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Tested Sustainability Indexes

Responsible Competitiveness Metrics (National Strategies):
D 48 Determines how companies are managing material issues, shape
. and leverage impact on economies, societies & environments in
- @fﬁ&g&gﬁg which they operate. The company method builds on annual
global RC Index benchmarking 131 countries.

Accountability Rating Metrics (Global Business):

Assesses the extent to which the G-100 build responsible
practices into the way they do business. The metrics consider
four ‘domains’: 1. Strategy, 2. Governance & Operational
Management, 3. Stakeholder Engagement 4. Actual Impact &
Performance.

GLN Business Excellence Metrics (Business Unit):
Benchmarks members systems performance in key areas of the
business ‘value chain’ e.g R&D, Procurement, Marketing,
Human Resources, Institutional Relations and others, are
embracing & scaling up sustainability objectives while

focusing on delivering tangible business results & social impact.
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Responsibility can and does pay

AccountAbility’s 7 years of applied research
shows that responsible business practices
can enhance competitiveness;

Evidence from around the world shows
responsible competitiveness is a legitimate
strategy for nations, sectors and regions;

Responsible business practices require far-

Making sustainable development count in global markets

Foreword by Hon. Al Gore

RESPONSIBLE COMPETITIVENESS
IN THE ARAB WORLD 2009

sighted policy-makers, bold business N St
strategists and engaged civil society P \\\ -
organisations; ’

Solving societies’ thorniest issues will
require a new generation of effective

N
N
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collaborations; - .

Upgrading the existing structures will not be
enough; responsible innovation is necessary.
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Progress towards responsible markets has continued
despite economic downturn

o 80% of Chief Finance Officers and professional investors believe
high-performing environmental, social and governance programmes
are a proxy for how well a business is managed.

o 68% of the world’s 100 largest companies monitor some aspect of
social and environmental performance of their suppliers.

o 15% of stimulus packages can be considered ‘green’ and
sustainable, underpinning opportunities for business.

e 43% increase in the number of consumers buying Fairly-traded
products between 2007 and 2008.
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Global trends in data analysis

Metrics are cheap, but the quality are variable;
Four main methods for data collection, each with pros and cons:
Assessment of public-information;

Self-completion questionnaire;
Opinion survey;

Internal metrics

Challenge to create a 360 view that’s material, responsive and
complete;

Leading companies are combining measures;
Battle-ground to win award of ‘most admired company’;

Navigating metrics can drive performance (e.g. interest from
investors, trust with stakeholders).
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The Accountability Rating™

Developed by AccountAbility, CSRnetwork; Data
support from Swiss data experts, Asset4;

GE’I'I'[NG 'DOWN TO BUSINESS i

FORTUN g

A company-level tool that measures:

- the extent to which companies have built
responsible practices into the way they do business;

- their accountability to and engagement with
stakeholders; and,

- the company’s impacts on the marketplace, society
and environment in which it operates.

5 years of analysis since 2004, and featured in Fortune
since 2006;

Analysis of c. 500 companies in 2008.
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Responsible Competitiveness in the world’s 100
biggest companies

o 68% of companies recognise a clear link between sustainability
strategy and broader financial performance;

e 52 signatories of the UN Global Compact;

« 10 companies have external Advisory Council to the board, but
only 4 Advisory Councils explicitly engage on ESG issues;

e The top management remuneration packages at 6 companies are
aligned to social and environmental issues;

e 42% of companies have most of their activities certified to ISO
14001, whereas just 17% are certified to health and safety
standards.

The Accountability Rating™ is a global network led by AccountAbility and CSRNetwork

() AccountAbility csrnetwork”

making csr a reality

www.accountabilityrating.com



Only some responsible strategies are having impact
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Advising on material impacts with the Responsible
Competitiveness framework
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Integration into the Business

Strategic Alignment Chain Performance Citizenship Solutions>
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Analyzing Value Creation Opportunities

Strategic Alignment >> Chain Performance >>Sustainabi|ity Solution}
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Significant incentives for responsible businesses

o Climate Change - S2 trillion by 2020;

e Gender equality could benefit South East
Asia $42 - 46bn a year;

e Health solutions to reduce obesity could
be a $250bn opportunity;
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e Carbon capture and storage market
worth $300bn annually;

e« 5-12% of branded products are lost
along the supply chain.
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Thank you!

kelly@accountability21.net
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