, Aparna
Mahajan, UNV Specialist in India, felt her ‘role was sensitising
and encouraging’. She added that activities such as ‘the
national workshop encouraged and facilitated a learning
process’.

Roberto Felicio made the point about the bridging potential
of his position in UNV very clearly when he described one
relationship that he was able to facilitate in Brazil:

By knowing something about the company’s
intentions and about what NGOs were doing, | was
able to bring an NGO to the conversation. The com-
pany and the NGO started to share information and
this helped us because we were seen as offering
something, not just asking. We filled a gap, because
until then they were working on their own.

Charmaine Nuguid-Anden acknowledged that UNV should
be careful with this power, since ‘It is important also to
manage expectations — there is a limit to our credibility and
to our reach’.

So together these three characteristics — ‘knowing by
doing’, ‘bridging’ and ‘legitimacy’ — combine the authority
of the UN brand with an immediate awareness that comes
from working on the ground and the ability to bring groups
of people and organizations together for sustained periods
of time.

In the next section we interpret the meaning of these three
characteristics and their relevance for enhancing business-
community relationships in the context of the broader
development goals of UNV.

5.3.1 Supporting mutual understanding

We appreciate that complete mutual understanding is
impossible and particularly challenging in a world where the
flows of information are rapid, often overwhelming and
diverse. However, we note that there are some ways of
engaging in face-to-face interactions that can enhance the
chances of mutual understanding and some can reduce the
chances of creating this understanding.
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One of the subtle attributes that can help foster healthy
relationships between businesses and communities that
contributes to broader development goals is the ability of
groups and individuals to understand more about
themselves and each other.

Many businesses and communities sense their interde-
pendence. There may in fact be numerous occasions in
which people from communities and businesses come
together in face-to-face interactions in which they experience
this interdependence directly. However, in these inter-
actions there is often a failure by individuals to attend to
small-scale actions. For example, quite often little attention
is paid to how people act or what they say in conversations
and meetings. Whilst this might seem a minor factor, our
understanding from this research suggests that such small-
scale actions in relationships between communities and
organisations affect the assumptions that groups and
individuals make about each other.

When the various truths of these assumptions can be
explored, it becomes more likely that actions are better
understood and conceived. And when individuals learn how
to interact in ways that help them understand themselves
and each other more completely they enhance the chances
of mutual understanding. Such an approach can
complement more traditional business language of strategy
alignment, return on investment, or competitive advantage.

One of the important aspects in this process is the
way in which conversations can be

Many times groups fail to engage each other
because the rush to ‘get things done’ means they
fail to pay attention to how they affect the other
individuals in the relationship. However, it is
possible to to the way that
we as individuals speak, listen and think in relation-
ships. For example, individuals can listen to each
other with more or less judgment. Similarly, they
can speak to each other with more or less clarity
about their intentions. Finally, they can also bring
an attitude of inquiry and openness to their
relationships or something more closed.

These challenges might be seen as insignificant.
However, we noted from the research that when
we pay attention to the ways in which we engage
with other people in specific ways during meetings,
workshops, or email we can increase the chances
of creating openness and mutual understanding.

There is a particular role in changing the way mutual
understanding is created between businesses and
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communities for UNV and volunteerism. UNV can use both
its capacity to act as a bridge between groups and individuals
and its ability to create space and time to enable people to
come together.

The spirit and energy of volunteerism can be a vital
anchoring point in this process. Charmaine Nuguid-Anden
suggested that companies ‘can have some volunteering
initiative as the seed for re-evaluating the company’s social
responsibility’. Volunteering programmes create a space in
which individuals in interdependent communities and busi-
nesses can come together in face-to-face interactions.
These interactions support a shift away from the sound
bites of corporate strategy making and the broad posturing
of community development plans. A spirit of being engaged
in volunteering can often lead to better understanding of
oneself — as an organization or individual. The act of
working together can also help to create individual con-
versations in which people develop better understandings
of each other in their respective roles in communities

and businesses.

5.3.2 Next steps - a new skill for UNV

This is not merely a simple act of faith. It is an attitude

that needs cultivation. Individuals can be supported in their
attempts to create mutual understanding or they can be
prevented from doing so. Some of the things that support
the chance of individuals cultivating this attitude are inherent
in the characteristics of UNV and the spirit of volunteerism.
As we have suggested above, UNV combines uniquely its
role as a bridge with a quality of legitimacy and a perspective
that comes from knowing-by-doing. These characteristics
suggest the possibility of developing a new skill that can
nurture healthy relationships between businesses and
communities.
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This new skill would be to support the ability of groups

in communities and companies to engage in dialogue and
reflective learning. That is, UNV could help individuals learn
how to engage in more listening without judgment and how
to speak with greater clarity about intentions and with
attitudes of inquiry and openness.

The fact that UNV works in the field of volunteering is

likely to enhance the potential of this skill to support people-
centred development. Volunteerism offers much more to the
enhancement of relationships between businesses and
communities than the rather disengaged rhetoric and
language of strategic planning or competitive advantage.
The attitude of volunteerism and the action of volunteering
can support learning about mutuality that is informed by and
grounded in engagement and reciprocity. The chances of
cultivating healthier business-community relationships
based upon this form of energy are significant and novel.

This perspective carries a number of implications.

In particular, there are three areas of practical interest:
learning, partnering and leadership. In the final chapter of
this report we explore these implications and conclude with
some challenges for UNV and other organizations
interested in enhancing business-community relations.
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6. Conclusions and Recommendations for Action

Initial Orientation Workshop, Bristol, UK, September 2001

One of the main reasons for embarking upon this project was to
bring new voices and understanding to international debates and
actions for corporate social responsibility. During the course of
the research, we have discovered that there are diverse meanings
and experience of the relationships between businesses and
communities in the seven countries. We have also discovered a
variety of practices for enhancing business-community relations
— from corporate philanthropy and social investment to volunteer-
ism in business and in the community, from engagement

to corporate citizenship and government-facilitated practices.
These diverse practices were used in a variety of ways to enhance
business-community relations and the research does not
recommend one form of practice over any other in this regard.
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In the previous chapter, however, we did conclude our
synthesis by suggesting that UNV has a potentially inter-
esting and novel role with respect to the private sector. This
role would bring together what we identified as a unique
collection of three characteristics within the organization —
knowing by doing, bridging and legitimacy. UNV could bring
together these characteristics and support a way of enhancing
business-community relations that does not fall into the trap
of many other initiatives by merely solving short-term fixes or
privileging competitive corporate strategy. It has an oppor-
tunity and ability to promote people-centred solutions that
build mutual understanding through dialogue and reflective
learning. It is towards this end that UNV could focus its
attention in thinking about how to enhance practices for
healthier business-community relations through volunteerism.

What are the practical implications of this synthesis?

In this final chapter we suggest some of the specific actions
that UNV could take to this end with 3 specific areas:
learning, partnership and leadership.

There are a variety of ways to understand UNV
and its role with respect to the private sector.
These understandings would vary somewhat
depending upon how one conceptualizes and
visualizes UNV as an organization.

Some or metaphors for considering
organizations focus upon the buildings or the
physical presence of the organization. These
models might help us to interpret the engagement
of the private sector in a way that focuses upon
the practical activities that need to take place, such
as whether to establish a new unit for working with
the private sector. Another starting point might be
to consider UNV as an

This would allow UNV to think about whether to
develop a new team of private-sector specialists
or to ask current departments and units to integrate
work with the private sector into current tasks and
staff activities.

We can also imagine UNV as a

within and through which values, and beliefs
are discussed, expressed and played out. Looking
at the organization through this perspective would
then move our attention towards the impacts of
engagement with the private sector upon the more

ambiguous notion of the of the organization.

UN Volunteers and New Academy of Business

6. Conclusions and Recommendations for Action

6.1 A Learning Challenge for UNV

As noted in the introduction of this report, new forms of
collaboration between UNV (as well as other UN agencies)
and the private sector are a relatively recent phenomenon.
Although Kofi Annan is promoting partnership with the
private sector, UNV has shown foresight by seeking to
develop understandings of how it should relate to the
private sector. This project has been a chance for UNV

to create a space for reflection — not an act of abstract

and distanced conceptualization but reflection that was
very much grounded in practical activities.

The flow chart in figure 6.1 (below) shows the pattern

of engagement and learning that was integrated during the
course of the research and the ways in which we sought to
integrate action and inquiry. It is not so important to try to
understand the starting point here, but rather to understand
the pattern of activity described. Individuals and groups
developed their understandings of business-community
relations through collaborative sense making, such as with
other UNVs via email or in workshops. These sense-making
activities were used in the process of building partnerships
and engaging in promotion activities. Sense was made of
these activities through more opportunities for collaborative
sense making, which in turn informed deeper under-
standings of business-community relations.

The development of the Corporate Social Responsibility
Movement in Ghana, the Go Green partnership in Lebanon
and the emerging UNV partnership with Elf Petroleum in
Nigeria illustrate elegantly the form of engagement that was
expected from the collaborative and emergent methodology
of the project. As the findings of the project in Lebanon
suggested: ‘Partnerships contributed to the research phase
of the project since they allowed for close collaboration with
the partners and many other individuals from different
sectors. They also contributed to the advocacy phase
through the promotion of business-community relations’.

The above cycle shows the importance of attempts to make
sense of new action. We think a similar process needs to be
applied to UNV's work with the private sector. One of our
major recommendations (which could be extended to any
organization seeking to enter collaboration) is to find ways
to make sense of new relationships that UNV enters into.
This should be an ongoing activity of partners as well as
something that is left to the end project cycle for a distinct
group of evaluators. Some of the questions that partners
might ask themselves during the process of engagement are:
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Fig. 6.1: Flow chart showing pattern of engagement during research

Develop understandings of business-

case studies, surveys, promotion, etc.

‘ community relations in country research, i

Collaborative sense making

Collaborative sense making

T Experiments in partnership building ‘
and promotion at local level.

* How will we track the difference between the values to
which you aspire and talk about promoting

(e.g., solidarity, engagement, etc.) and the actual values

that are ‘enacted’ through actions?
* How will we learn from this difference between values
that are advocated and those that are acted out?

6.2 Partnership Relating

As mentioned above and in chapter 4, there have been
numerous examples of practical partnership development
during the course of this project. However, rather than an
open-ended acceptance of all partnerships or a dismissal
of the possibilities they open up, we wish to suggest that
it is important to ask questions about how to improve
partnership arrangements. Some key ideas for becoming
partners are summarized below:

1. Process and content are important in different ways.
These two aspects of partnership thrive off each other.

Without something worthwhile or energizing to address,

the process of engagement does not matter. Similarly,
without good processes, working towards the desired
content of a partnership will be meaningless.

* How will a good process be facilitated?
How is responsibility shared?

*  What would happen if the process is running well?
How would individuals talk to each other?
What kind of energy will be created?

* How can you balance the time for paying attention
to the process of engagement, when deadlines and
resources are short?

2. Sometimes small is beautiful. It can be difficult to avoid

the impetus to promote the partnership activity so that the
relationship tries to grow up before it is ready. Pressures
from various parts of the system (e.g., head office, other
stakeholders and desires for social change) tend to call
partners away from nurturing long-lasting relationships.

* How can you give the relationship enough space
and time at the beginning to develop slowly?
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*  How can you avoid the pressure to become big?
*  What signals might indicate that you are caught up
in the needs of the system for fabricating quick results?

Things go wrong (and do so fairly regularly).
Partnerships do not make groups spend excessive
amounts of time trying to prevent all possible mistakes.
Instead, partners are prepared to talk and communicate
about mistakes as they arise and seek creative ways to
learn from them.

* How can you learn to embrace the problems
that will arise?

*  What techniques can you use to talk about
the difficulties openly?

You cannot know everything and your ‘ways of knowing’
will never be sufficient. With multiple issues,
perspectives and challenges emerging all the time,
uncertainty and ‘not knowing’ are inherent parts of the
process of engagement in partnership.

* How can you balance the need for clarity with the
sense of not being able to know everything?

The relationship between a community and business

is something that is recreated every day through
numerous interactions that occur at many different
levels. Partners seek to create conditions for engage-
ment throughout the system and organization since
responsibility, impact and influence are dispersed.

For example, the people in a community development
office are not the only ones to create difficulty in relation-
ships. Similarly, there are more people in a business
than just the head of a company or its spokesperson
who are responsible for creating a better relationship
between a company and its community. Partnerships
will only develop between businesses and communities
when individuals expand their horizon beyond formal
community development activities to relationships
involving areas of core business operations.

* How can you find ways to work on the boundaries
of the organization?
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6.3 Leadership, Sustainability and Volunteerism

This project has offered many useful points from which to
reflect upon leadership. From the start of this project, when
the New Academy of Business was given the title of technical
leaders, the practice of leading has been an inherent part of
the way we have understood the research and project out-
puts. In terms of business practices, the relationships be-
tween responsibility and leading have become important
questions during the course of the project. As George W.
Bush said following the series of scandals that confronted
corporate America in 2001-2002:

If you lead a corporation, you have a responsibility
to serve your shareholders, to be honest with your
employees. You have a responsibility to obey the
law and to tell the truth... Business relationships,
like all human relationships, are built on a
foundation of integrity and trust.'

Across the seven countries, the research generated

a number of interesting sources for reflecting upon the
challenges of leading. For example, the case on the
Corporate Social Responsibility Movement in Ghana
highlights the need for skills and competencies of people
who lead or nurture such initiatives. Other cases that
highlight the role of leaders include Sun Microsystems in
the Philippines and Learner City School in Brazil. The media
case study in Lebanon explored the role of the local print
and news media in its ability to influence public opinion.

The Sun Microsystems case also invites reflection about
the role of volunteering and leadership. The AFROX case in
South Africa connects with this theme, in its description of
the how traditional hierarchies can be broken down.

Unsustainable human development is a systemic, cultural
and multi-level problem. Many people realize that one
individual or group cannot know enough about the world to
change currently unsustainable patterns of development.
Together, these two points lead us to conclude that multiple
perspectives are required for understanding and acting.
One of the main aims of this project has been to bring
voices and perspectives other than those dominant voices
from Western Europe and North America to international
discourses concerning business practices that support
sustainable human development.

In this context, we think that accepted ways of thinking
about and practicing leadership can be usefully unpacked.
Where we once might have been satisfied with a view of
leadership as being exemplified by a ‘man’ at the helm,
alternative visions of leadership are perhaps more suited to
the emerging challenges in the desire to change
unsustainable patterns of human development.

UN Volunteers and New Academy of Business
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A key skill for any type of ...leadership in situations
of mutual dependency is the ability to
communicate effectively and openly. We sought to
encourage the UNV Specialists and ourselves to
become clearer in our written or verbal
communication.

For example, we asked the researchers to
distinguish between ‘four parts of speech’
(identified by Bill Torbert)* in their communication.
The four parts are:
where you establish a context in
terms of the purpose, intentions for
communicating or the assumptions that you
are making.
where you deliver or assert a point,
option or perception.
where you exemplify the point with
a ‘story’ or case of an incident.
when you open up conversation by
asking a question to others.

When these parts of speech are out of balance in
communication then our conversations were
confusing or difficult. For example, by making sure
conversations start with some ‘framing’ we can
ensure that when we talk or email we do so a
greater shared understanding of starting points,
assumptions, boundaries and purpose of a
situation.

Alternatively conversations can be manipulated
and intentions hidden when someone mixes
together different parts of speech. For example,
the phrase ‘Are you sure that makes sense?’, can
be used to ask a question (inquiring) when we
already know the response that we want
(advocacy). By separating the advocacy from the
framing the communication can be more
intentional: ‘1 do not think that makes sense
(advocacy). What do you think? (inquiry).

What other methods can leaders use in situations
of shared destiny to communicate more openly
and effectively?

* Fisher, D, Rooke, D, and Torbert, WR (2000)
Personal and Organizational Transformations
through action inquiry. Edge Work, Boston.
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The challenge to traditional hierarchies as expressed in

the Sun Micro Systems and Afrox cases, brings with it an
implication that there are more ‘leaders’ in an organisation
than the one given the title of chairman or Chief Executive.
Often we have seen that leadership in enhancing business-
community relations comes from those taking different
perspectives, espousing different values and providing
complementary energy rather than from the traditionally
accepted and feted leader. An attitude of nurturing
connects with a number of cases from the research, which
broadly concern the notion of stewardship. For example, the
case of the Figaro Coffee Company in the Philippines and a
number of cases about the mining and extractive industries
across the seven countries connect with the relationship
between companies and communities where the need for
ecological and resource stewardship is at stake.

One of the reasons why these questions about leadership
are deemed relevant is because of the degree of power
held by companies. However, there is a dilemma here, in
so far as the leader of an organization is not the same as
the organization; in the same way that she/he cannot be
responsible for having created all the profits or value in a
business, similarly, we doubt that it is possible for a person
in a leadership position to be able to create a responsible
business on her/his own.

Two articles by leading academics reflect these emerging
challenges for leadership in the context of development.

In a recent article, C. K. Prahalad and S. L. Hart explore the
possibilities for companies to bring prosperity to those 4
billion people at the bottom of the economic pyramid whose
annual per capita income based on purchasing power parity
is less than $1500 (known as Tier 4). The authors suggest:

6. Conclusions and Recommendations for Action

It is imperative, however, that managers recognise
the nature of business leadership required in
[serving] the Tier 4 arena. Creativity, imagination,
tolerance for ambiguity, stamina, passion, empathy
and courage may be as important as analytical
skills, intelligence and knowledge. Leaders need a
deep understanding of the complexities and subtleties
of sustainable development in the context of Tier 4.
Finally, managers must have the interpersonal and
intercultural skills to work with a wide range of
organizations and people.?

In another relevant article, H. Mintzberg, R. Simons and K.
Basu argue that the notion of a heroic leader, who alone is
responsible for the entire performance of the organization,
needs to be replaced by an idea of leadership that is ‘more
quiet than heroic. It is connected, involved and engaged. It
is about team working and taking the long-term perspective,
building an organization slowly, carefully and collectively.®

What both of these perspectives and our research suggest
is that volunteerism has a significant contribution to make
to the development of leadership for responsible business
practices. The ‘deep understanding’ to which Prahalad and
Hart refer has to come not from a detached person hearing
and reading about people and their lives, but from those
who have and are engaged with their realities directly.
Volunteering as an act of exchange and reciprocity can
provide this form of deep understanding and can open up
space to develop leadership for responsibility and
sustainability right the way through businesses and
communities.

Speech made in Washington, DC, 7 March 2002

Prahalad, C K and Hart, S L (2002) ‘The Fortune at the Bottom of the Pyramid’
Strategy + Business Magazine 26, First Quarter 2002. Emphasis added.
Mintzberg, H, Simons, R and Basu, K (2002) ‘Beyond Selfishness. MIT Sloan
Management Review 44(1), Fall 2002: 67-74. Emphasis added.
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List of Acronyms

ABSA
AFROX
AGlI
AICC

BCR
BoE
CAF
CCcC
CClI
COPEL
CoRE

CSl
CSR
DTI
EDS
EPNL
FTML
GIFE

GTz

HIV/AIDS

ILO
ILO-SEED

Amalgamated Banks of South Africa
African Oxygen Limited

Association of Ghana Industries

African Institute

of Corporate Citizenship, South Africa
Business-community relations

Board of Examiners, South Africa
Charities Aid Foundation

Centre for Corporate Citizenship
Corporate Community Involvement
Companhia Paranaense de Energia, Brazil
Corporate Roundtable for the Environment,
TERI, India

Corporate social investment

Corporate social responsibility
Department of Trade and Industry
Electronic Data Systems, South Africa

Elf Petroleum Nigeria Limited

France Telecom Mobile Lebanon

Grupo de Institutos, Fundagdes e Empresas,
Brazil

Deutsche Gesellschaft fiir

Technische Zusammenarbeit

Human Immunodeficiency Virus/Acquired
Immune Deficiency Syndrome
International Labour Organisation

InFocus Programme on Boosting
Employment through Small Enterprise
Development
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List of Acronyms

MDG
MSE
NGO
OMSAR

OSC
PBSP
SNA
SPIC

STAS
TELCO

TERI
TNC

UN
UNAIDS

UNDP
UNISTAR

UNV
UNV SVF
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Millennium Development Goals

Micro- and small enterprises
Non-governmental organization

Office of the Minister of State for
Administrative Reform, Lebanon
Organizagao da Sociedade Civil, Brazil
Philippine Business for Social Progress
Societé National D'Assurances

Southern Petrochemical Industries
Corporation, India

Short-Term Advisory Services

Tata Engineering and Locomotive Company,
India

The Energy and Resources Institute, New
Delhi

Transnational corporation

United Nations

United Nations Joint Programme

on HIV/AIDS

United Nations Development Programme
United Nations International Short-Term
Advisory Resources

United Nations Volunteers

UNV Special Voluntary Fund
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An invitation to reflection and conversation

We have sought to write this report in a way that tells the story of the project and also encourages
the reader to reflect upon their role in creating healthy relationships between businesses
and communities. This is an opportunity for you, privately or with others, to consider what
this means for you and the organizations and communities in which you work and live.
You may wish to start a conversation with someone about the practices and ideas presented here.
You could think about questions such as:

What do I/we currently do that helps
foster healthier relationships between businesses and communities?

What are the aspects of how I think and reason that might
inhibit the emergence of such relationships?

What do I need to learn to help me support
mutual understanding between businesses and communities?

What support might I/we need to sustain such learning?

1]
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The work of the United Nations Volunteers (UNV) aims to inspire others to advance human development through voluntary
action. Since the UNV programme started in 1971, UN Volunteers — more than 30,000 mid-career professionals from over
160 countries — have made a tangible contribution to the efforts of the United Nations, governments and community
groups in fostering peace and improving living conditions.

United Nations Volunteers
Postfach 260 111

D-563153 Bonn, Germany
TEL. +49 (0) 228 815 2000
FAX +49 (0) 228 815 2001
Email: hg@unvolunteers.org
Internet: www.unvolunteers.org

The New Academy of Business is an educational institution, committed to transforming business and management practice
through education and research. We create learning activities, materials and processes that help entrepreneurs, leaders,
managers, workers and students respond to the social, environmental and economic challenges of sustainable development
and organisational responsibility.

New Academy of Business
Carpenter House Innovation Centre
Broad Quay

Bath, BA1 1UD

United Kingdom

TEL +44 (0) 1225 388648

FAX +44 (0) 1225 388638

Email: info@new-academy-ac.uk
Internet: www.new-academy.ac.uk
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