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We all believe that for companies to succeed

into the future they must play a greater role 

in contributing to solving the problems that

society faces, including environmental

degradation, poverty and the abuse of 

human rights.

Our conclusions are summarised overleaf. 

We commit to doing all we can within our 

own organisations and with others to turn

these conclusions into practice. 

We hope that this report will prompt a further

exchange of ideas about the evolving role of

global business. Its ultimate success will be

measured by its impact on the actions that

leaders in business and beyond take over 

the coming years.
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The survival and success of tomorrow’s global company is bound up with the health of a complex global system
made up of three interdependent sub-systems - the natural environment, the social and political system and the
global economy. Global companies play a role in all three and they need all three to flourish. 

We believe in a strong market economy. The market economy has driven human progress and growth, lifting the
living standards of many people. But the world is now undergoing a period of unprecedented change and it is
becoming clear that the current frameworks in which the market operates are leading to unsustainable outcomes.
There are major issues which the market and the political systems have not resolved - particularly climate
change, areas of persistent poverty and abuses of human rights. 

Global companies can be a force for good and are uniquely placed to deliver the practical solutions that are
urgently required to address these issues. We believe that the purpose of tomorrow's global company is “To
provide ever better goods and services in a way that is profitable, ethical and respects the environment,
individuals and the communities in which it operates.”

This means changes for tomorrow’s global company and its future leadership. To play their full part, tomorrow’s
global companies need to work together, accepting their share of responsibility for addressing the world’s
challenges. They must maintain their own economic health by retaining the support of customers and
shareholders. From this position, they can build stronger and more constructive relationships with governments
and civil society in a joint effort to deliver the solutions that are needed.

We have identified three specific ways in which global companies can fulfil this role through ‘expanding the
space’ in which they operate.

Executive Summary

Expanding the Space

Tomorrow’s Global Company: challenges and choices
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Tomorrow’s global company should
expand its view of success and
redefine it in terms of lasting
positive impacts for business,
society and the environment.

Having redefined success,
tomorrow’s global business leaders
should stand firmly behind their
convictions and use them as a basis
for their business strategy and
decision making.

Internal processes, especially
measurement and reporting and
external communications with all
stakeholders, need to be consistent
with this view of success.

Shared values are essential to
provide cohesion in a company that
is global and diverse.

Once values have been established
and communicated, they must be
rigorously followed in practice and
people held accountable for
observing them.

Tomorrow’s global companies need
both values and rules, but values
provide the bedrock upon which a
company’s behaviour should be
based.

There are serious failures in the
frameworks of law, regulations and
agreements which frustrate many
efforts to deal with some of the
global issues both companies and
societies face. Fiscal systems often
do not drive the market in
sustainable directions and subsidies
are frequently perverse.

In many cases, major issues can be
addressed through international
agreements. These subsequently
need to be translated into national
regulation that is then rigorously
and uniformly enforced. Effective
self-regulation, in its many forms,
is often the first step.

We believe tomorrow’s global
company must take the time 
and commitment required to 
be proactive and work jointly 
with other companies, NGOs,
governments and international
organisations to ensure that 
better frameworks are created.

Embedding values Creating frameworksRedefining success
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Preface

This report summarises what we have learnt 
together as an Inquiry Team drawn from a variety 
of organisations. We have shared our diverse
perspectives and experiences from different 
sectors, and from civil society and NGOs. We have
tried to use the learning from past mistakes and
unhappy outcomes in which all of us have been
involved to build our aspirations for the future.

Over the two-year lifetime of the inquiry, we 
have tried to achieve a global perspective through 
a widespread programme of interviews and
consultations and the Inquiry Team’s own cumulative
experience working in many different countries.

We have not attempted to set out a detailed ‘road
map’ for others to follow for none of us claim to have
implemented all of our own advice. Inevitably in such
a diverse team there have been some differences of
emphasis but we all endorse this report. 
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The world is undergoing a period of unprecedented
change, characterised by a rising population, rapid
economic growth, the spread of globalisation, pressure
on the environment and continuing social, political
and cultural divisions.

These changes represent challenges to the complex
global system on which companies depend for 
their survival and success. This system involves 
three interdependent sub-systems - the natural
environment, the social and political system and 
the global economy. The collapse of any one of 
these would result in the collapse of the others. 

As we look into the future, the world population will
continue to grow. However this growth will not be
evenly distributed, with some populations, for example
in Western Europe, ageing and even declining.

Although parts of the world are celebrating and
enjoying the consequences of rapid economic growth -
prosperity, innovation, better health, longevity,
education, freedom of choice and greater opportunity
to travel - others are not benefiting. 

The same growth is leading to greatly increased
pressure on resources and on the environment.
Economic and social gaps are widening. Cultural,
national, ideological and religious divides remain deep
enough to provoke terrorism and conflict. The
continuing existence of extreme poverty and human
rights abuses is both a threat to social and political
stability and a matter of conscience.

But much remains unpredictable - the pace and
consequences of global warming, the incidence of
natural disasters, the outbreak of conflict or the
impact of terrorism.

Part 1: The changing global landscape…

The UN estimates that half of the world’s population, 3.2
billion, now live in cities, compared with 13% (0.2 billion) in
1900, 29% (0.7 billion) in 1950, and 37% (1.5 billion) in 1975.
In 2030 4.9 billion people, roughly 60% of the world's
population, are expected to be urban dwellers.1

According to the 2006 UNDP Human Development Report,
global average life expectancy rose from 60 in 1975 to 67
in 2005. Infant mortality rates have dropped from 97 per
1,000 live births in 1970 to 53 in 2004. Mortality rates for
under-fives dropped from 147 per 1,000 live births in 1970
to 77 in 2004. Between 1990 and 2004, the proportion of
the world’s population with sustainable access to an
improved water source rose from 78% to 83%. The
proportion with sustained access to improved sanitation
rose from 49% to 59%.9

According to the ILO, at least 12.3 million people are the
victims of forced labour worldwide, and of these 2.4 million
are as a result of human trafficking.2

The ILO also estimated in 2006 that 218 million children
aged 5-17 are engaged in child labour, excluding domestic
child labour. Some 126 million of these children are believed
to be engaged in hazardous situations or conditions, such as
working in mines, working with chemicals and pesticides in
agriculture or working with dangerous machinery.3

2007 estimates by the World Bank conclude that the number
of people living on less than $1 a day has fallen from 1.25
billion in 1990 to below 1 billion in 2004. 2.6 billion people,
almost half the population of the developing world, are
estimated to be living on less than $2 a day.4

Between 1981 and 2001, more than 400 million people have
been lifted above the $1 a day mark in China alone.5

Eleven out of the last 12 years (1995 to 2006) - the
exception being 1996 - rank among the 12 warmest 
years on record since 1850.6

Approximately 60% (15 out of 24) of the ecosystem 
services examined for the Millennium Ecosystem Assessment
published in 2005 are being degraded or used unsustainably,
including fresh water, capture fisheries, air and water
purification, and the regulation of regional and local
climate, natural hazards and pests.7

The number of people carried by IATA member airlines rose
from 1.2 billion in 1996 to 2.2 billion in 2006.8
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The nature of global companies is changing. For
example, the number of global companies based in
China, India and Russia is increasing rapidly. Global
companies are restructuring their operations to take
advantage of the availability of labour and skills. 
In some parts of the world, services are replacing
manufacturing as the major source of jobs and wealth
creation and manufacturing activity is increasingly
moving to emerging countries. For many companies,
the key resources are now knowledge and talent as
well as capital and labour.

Powerful new technologies will be of critical
importance and have profound economic and 
social consequences. They may also provide part 
of the answer to the huge challenges ahead of us.

Another part of the solution will lie in the choices
made by consumers, investors and voters - supported
by proactive and imaginative companies.

However, whatever the future holds, those in the
developed world cannot be expected to forgo
overnight a lifestyle dependent on aeroplanes, cars
and other accepted technology. Nor can we expect
those in the emerging economies to forgo such
benefits as they become more affordable. 

Nevertheless, we believe that we are entering a
period of history in which it is becoming clear that the
operation of the current system is unsustainable and
that to progress further, tomorrow’s global companies
need to redefine success and help to create better
frameworks for the workings of the market.

The World Bank reports that the developing world
accounted for 46% of world output in 2005, up from 
39% in 1995.10

Emerging economies, particularly those of Russia, China 
and India, are growing faster than those of developed
markets. According to one estimate, by 2050, the combined
economies of China, India, Brazil, Russia, Indonesia, Mexico
and Turkey will have outstripped those of the US, Japan,
Germany, UK, France, Italy and Canada by around 25%.12

In 2006, companies raised more money through initial public
offerings on the Hong Kong Stock Exchange than on any
other exchange.13

Between 2004 and 2006, the number of companies from
emerging countries in the Financial Times Global 500 rose
by 26, while the number of companies based in the US 
fell by 30.14

In 1957, the top 50 companies in the US included 11 from
the oil industry, seven metals producers, six from the
aerospace sector and six from the auto industry. In 2007,
15 of the top 50 were from the financial sector, eight were
retailers and five were oil companies.11

UNCTAD estimates that in 2005 there were more than 77,000
multinational companies. Of these, 2,814 were based in the
US, 7,460 headquartered in South Korea and 5,658 in
Japan.17 In 1962 almost 60% of the 500 largest corporations
in the world were U.S. corporations,18 but by 2006 American
corporations accounted for only 34% of the total.19

Sales of ‘Fairtrade’ labelled goods were worth €1.1 billion in
2005 - 37% more than the year before.20

Trade continues to grow - with the value of merchandise
exports rising 13% to $10.16 trillion in 2005 - but its growth
is decelerating as agreement on liberalisation proves hard 
to reach.15

The total number of all investment related agreements
(including bilateral investment treaties, double taxation
treaties and free trade agreements with investment
provisions) stood at 5,500 at the beginning of 2007.16
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“Corporations are not responsible for all the world’s problems, nor do they have the resources to solve
them all. Each company can identify the particular set of societal problems that it is best equipped to help
resolve and from which it can gain the greatest competitive benefit. Addressing social issues by creating
shared value will lead to self-sustaining solutions that do not depend on private or government subsidies.
When a well-run business applies its vast resources, expertise, and management talent to problems that it

understands and in which it has a stake, it can have a greater impact on social good than any other
institution or philanthropic organization.”

Michael E. Porter and Mark R. Kramer 21

                        •                         M
arket Limitations                       
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In spite of the success of the market in lifting millions
of people in emerging countries out of poverty, we
believe that the current frameworks in which it
operates are leading to unsustainable outcomes. 

There is little point in having a vested interest in 
a global system that cannot endure. This would 
be a vested interest in failure.

However, we believe that the market remains the
most powerful proven means of stimulating innovation
and achieving solutions that meet immediate
consumer needs, although these solutions are not
necessarily in line with long-term sustainability. 

In order to meet the wider needs of society and the
environment, in the short-term at least, appropriate
frameworks need to be set for the market. Otherwise,
it will fail to meet many of society’s most critical
needs. Many people will continue to be left out while
others are exploited and there is a continuing raid on
nature’s resources. 

Some guiding pressures are placed on the market by 
the public, NGOs and shareholders - for example
through the choices made by consumers, the demands
of campaigning groups and the preferences of investors.

However, in many cases, there are still serious failures
and gaps in the frameworks of law and regulation
needed to deal with major global issues. 

In such cases, the full creative potential of the
market can only be realised if governments -
supported by companies and others - put in place
effective frameworks of regulation and incentives in
the short-term. These are essential for companies to
be able to compete on equal terms and to deliver 
new and innovative goods and services.

It is therefore in the interest of global companies  
to be proactive and work in partnership with civil
society, policy makers and others to help international
organisations and governments create the frameworks
necessary to strengthen and guide the market.

Companies can then invest in innovation with
confidence and continue to generate wealth by taking
up the vast opportunities offered by the changing
world. They can use their global presence, power 
and expertise to deliver practical solutions such as
developing low-carbon power, ensuring decent
working conditions and creating products specifically
designed for low-income consumers. 

Providing returns to investors and ensuring the future
health of the environment and society are not at odds
with each other. We believe long-term profit and
shareholder value are essential but they can best 
be secured if they are the reward for delivering the
goods and services that society wants in a manner
that retains the support of society. 

This requires companies to win trust, behave
responsibly and to anticipate and respond quickly to
the changing expectations of society, for example on
climate change. 

We therefore believe that the purpose of tomorrow’s
global company can best be defined as:

“To provide ever better goods and

services in a way that is profitable,

ethical and respects the

environment, individuals and the

communities in which it operates.” 

Part 2: The business response



“To address some issues involves ‘taking the corporate hat off’ and understanding that there are always winners and losers
and that sometimes it is your company that may lose something but in the wider interest. Openness to accepting any
potential negative impact is hard.”

Mark Moody-Stuart

Tomorrow’s Global Company: challenges and choices

Expanding the Space
For companies to fulfil the purpose we have set out,
they not only have to be clear about their purpose but
also adopt a stronger and more proactive role in society.
They need to take the initiative and use their creativity
and innovation to deliver long-term value by making a
lasting difference to society whilst managing the
expectations of stakeholders through the short-term. 

We believe that companies can work towards this
position of strength by ‘expanding the space’ in 
which they operate. 

‘Expanding the space’ involves three key actions 
for tomorrow’s global company:

1. Redefining success - defining and measuring
success in a way that aligns and integrates the
social, environmental, human and financial 
aspects of their work to inform their business
strategy and boardroom decision making;

2. Embedding values - a company must define, live
by and be judged by the values it publicly espouses
and apply them rigorously in challenging practical
situations; and 

3. Creating frameworks - supporting sound national
regulatory frameworks and international
agreements, working with governments, NGOs 
and others to create such frameworks, rather 
than resisting them. 

This is not about philanthropy or companies being
seen to be ‘doing good’. These are actions that
serve the long-term interests of any company.
Individual companies can only do so much on their
own. But if they act as a group and speak with one
voice, they can create mutual advantage between
the business community, governments and public 
and become catalysts for action by all concerned.

11

Tomorrow’s global company should
expand its view of success and
redefine it in terms of lasting
positive impacts for business,
society and the environment.

Having redefined success,
tomorrow’s global business leaders
should stand firmly behind their
convictions and use them as a basis
for their business strategy and
decision making.

Internal processes, especially
measurement and reporting and
external communications with all
stakeholders, need to be consistent
with this view of success.

Shared values are essential to
provide cohesion in a company that
is global and diverse.

Once values have been established
and communicated, they must be
rigorously followed in practice and
people held accountable for
observing them.

Tomorrow’s global companies need
both values and rules, but values
provide the bedrock upon which a
company’s behaviour should be
based.

There are serious failures in the
frameworks of law, regulations and
agreements which frustrate many
efforts to deal with some of the
global issues both companies and
societies face. Fiscal systems often
do not drive the market in
sustainable directions and subsidies
are frequently perverse.

In many cases, major issues can be
addressed through international
agreements. These subsequently
need to be translated into national
regulation that is then rigorously
and uniformly enforced. Effective
self-regulation, in its many forms,
is often the first step.

We believe tomorrow’s global
company must take the time and
commitment required to be
proactive and work jointly with
other companies, NGOs and
governments and international
organisations to ensure that better
frameworks are created.

Embedding values Creating frameworksRedefining success



Tomorrow’s global company should expand its view of success and redefine it in terms of lasting positive
impacts for business, society and the environment.

Having redefined success, tomorrow’s global business leaders should stand firmly behind their convictions
and use them as a basis for their business strategy and decision making.

Internal processes, especially measurement and reporting and external communications with all stakeholders,
need to be consistent with this view of success.
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At the turn of the last century Henry Ford quite
deliberately defined success in terms that were
broader than the accepted view of profit at that time.
He said: “I hold that it is better to sell a large number
of cars at a reasonably small profit. I hold this
because it enables a larger number of people to buy
and enjoy the use of a car and because it gives a
larger number of men employment at good wages.
Those are aims I have in life.” 22

Ford addressed people’s needs for mobility and skilled
employment and in so doing built a great company. By
paying above average wages and selling cars at small
margins, to the dismay of his peers, he created a new
business model and defined success in a new way. 
He was convinced that a commitment to serving
customers’ needs and behaving ethically would result
in healthy profits and his approach was vindicated as
15 million Model T Fords were manufactured and sold.

Tomorrow’s global company needs to apply similar
thinking, but in the vastly more challenging setting 
of today’s changing world.

Without losing its focus on profitability, it needs to be
creative in expanding its view of success and redefine
it in terms of lasting positive impacts for the business,
society and the environment.

Once success is redefined in a wider, longer-term
context, the leaders of tomorrow’s global company
should hold to this vision without losing sight of the
need to maintain the support of shareholders in the
short-term through the generation of cash for
investment and dividends.

Their view of success must be widely and openly
communicated. Companies should seek to win support
for it by engaging investors and others, and should
make sure that all their decision making processes,
especially measurement and reporting, are consistent
with this view of success. This is not easy to achieve
and takes both time and commitment at all levels
from the board downwards.

Winning support 
Open and honest communication are key to gaining
the support of all stakeholders, inside and beyond the
organisation, and building the trust required to work
towards a more broadly defined vision of success.
Internally, an organisation’s values are a vital part of
this process and this is discussed in the next section.

One critical factor holding companies back from
defining success in a broader way is the pressure -
sometimes real and sometimes perceived - to deliver
short-term results to please impatient investors.
However, we believe that the market will reward
those who set and explain long-term goals in building
sustainable businesses of lasting benefit to society.

In the financial markets, growing numbers of players
are attaching importance to social and environmental
impacts and support a wider definition of success.
This should encourage companies to be much bolder
in describing long-term strategy and explaining their
short and medium-term performance in that context. 

Part 3: Redefining success 
aligning financial, social and environmental objectives  
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Redefining success
Non-marketed benefits of ecosystem services are
often high and sometimes more valuable than 
the marketed ones. One study of forests in eight
Mediterranean countries found that timber and
fuelwood generally accounted for less than a third 
of the total economic value of forests in each country.
Non-wood forest products and services such as
recreation, hunting, watershed protection and 
carbon sequestration accounted for the remainder.23

The early 1990s collapse of the Newfoundland cod
fishery due to over-fishing resulted in the loss of 
tens of thousands of jobs and cost at least $2 billion
in income support and retraining.24

Munich Re has estimated that climate change could 
cost $300 billion annually by 2050.25

Goldman Sachs said in a recent report:
“We view ESG [environmental, social and governance]
as a proxy for overall management quality, and
believe that leadership on the ESG framework can
identify companies focused on the long-term issues
affecting their respective industries. This translates
into leadership on industry themes, and ultimately,
leadership on financial measures.” 26

Winning support
“We have had to educate shareholders about our
approach to sustainability. Since we started there
has been a tipping point in the attitude of
shareholders. There is always a danger that they
may think that you are going off on a tangent. Of
course, it might have been more difficult had we
not been performing well. But now they understand
the importance of sustainable development.”
Mervyn Davies, Chairman, Standard Chartered.

Average holding periods for UK equities on the London
Stock Exchange have halved since 1997.27

In 2005 more than one in seven of the world's largest
companies changed CEO, compared with only one in
11 a decade earlier.28

A survey by the US’s National Bureau for Economic
Research showed that over half of 400 executives
questioned would avoid initiating a project that
would be very positive in terms of net present value 
if it meant falling short of the current quarter's
consensus earnings.29

“I have stopped giving earnings forecasts - I will give
qualitative guidance but will not nail myself down. 
I don’t want to fall into the trap of having to
conform to company guidance. This can lead to the
wrong decisions being made as the management
focus moves from managing the business to
managing from quarter to quarter. In the beginning
we were punished for this policy. Today some
investors say we are right.” Peter Brabeck-Letmathe,
Chairman & Chief Executive Officer, Nestlé S.A.30

Silicon Valley has emerged as one of the top regions
in the US for clean technology investment. Investment
in environmental technologies, mainly solar energy
generation, energy storage and advanced materials,
grew by 178% between Q1 2005 and Q3 2006.31

In 2005 almost one dollar in ten under management 
in the US - $2.3 trillion - was invested in socially
responsible investment (SRI) funds. And the European
Social Investment Forum estimated in 2006 that 
SRI investment in Europe had passed €1 trillion.32

Goldman Sachs anticipates that additional
professional managers, although not necessarily
adopting a pure SRI mandate, will increasingly
incorporate environmental issues into their
fundamental analysis.33

The Principles for Responsible Investment (PRI) 
is an investor-led initiative supported by the 
UN Global Compact and United Nations Environment
Programme Finance Initiative. They provide a
framework to help investors achieve better long-term
investment returns and sustainable markets through
better analysis of environmental, social and
governance (ESG) issues in the investment process 
and exercise of responsible ownership practices.
Signatories commit to seeking disclosure from
companies they invest in on the codes they subscribe
to (such as the Global Compact) and ask for
standardised reporting on ESG issues using tools 
such as the Global Reporting Initiative. On its 
first anniversary on 27 April 2007 it had over 180
leading institutional signatories from all round the
globe, representing in excess of US $8 trillion in 
assets under management.34

13
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Tomorrow’s global company should expand its view of success and redefine it in terms of lasting positive
impacts for business, society and the environment. 

Having redefined success, tomorrow’s global business leaders should stand firmly behind their convictions
and use them as a basis for their business strategy and decision making.

Internal processes, especially measurement and reporting and external communications with all stakeholders,
need to be consistent with this view of success.

Measuring success
If success is redefined, it must also be measured and
reported in new ways. Objectives and performance
indicators need to reflect all aspects of strategy.
Performance needs to be reported in a consistent
manner, internally and externally. This will require
investment in internal systems and courage in
explaining strategy and results externally and to
employees with the clarity that managers use inside
the business.

One of the difficulties faced by companies seeking to
create a broader definition of success is defining and
quantifying reliable measures in non-traditional 
areas. An example is in relation to environmental
responsibility, particularly whilst there are inadequate
market mechanisms by which natural resources and
pollution can be financially costed.

Some steps are being taken towards estimating the
monetary value of natural resources and imposing
costs on environmental impacts, emissions trading
systems being one example. Financial markets are
increasingly recognising the potential costs and
benefits of environmental factors. But such systems 
or calculations remain largely limited or informal. 

Tomorrow’s global companies, working with those 
who share similar concerns, should take a lead 
in developing ways of assessing, measuring and
allocating the costs of environmental resources 
and impacts so that there are rewards for good
stewardship and penalties for irresponsibility. 

Reporting on success
Company annual reports provide one mechanism
through which companies can communicate their
wider definition of success and win support.

A company’s annual report provides a permanent 
record of its activities and the social, economic 
and environmental benefits it can bring to the
communities in which it operates. Tomorrow’s 
global companies should be exemplary in reporting
broadly on their activities.

We believe that in too many cases, the division 
of reporting into ‘financial’ and ‘non-financial’
categories is misleading. Revenues, earnings,
dividends, costs and other financial metrics are
measurable financial outcomes of business activity,
but so-called ‘non-financial’ factors such as poor
employment conditions or pollution incidents can have
a significant impact on a company, including on its
financial results.

For companies to be able to pursue social and
environmental objectives they need to not only
develop specific goals and related indicators of
performance but also report on them consistently.
They need to provide all stakeholders with data and
information of interest to them integrated with their
financial results highlighting the contribution to their
business strategy and financial performance. 

To be credible, reporting on social and environmental
issues has to be undertaken with equivalent rigour to
conventional financial reporting and as part of an
integrated framework.

Working towards success
Many companies are already acting on the basis of a
wider definition of success. In Appendix 1, we provide
examples of how companies are seeking to work in
ways that unite business, social and environmental
objectives.
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Reporting on success
The Global Reporting Initiative (GRI) was established
as an independent institution in 2001. Its vision is that
reporting on economic, environmental, and social
performance by all organisations is as routine and
comparable as financial reporting. The GRI network
accomplishes this by developing, continuously
improving and building capacity around the use of 
a Sustainability Reporting Framework, the core of
which is the Sustainability Reporting Guidelines. 
These provide guidance for organisations to use as 
the basis for disclosure about their sustainability
performance, and also provide stakeholders a
universally-applicable, comparable framework in
which to understand disclosed information. GRI is a
worldwide, multi-stakeholder network. Business, civil
society, labour, investors, accountants and others all
collaborate through consensus-seeking approaches 
to create and continuously improve the Reporting
Framework. To date, over 1,000 organisations in 
over 60 countries have declared their use of the GRI
Reporting Framework.35

In an effort to promote consistent reporting across the
mining and metals sector, member companies of the
International Council on Mining and Metals (ICMM)
are committed to reporting in accordance with the
GRI 2002 Sustainability Reporting Guidelines. A
‘Mining and Metals Sector Supplement’ has also 
been developed by GRI in partnership with ICMM.36

Reporting of performance is evolving. Novo Nordisk
is leading in integrating the annual report and
‘sustainability’ report into one document.37

In France, a different approach has been taken
through the ‘new economic regulations’ law, nouvelles
régulations économiques (NRE), which requires
companies to disclose social and environmental
indicators as well as financial.38

The think-tank SustainAbility reports that although
around two-thirds (70%) of companies report some
interaction with investors on sustainability matters,
many reports still lack the hard targets and forward-
looking information that makes required reading for
analysts. It expects to see a progressive hardening of
sustainability information requirements; a steady shift
towards non-OECD country issues and perspectives;
and a growing focus on value creation, business
models and scalable, entrepreneurial solutions to
sustainability challenges.39

Aligning internal processes
Traditional processes in Dr Reddy’s served their
purpose but gradually became complex, wasting 
man-hours and energy resources. The company started
a crusade against complexity, creating savings in all
three aspects of the Triple Bottom Line: economic
(through cost control), social (through a reduction 
in the wear-and-tear on people) and environmental
(through reduced energy consumption). When a
company is enjoying record growth and is very
profitable, it is easy to get more resources and no 
one feels the need to control costs. People are not
forced to innovate as one must when resources are
scarce. This is the ‘Curse of Abundance’. To
counteract complacency, the company has put in
place models which drive excellence from execution
and product development capabilities to lean
manufacturing and efficient people processes. 
Making more out of less as a matter of choice and 
not compulsion is a reinforcement of the company’s
commitment to sustainable progress. 

At the start of operations Anglo American undertakes
a social impact assessment. For mature operations, 
it wanted to go beyond regulatory requirements and
devise a common methodology for optimising direct
and indirect socio-economic impacts. Recognising the
growing importance of more thorough stakeholder
engagement it piloted its Socio Economic Assessment
Toolbox (SEAT) in 2004 and has now used it in over 
50 operations in 16 countries. SEAT has four stages:
internal impact assessment; stakeholder engagement
(including with traditionally marginalised groups); 
a range of initiatives to improve performance; and
ongoing key performance indicators (KPIs) and a
report to local stakeholders. The company has learned
that for the communities concerned, perceptions are
realities; independent third parties are important in
building trust; it helps to break down procurement
tenders to give better access to local suppliers; and
that dynamics between stakeholders are as important
as each company/stakeholder relationship. 
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Shared values are essential to provide cohesion in a company that is global and diverse. 

Once values have been established and communicated, they must be rigorously followed in practice 
and people held accountable for observing them.

Tomorrow’s global companies need both values and rules, but values provide the bedrock upon which 
a company’s behaviour should be based.
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Because of their scale, power and influence,
tomorrow’s global companies will have an important
wider role as carriers of human values - for good or
ill. If they fail to set high standards, others outside
the company will find it easier to tolerate corruption,
fraud and human rights violations. However, if they do
act as role models, they will add value to the health
of the societies in which they operate.

Many companies are not trusted because they do 
not speak clearly about what they stand for. If 
global companies are to take a wider view of their
responsibilities without being open to the charge 
that they are abusing their influence, it is even more
important that they set out their values clearly. 

Corporate values at their simplest are what a
company stands for - the qualities it aspires to
demonstrate and considers important.

Values provide a global core of consistency in a
company which operates in many diverse countries.
Without the bedrock of values, companies cannot
hope to influence the behaviour of tens of thousands
of people in millions of everyday encounters.

Shared values help build strong and loyal teams, 
solid reputations and trusting relationships. Through
their effect on brand and reputation they can help
companies attract customers, employees and investors.
Applied over time, they ensure that those outside the
company know what to expect from its people.

Establishing values
Each company must choose its own values. They 
must be derived from, and tailored to, a company’s
particular needs and developed and agreed through
processes of internal discussion. For values to be
meaningful and effective, they must have the support
of the employees, customers and wider society in
which the company operates.

When a company’s values resonate with ones that are
widely held, a company will be able to cross cultural
boundaries and bind its people together. This provides
a stronger basis for dealing with dilemmas and
building trust. Companies can draw guidance from
each other or from initiatives such as the Global
Compact which incorporates principles based on the
major UN Declarations on Human Rights, Environment
and Development and Corruption as well as the
International Labour Organization's Declaration on
Fundamental Principles and Rights at Work. In setting
values, companies also need to understand what
qualities inspire people throughout the business. By
blending the convictions of leaders and employees, they
can articulate what the company stands for at its best. 

Reinforcing the values
Leaders need to show by example what behaviour 
is expected. It takes time, resources and persistence
to embed values to ensure that they are lived in
practice. A survey undertaken by the Bertelsmann
Foundation of 231 executives from various companies
found that only 118 saw a correlation between words
and deeds in their companies.40

In small companies, values are more easily spread 
by example. In large and dispersed companies, 
there is more reason to set the values out in some
written form.41

Effective communications programmes are needed to
make sure the values are understood and discussed.
These often involve stories about teams or individuals
who are role models in living out their values.

Part 4: Embedding values
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Establishing values
One recent study by M. S. Schwartz sought to
establish the ‘core universal moral values by which
corporate codes of ethics can be ethically constructed
and evaluated.’ It examined companies’ codes of
ethics; global codes of ethics; and business ethics
literature. From these, six ‘universal moral values’
were extracted: trustworthiness; respect;
responsibility; fairness; caring and citizenship.42

Professor Hans Kung’s analysis of cross-cultural 
ethical values covered the Koran, the Hebrew Bible,
the Buddhist Canon, the New Testament, Indian and
Chinese religions and humanist philosophies. He
concluded that common core values and standards are
“do not lie” and “do not steal”, and that the principle
of reciprocity - or the golden rule - “Treat others as
you would like to be treated” - lies at the heart of 
all traditions.43

According to the Business & Human Rights Resource
Centre, as of June 2007 at least 112 companies 
have human rights policy statements, of which 
85 refer directly to the Universal Declaration of 
Human Rights.44

Several years ago retention rates at KPMG in the UK
were rapidly declining with half of each intake leaving
in the year after completing their training. People
cited shortcomings in work variety, career
development and rewards. This compromised client
service and inhibited growth. A new post was created
within the five person executive with responsibility
for people development. This was in addition to the
existing HR function. Within three years there had
been a turnaround in attitudes and retention rates.
KPMG was also benefiting from a long-term exercise
to establish its values and these values have since
proved vital in helping KPMG through its most difficult
issues. Global Chairman Mike Rake said: “We have put
our values at the heart of our business strategy. It's
taken seven years to embed them. They guide how we
conduct day to day business and how we treat each
other and our clients. They help our recruitment
enormously and also our retention. It's no accident
that we were voted by our staff as the Sunday Times
top big business employer in 2006 and top three
employer for the past three years.”

Reinforcing the values
Standard Chartered’s values of seeking to be
courageous, responsive, international, creative and
trustworthy have been embedded in the annual
performance management system as part of the key
criteria against which an individual’s overall
performance is assessed. Surveys are undertaken to
indicate whether staff across the bank are
increasingly living the values and stories are published
that exemplify its values in action.

Gary Steel, Head of Human Resources at ABB points 
to the company’s ‘Leadership Challenge Programme’
which more than 15,000 employees have followed,
using 10 languages in 40 countries. He said: “To me
the programme is evidence that different cultures
have many more things in common than divide them.
I used to believe that the key challenge was to
manage cultural difference. Now I have realised that
the issue is managing commonalities. What you have
is different filters that you have to go through to
arrive at the same place. For example, one of the
myths is that you can’t give people feedback in China.
By finding the right filters, we have successfully
taken 2000 Chinese people through the programme.” 

At its inception in 1997, SUEZ has issued a strong
policy regarding its values with a high level of
standards, all codified in various documents including
a ‘Group Charter of Ethics’, later followed by ‘The
Rules of Organisation and Management of Companies’.
These documents have been translated in 16
languages and are made available to 75,000
collaborators of SUEZ. The commitments are followed
at all levels within the Group through a Committee
For Ethics, Environment and Sustainable Development
reporting to the CEO and the General Secretary. 
The General Secretary supervises an Ethics and
Compliance Department and a network of 82 Ethics
officers in the Group. In addition, a Compliance
Committee has been created to monitor on a
permanent basis and deal with all events, internal 
and external, that could jeopardize the integrity 
and values of the Group. This committee regroups
members from the top management, the Internal
Audit Department, the Legal Department and the
Ethics and Compliance Department.
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Shared values are essential to provide cohesion in a company that is global and diverse. 

Once values have been established and communicated, they must be rigorously followed in practice 
and people held accountable for observing them. 

Tomorrow’s global companies need both values and rules, but values provide the bedrock upon which 
a company’s behaviour should be based.

The best companies link pay and promotion to their
values, rewarding those who are judged to have lived
up to what the company stands for. As many of the
companies in this Inquiry Team have experienced, it is
essential that those who fail to respect the company’s
values do not progress in an organisation.

It takes vigilance and accountability to uphold values
in practice. Without reinforcement, individuals’
behaviours can become inconsistent with the
company’s values. Companies should implement
policies to encourage ‘whistleblowing’ when breaches
of values are suspected and submit themselves to
external objective assessment.

Putting values to the test 
Values are defined in words but tested in deeds. Their
worth is shown when they become an invaluable tool
in dealing with dilemmas. Human rights issues provide
some challenging tests of this kind.

Companies often say they have had more influence 
in private dialogue than public gesture. Mark Moody-
Stuart, Chairman of Anglo American and former
Chairman of Shell, has interceded with governments
in private on issues such as the behaviour of security
forces and the imprisonment of individuals, including
an employee detained on religious grounds.45

One of the sternest tests of a company’s values is
whether to leave a country - or refuse to enter it -
because of a human rights problem or other issue.

Leaving a country has its own consequences such as
job losses and the removal of the positive influence
the company can bring to bear. Companies therefore
have to assess all the relevant factors using their
values as a guide. Unpopular or controversial
decisions may be easier to defend when it is made
clear how the company’s values were used in arriving
at the decision.

Companies operating in many countries will want 
to respect national and cultural differences. But, 
as the ABB example from China shows (see page 17),
the key to achieving a cohesive company may be to
emphasise commonalities, not differences.

Consistency and transparency also apply to a
company’s relations with governments and NGOs.
There must be a consistency between public
declarations and private positions. One way to
demonstrate this transparency is for the company 
to report the issues on which they are lobbying.

Values and rules
To guide their employees’ behaviour in specific
circumstances, companies need to supplement values
with rules and codes of conduct which set clear and
detailed expectations on how the values are applied.
Values do not displace rules, but companies need to
ensure their rules are aligned with their values.

We strongly favour an approach which avoids
providing rules for every possible eventuality because
this encourages employees to take the initiative in
living out their values. It means that when difficulties
arise, the employee’s first reaction is to think, rather
than reach for the rule book.

Organisations which succeed in being values-led can
also be more innovative, less often asking “are we
allowed to do this?” than “why not do this?”.
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Putting values to the test
Unilever’s Code of Business Principles commits the
company to “recruit, employ and promote employees
on the sole basis of the qualifications and abilities
needed for the work to be performed.” In Saudi
Arabia, society discourages women from working
outside the home on cultural grounds. However, in
order to uphold company values and to respect local
customs, the company’s local managers secured
permission from the authorities to employ women in
the business, by arranging for them to work in a
separate office.46

Luc Zandvliet, Director of the Corporate Engagement
Project at the Collaborative for Development
Action, questions whether Sudan's civil war would
have caught the world's attention had it not been 
for the presence of a publicly-traded, Western
corporation. He finds the sale of controversial
holdings in countries like the Congo, Burma, and
Sudan to non-Western companies troubling. "When
Talisman entered Sudan, it turned a spotlight onto
the socio-political conditions facing the Sudanese. 
It asked the questions that non-Western companies
typically don't ask. I can't help but think that the
Government of Sudan would be relieved by the 
exit of Talisman and the attention of the 
Western media.” 47

Many companies, including BP and Shell, faced
opprobrium for years for working in apartheid South
Africa. Yet they would argue that their presence
provided a focus of enlightenment and tolerance
which would otherwise have been absent, as well 
as helping to create wealth for workers, families and
communities. The stance of such companies appeared
vindicated years later when Nelson Mandela visited
them and thanked them for remaining in South Africa
at that time. For Anglo American - at that time a
South African company born and bred - there were
also real pressures. The company was the operator 
of many large mines using thousands of black migrant
workers. At the same time the company used its
influence through its ownership of the leading
opposition newspapers, funding the constitutional
opposition, encouraging the recognition of black trade
unions and investing in black education. The Chairman
of Anglo led the first business delegation to meet the

ANC in Lusaka in 1986 and provided the facilities for
the first meeting in South Africa of the ANC once 
it was no longer banned. The company’s scenario
planning exercise was also influential in persuading
the white community that they needed to find a new
way forward in South Africa.  

Standard Chartered – “As well as opportunities, 
we also encounter the costs of turning business 
away, a risk we also have to manage. For example,
we decided not to back a proposed $55 million
petrochemical deal in Asia because it carried high
sustainability and governance risks.”

In 2004, Ikea cancelled its grand opening of its
shopping center in Chimki, outside of Moscow, Russia.
Lennart Dahlgren, Ikea's chief in Russia said the real
reason for stopping the opening ceremony was that
Ikea refused to pay bribes. According to Mr Bengtsson,
a few days later Ikea got permission to open the
shopping centre after Swedish founder Ingvar Kamprad
appealed to the Russian president Vladimir Putin and
the 200 shop owners that were to be established in
the centre complained to the authorities.48

Dr Reddy’s in Hyderabad shared with others a
Common Effluent Treatment Plant (CETP). They
discovered that it was only partially treating
effluents. Regulations merely required Dr Reddy’s to
send effluents to this CETP: the company pulled out
of the co-operative that maintained it and built its
own Zero Liquid Discharge Facilities. This is an
example of the ‘Environment First’ philosophy,
embedding positive environmental action not as 
a choice but as a non-negotiable.

Since completing a series of mergers around the 
turn of the century, BP has been seeking to embed
consistency across a diverse set of businesses around
the world through adherence to a single set of values,
management framework and code of conduct.
Business units such as refineries or upstream
production projects are required to work to standards
laid down by experts in functional subject areas such
as safety or IT. This creates an inevitable tension and
the company’s challenge is to ensure that global
standards are followed while maintaining a strong
sense of accountability among the business units.
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There are serious failures in the frameworks of law, regulations and agreements which frustrate many
efforts to deal with some of the global issues both companies and societies face. Fiscal systems often 
do not drive the market in sustainable directions and subsidies are frequently perverse.

In many cases, major issues can be addressed through international agreements. These subsequently need to be
translated into national regulation that is then rigorously and uniformly enforced. Effective self-regulation, in

its many forms, is often the first step.

We believe tomorrow’s global company must take the time and commitment required to be proactive and work
jointly with other companies, NGOs, governments and international organisations to ensure that better frameworks

are created.

m
itatio

n
s                         •                         Environmental Challeng

ng
 th

e S
p

a
ce

  Expanding the Space

Creating

Fram
ew

orks
Re

Trust       •       Collaboration    
  

hips       •

Purp
o

se
   •   Purpose   •   P

urp
o

s
  P

urp
ose    •    

20

Market and political failures
There are serious failures in the frameworks of law,
regulations and agreements which frustrate many
efforts to deal with some of the global issues both
companies and societies face, particularly climate
change, areas of persistent poverty and abuses of
human rights. Fiscal systems often do not drive the
market in sustainable directions and subsidies are
frequently perverse.

The main difficulty in designing these frameworks 
is that while the problems are global, governments
are not. This is where global companies have a
distinct role to play because they are truly global 
in their operation and outlook. They can help to
strengthen the workings of governments and to 
create global frameworks.

Even if international agreements can be reached,
there is then the challenge of ensuring that those 
who sign up actually implement these agreements 
at national level.

In the absence of effective frameworks, at global and
sometimes national levels, companies are faced with
questions such as: “How do we operate globally in a
way that is consistent both with our values and with 
a diverse set of regulatory frameworks?” “Should we
invest in this country given the lack of assurance
about future confiscation of assets?” “How can we 
fill gaps in global governance by setting our own
frameworks to deliver urgently needed social and
environmental gains when this may increase the 
costs and place us at a competitive disadvantage?”

How the failures can be
addressed
“From the top down…”
Major issues faced both by companies and society 
can in many cases be addressed through international
agreements. These subsequently need to be translated
into national regulation that is then rigorously and
uniformly enforced.

If this occurs, it increases the likelihood that business
activity will avoid negative consequences and promote
various benefits, including social and environmental
progress. It helps ensure that laggard companies are
required to meet minimum standards. It also enhances
opportunities for companies to innovate, using 
their distinctive capabilities to find solutions to
environmental and social problems in line with their
business interests.

This is why many companies are actively engaged in
advocacy, pressing governments to create frameworks
which will bring order and predictability in the
interests of both society and global industries.

This proactive approach to regulation will be a
hallmark of tomorrow’s global company.

Part 5: Creating frameworks
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Successful examples of international agreements
which have then been translated into national
regulation or legislation include:

� The Convention on International Trade in
Endangered Species of Wild Fauna and Flora
has been in place since July 1975. As of June 
2007, there are 171 Parties.49

� The World Trade Organization is the only
international organisation dealing with the global
rules of trade between nations. Virtually all
decisions are taken by consensus among all
member countries and ratified by members'
parliaments. It also has a legally binding way 
of settling disputes amongst members.50

In emerging countries, enormous needs still exist for
potable water delivery - more than one billion people
still don’t have access to it - and for the provision of
wastewater treatment and services. But the lack of
enforceable legal frameworks, weak governance 
and the failure of national governments to respect
contracts are major obstacles to achieving significant
progress. As a result, SUEZ, for example, who is 
a major actor in Europe, North Africa, the Middle 
East, North America and China, has been forced to
terminate several large water contracts in Latin
America, despite undisputed achievements and huge
increases in the amount of water and wastewater
connections. On a global scale, there is no risk of
water shortage, because, thanks to the water cycle,
water never completely disappears. The problem is 
in its uneven allocation amongst various countries 
or regions around the globe. However this can be
avoided and remedied in a sustainable way by sound
management of the water resource, based upon
technological solutions such as leak detection,
desalination or water reuse, which is SUEZ's expertise.
Such technologies are already available and used for
example in Australia and the Middle East. However,
what is mostly required is political will and good 
local governance to allow for viable and sustainable
partnerships.

Infosys believes that progress comes from aspiration
and imagination, which only comes from people. The
development of human capital is vital to lifting people
out of poverty, and business can accelerate this
development, particularly where governments and
communities are unable to keep pace. Infosys
contributes in a phased way:

� Primary education - the Infosys linked Akshayapatra
foundation feeds 82,000 kids daily in various parts
of India, and brings more children into education.

� Secondary education - provides school children 
with better infrastructure - Infosys contributes to
libraries and facilities in schools including donating
books to 15,000 libraries, constructing hostels 
for underprivileged children, renovating schools,
donating to computing facilities and providing
scholarships to 1,700 meritorious students.

� Tertiary education - where students are equipped
and skilled to join industry - Infosys partners with
universities- programs such as Campus connect which
spans over 100 universities, and InStep - which
focuses on 50+ top universities across the world. 

� lifelong career coaching - as the world globalises,
all societies will need to constantly coach their
communities to continue to remain competitive,
and Infosys has an evolved 15,000 person, fully
residential facility to enable this. 

BP’s values include a commitment to producing
energy in a way that respects human rights. Yet 
like many companies working in emerging economies,
it faces challenges when national frameworks of
human rights are not fully developed and it needs 
to draw up agreements with host governments that
create appropriate safeguards for its projects. In
2003, Amnesty International published a report,
Human Rights on the Line, alleging that BP and its
partners had effectively created a ‘human rights-free
corridor’ for the Baku-Tbilisi-Ceyhan pipeline as a
result of the agreements signed with governments.
BP’s joint venture company, BTC Co., responded by
engaging in dialogue with Amnesty International,
confirming its commitment to the Universal
Declaration of Human Rights and International Labour
Organization conventions and making a specific
commitment not to seek compensation from the
Turkish, Georgian or Azeri governments for any action
taken on the basis of obligations under international
human rights, environmental or other treaties. 

“There are medium to long-term problems that
cannot be solved unless companies openly
participate in public policy issues. But many
companies don't feel it is appropriate to take
positions ... and so stay at a distance. The world 
has moved on and companies have to engage now.”
Karina Litvack, Director, Head of Governance &
Sustainable Investment. F&C Management.51
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There are serious failures in the frameworks of law, regulations and agreements which frustrate many
efforts to deal with some of the global issues both companies and societies face. Fiscal systems often do
not drive the market in sustainable directions and subsidies are frequently perverse. 

In many cases, major issues can be addressed through international agreements. These subsequently need to be
translated into national regulation that is then rigorously and uniformly enforced. Effective self-regulation, in

its many forms, is often the first step. 

We believe tomorrow’s global company must take the time and commitment required to be proactive and work
jointly with other companies, NGOs, governments and international organisations to ensure that better frameworks

are created.

“From the bottom - up…”
Until robust international and national frameworks are
in place, companies can help fill the gaps by working
with others to create voluntary frameworks that are
rigorously enforced.

Self-regulation is not new. The Hippocratic Oath 
for physicians dates back to the 4th century B.C.
However, over the last few decades, many more
voluntary codes, principles, standards and other 
forms of self-regulation, often prompted by civil
society, have been developed at industry level by
groups of competitor global companies, working
together. Multi-stakeholder agreements are among 
the more robust forms of such codes.

Voluntary agreements work best when those
responsible for the frameworks act decisively to
enforce them.

The creation of voluntary frameworks has a number 
of advantages:

� They enable business leaders to put their values
into practice collectively.

� They provide companies with a measure of
consistency and security in managing diverse 
global operations and provide quality controls 
that help deliver products that consumers want.
This enhances trust and reputation.

� They provide benchmarks for industries, which 
can shame laggards into complying - or highlight
breaches in the standards.

� They can help share the costs of managing social
and environmental risks.

� They reduce the chances of unacceptable
behaviour in an industry, such as ‘sweatshop’
labour conditions, fraud, pollution or human rights
abuses, which will damage the reputation of the
sector and of global companies generally.

Voluntary agreements work well where market 
forces do not necessarily lead to the most responsible
outcomes - for example when many consumers buy
fish or timber products without inquiring into the
sustainability of their sources - then companies
seeking to act responsibly may join together to 
set standards through self-regulation.

However, they are not always the appropriate 
route. Sometimes competition is the best way to 
raise standards across an industry. In situations 
when customers, governments, investors or other
stakeholders are motivated to make ethical or
sustainable choices, then market forces will lead
businesses to compete to offer the most attractive
solutions. This can be particularly seen in markets
where companies compete to offer ‘environment-
friendly’ goods to consumers.

An important advantage of self-regulation is that 
it can act as the springboard from which national
regulation can be created and international
agreements reached. Many lessons can be learnt
through the creation and rigorous implementation 
of such voluntary agreements that are useful to those
who later have the job of designing future regulation.
They also demonstrate that even in a highly
competitive environment global consensus and 
action can be achieved if it is grounded in the
common interests of both companies and society.
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In October 2006, the UN Global Compact office
removed 335 companies from its global list of
participants as part of a drive to elevate the integrity
and accountability of the initiative.52

The Equator Principles were drawn up in 2003 
by a group of banks working with the World Bank’s
International Finance Corporation (IFC). The principles
are designed to ensure that financed projects are
developed in a manner that is socially responsible and
reflect sound environmental management practices. 
By the end of April 2007, they had been adopted 
by 51 financial institutions from 19 countries.53

Extractive industry companies worked with NGOs, such
as Amnesty International, and governments to draw up
‘The Voluntary Principles on Security and Human
Rights’. These principles; “guide companies in
maintaining the safety and security of their operations
within an operating framework that ensures respect
for human rights and fundamental freedoms.” 54

The Business Leaders Initiative on Human Rights
(BLIHR) was founded in May 2003 and at the time 
of writing there are 13 member companies including 
ABB and Alcan. Its principal purpose is to find
“practical ways of applying the aspirations of 
the Universal Declaration of Human Rights within 
a business context and to inspire other businesses 
to do likewise.” 55

The exposure of the sale of rough diamonds to finance
violence was widely publicised by a group of NGOs
following the Angolan Civil War. This led multinational
companies to re-assess their practice of buying
diamonds on the open market. A dialogue was opened,
culminating in the negotiation of an international
certification system for the diamond trade. In 
June 2007, The Kimberley Process Certification
Scheme covered 46 participant states and regional
organisations, which accounted for an estimated 99.8%
of the world’s rough diamond trade.56 

The Extractive Industries Transparency Initiative
(EITI) launched in June 2003, aims to increase
transparency in transactions between governments 
and companies within extractive industries. Participants
include government, industry, and civil society
representatives.57

ISO standards are voluntary, but some - mainly
concerned with health, safety or the environment -
have been adopted or used as reference points in
national legislation or international market
requirements. The ISO 14064 standards for 

greenhouse gas accounting and verification published
on 1 March 2006 resulted from the work of some 
175  international experts from 45 countries and 11
international business, development or environmental
organisations.58

The Energy Efficiency in Buildings project includes
leading companies in the building, equipment and
energy industries. Participating companies are
developing a roadmap to focus on designing, financing,
building and operating commercial and residential
structures that are energy self-sufficient. Meanwhile,
local initiatives are being explored, such as
collaboration to work towards zero net energy 
buildings between China's Ministry of Construction, 
the China Business Council for Sustainable Development
(CBCSD) and local businesses.59

Ford contrast their differing experiences based on the
approaches they have adopted:

� Unilateral Initiative - in the late 1990s Ford Motor
Company gave a public signal on its readiness to
react to global warming by issuing a unilateral
commitment to reduce fuel consumption from its 
US Sports Utility Vehicles by 25% over five years. The
commitment was started, but not carried through,
as competition did not follow, and the incremental
Ford investment into low-CO2 technologies could not
be recovered in the market. This would have made
Ford uncompetitive, and hence the initiative had to
be abandoned.

� Concerted Initiative - in the same period of time,
Ford of Europe equally wanted to make a signal 
on climate change and proposed to reduce CO2
emissions from passenger cars by 25% over 10 
years. Before going public, Ford of Europe talked 
to all European competitors and convinced them 
to sign a Voluntary Agreement where everybody
committed to contribute to CO2 reduction. This 
was done, it ensured a level playing field, and 
the commitment was successfully carried out.

Nike developed a comparatively high-cost supply 
chain in response to brand damage in its key youth
markets in Europe and North America over poor labour
standards. It therefore had no choice but to work to
establish industry-level standards through its support of
the Fair Labour Association. Realising that a voluntary
initiative, whilst a significant improvement, could still
not overcome free-riders and laggards, Nike went even
further by advocating formal regulation among
national, regional and global policy-maker groups.60
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Climate change presents a crucial test of companies’
ability to use their power and influence to help create
a more sustainable future. Global warming not only
represents one of the greatest challenges for 21st
century society, but also threatens to exacerbate
many other issues, such as poverty, fresh water
shortages, conflict, resource depletion and disease.
The poorest countries will be among the hardest hit
and the least able to respond. For example the
Intergovernmental Panel on Climate Change (IPCC) has
projected that by 2020, crop yields from some African
countries could have halved.61 Rising sea levels could
displace millions in Asia this century.

The challenge is urgent. The latest report from 
the IPCC says that global warming is ‘unequivocal’.
Eleven out of the last twelve years have been the
warmest on record.62

There is now a wide scientific consensus that the
changes in the climate are linked to rising greenhouse
gas (GHG) emissions, chiefly carbon dioxide, from 
the use of fossil fuels. Pressure is growing for greater
international action in the shape of a successor to 
the Kyoto Treaty. This would set long-term targets for
emissions reduction and oblige governments to create
policies to achieve them.

At the same time, concern over the security of future
energy supplies is leading governments to seek out
sources of fuel and power that are reliable and if
possible local, as well as low in carbon emissions.
Many countries and regions, such as the EU, are
already setting tough targets for the coming decades
both to limit GHG emissions and increase the use 
of biofuels and renewable power.63

Amid the risks, climate change creates an
unprecedented opportunity for companies if they
direct their businesses towards providing the plant,
products and services that will be needed for the
future low-carbon economy. The successful early
movers will be companies with the vision to build the
likelihood of dramatic constraints on carbon emissions
into their strategy, recognising that there will be
increasing rewards for sustainable solutions and
penalties for unsustainable ones.

Global companies can assist the effort to combat
climate change in two main areas: 

� working with governments, NGOs and others to help
create the right frameworks for the future;

� and taking significant voluntary action now, such 
as the development of low-carbon technologies.

Creating frameworks
Companies should support global action to address
climate change, along with a governance system to
ensure that action is effective and that organisations
do not avoid their responsibilities. Global companies
have a vested interest in such global machinery
working well and should invest time and effort in
helping governments and the UN to design it.

Companies should also work with governments to 
help them set emissions reduction targets and create
strong frameworks that provide a stable regulatory
context for investment in sustainable solutions. We
recognise that these are likely to involve a mix of
taxes, regulation and market mechanisms such as
emissions trading systems.

Calls from the business community for co-ordinated
action of this kind have already begun. They
include the advocacy of the US Climate Action
Partnership, which includes Alcan, Alcoa, BP
America, DuPont, GE and Lehman Brothers, along 
with several NGOs. It is asking the federal government
to “recommend the prompt enactment of national
legislation in the US to slow, stop and reverse the
growth of greenhouse gas emissions.” 64 In the UK, 
the Corporate Leaders Group on Climate Change 
(CLG) brings together business leaders from major 
UK and international companies who have argued 
that investing in a low-carbon future should be a
strategic business objective for the UK as a whole.65

Part 6: Climate change
a major challenge for tomorrow’s global company
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Taking voluntary action
While a global agreement is being negotiated, there
are many actions that global businesses can take to
address climate change, and which many are taking
already: 

� They can develop low-carbon technologies such as
renewable power, sustainable biofuels, carbon
capture and storage, and products that drive
energy efficiency, such as advanced motors and
combined heat and power systems. 

� They can support research to make breakthroughs
in low-carbon technology, recognising that effective
and economical solutions have potentially huge
markets. They can initiate public-private
partnerships and work with academia to carry 
out research in these areas, as many leading
companies already do.

� They can provide low-carbon solutions where
policy-makers have already created a supportive
and viable market for them. Examples include 
the support now being given to renewable energy
in many markets. Total global wind power capacity,
for example, has been increasing at an average of
around 25% a year for the past five years.66

� They can support and participate in emissions
trading markets, such as the EU’s Emissions Trading
Scheme, supporting the legislation needed to make
them effective and robust.

� They can practise eco-efficiency in their own
operations, reducing costs as well as greenhouse
gas emissions by minimising energy use.

� They can make a strategic priority of responding 
to the environmental concerns of customers,
investors, employees, NGOs and policy-makers. 
For example, some retailers are planning to mark
food products with ‘carbon footprint’ details
alongside calorie counts and salt content.

� They can help low-income countries and
communities reduce emissions and adapt to
climate change, for example by installing
renewable energy infrastructure in rural areas 
or advising on areas such as water management,
risk assessment and insurance.

An indication of investors’ growing engagement 
with the issue is shown by the growth of the 
Carbon Disclosure Project whereby companies disclose
their CO2 emissions to a named list of investor
organisations. In 2003, the project involved 35
investors with over $4.5 trillion under management.
By 2006, this had grown to 225 investors with $31.5
trillion under management.67

In summary, we believe that the voice of business
must be heard in the debate over climate change,
clearly acknowledging the need for global, regional
and national agreements. These messages need to be
backed up by actions which show that businesses have
the commitment and the capacity to deliver the
sustainable solutions needed to protect the planet 
for future generations.
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Tomorrow’s global company
When compared to the typical global company of
today, we believe that tomorrow’s global company
will play a larger and more proactive role in 
society, be more engaged in public debate and 
be recognised as a source of economic, social 
and environmental progress.

It will be a positive force in the world - both a creator
of wealth and an agent of change that delivers
practical solutions to set the world on a more
sustainable course.

It will be in tune with how the world and society’s
expectations are changing and able to translate these
challenges into opportunities to develop new products
and markets or if necessary reinvent them and itself.
This will help it to be as adaptive as it will have to be
to manage risk, remain competitive and to continue
to make profits and shareholder returns.

It will leverage technology to create and deliver 
its products and services in a sustainable way.

It will understand that providing returns to investors
and ensuring the future health of the environment and
society are not at odds with each other and will define
its purpose and its view of success in line with this.

It will define and communicate its view of success 
in a way that aligns short-term and long-term goals,
integrating financial and operational performance
with wider impacts in social and environmental areas.
It will win the support of investors for this view, and its
wider reporting and communications will reflect this.

It will have strong values which lead to consistency
across diverse operations and provide a guide for
resolving practical dilemmas. These values will help it
to find and keep the best talent by appealing to those
who are interested in what a company stands for.

It will encourage its people to use their initiative and
creativity guided by its values and compliant with any
rules and earn the loyalty of customers and suppliers.

It will be fiercely meritocratic; offering opportunities
to people of all backgrounds so that its future leaders
may originate anywhere and not from the country
where it is headquartered.

It will show respect for the people, communities and
governments with which it works, but it will stand up
for its beliefs when it concludes that the actions of
others are inconsistent with its values.

It will join with other companies to advocate changes
in public policy which will enable the power of
business and the market to be harnessed for society’s
good. When such policies are absent, it will join with
other companies to set voluntary standards and create
frameworks of self regulation designed to ensure that
industries behave in a way that is responsible, ethical
and sustainable.

It will use every available form of dialogue to 
reach all its stakeholders, inside and beyond the
organisation and communicate in a way that wins
their support and trust. Its communications will be
internally and externally consistent and aligned with
its view of success and its values.

Part 7: Looking ahead…



Tomorrow’s CEO wanted: 
“Our company is operating on a global scale, facing great opportunities but also major challenges. Our top executive team
already comprises five men and six women of different nationalities. We want to break away from the pack, become an
industry leader and make a lasting contribution to society as well as providing top rank shareholder returns. We are seeking 
a CEO who can take the company to new heights in innovation, teamwork, performance and influence at the same time as
reconciling the differing demands of investors, customers, governments, regulators, partners, NGOs and the public. 

We’re looking for a person with clear vision; strong values; courage; empathy; accessibility; high level negotiating and
interpersonal skills; a passion for teamwork; humility and a commitment to future leaders.”

Tomorrow’s Global Company: challenges and choices

Tomorrow’s global leader
Having focused on tomorrow’s global company, what
of tomorrow’s global business leader? What personal
qualities will she or he need to demonstrate in order
to lead such a business?

Clear vision: Global business leaders operate in a
complex, turbulent and uncertain environment. They
need to be sufficiently in touch with the outside world
to sense the most important trends and use these to
visualise what success will mean for their company.

Strong values: Strong values are vital for tomorrow’s
global company. Leaders not only set direction but
also the pattern for behaviour and ethics. Vision is
often largely based on values, because it represents
the destination that a leader believes a company
should reach if it lives out its values.

Courage: When things are changing fast, companies
need to take bold steps and move in new directions.
As well as the vision to know which direction to go in,
leaders need the courage to take risks, break with the
pack and deal resiliently with the inevitable adversity.  

Empathy: 21st century leaders meet and interact with
a wide variety of people, from employees and
investors to governments and NGOs. In such situations,
it is vital for leaders to be culturally aware, have
empathy and be able to stand in others’ shoes.

Accessibility: Effective leaders of large, dispersed
organisations may have limited opportunity to meet
people face to face, but they take every opportunity
to interact with those at the frontline and use a range
of communications media to keep in touch and listen
to the views of people at all levels.

High level negotiating and interpersonal skills:
In several of the challenges and choices we have
examined, leaders need to negotiate at the highest
levels outside the organisation. This is particularly
necessary in taking a more proactive role in helping 
to fill the global governance vacuum and develop
relationships with NGOs, governments and other
companies.

A passion for teamwork: Tomorrow’s great leader will
not be a ‘superhero’ who runs the company single-
handedly, but someone who will build a team from
people of all backgrounds and give them space to take
decisions - a very different skill.

Humility: The leader of tomorrow will accept his or
her limitations. To hold a top-level leadership position
in a major global company is to be in a position of
considerable power and to be constantly exposed 
to public scrutiny. In such a role, self-belief and
confidence are essential qualities, but arrogance is
damaging. It is important to balance confidence with
a willingness to admit one’s mistakes and keep
learning. Respect is earned not through the trappings
of position and power but through action and integrity.

Commitment to future leaders: Along with a
teamworking approach to present-day challenges goes
a commitment to developing the team of the future
and knowing when to stand aside for a successor.
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“The leaders we need for tomorrow’s global
companies will have a different mindset from 
much of what we see today. They will be:

� Wider and deeper in how they define business
focus - with a global as well as a very local
understanding of the world, and so sensitive 
to the widely diverse people in the organisation
(origins, cultures and belief systems), the different
societies in which the company operates and the
different governmental regimes under whose laws
and regulations the company produces, competes
and serves customers.

� Multigenerational in outlook - thinking about 
the long-term impact of decisions made by people
in the company on societies, environments and
livelihoods.

� True to the core values which are embedded 
in the organisation. Like a mountaineer’s rope
these allow much more delegated responsibility,
independent decision-taking and risk-taking. And
the values will be a magnet to the best talent and
strong enough to absorb and include the different
ways of seeing the world within the corporate
community.”

Fields Wicker-Miurin, Co-founder and Partner, 
Leaders’ Quest.

In BP there is a focus through executive education on
‘statecraft and diplomacy’ - defined as the ability to
engage in an informed and constructive way in public
policy debate on issues relevant to the business. This
involves developing the ability to discern quickly what
is relevant in current affairs and act decisively on that
understanding. For example in 1997, BP’s then Group
Chief Executive, John Browne made a speech at
Stanford Business School in which he acknowledged
the seriousness of climate change and the likelihood
that carbon emissions were the major cause, and
committed BP to do what it could to limit its carbon
emissions and develop alternative fuels. He did so in
the teeth of opposition from many of BP’s competitors
but by doing so helped to transform the debate. 

In ‘The Chrysalis Economy’, one of the leaders
profiled by John Elkington is Dee Hock, founder of
VISA, who relished operating in an uncertain and
complex world. He invented the term ‘the chaordic
age’ to describe the current era with its combination
of chaos and order. Hock’s vision of an organisation
which could succeed in such an environment was that
of a “self-organizing, self-governing, adaptive, non-
linear, complex organism, organization, community 
or system, whether physical, biological or social, 
the behaviour of which harmoniously blends
characteristics of both chaos and order.” VISA evolved
as just such a business, being owned by 22,000
member banks, competing with each other for
customers yet co-operating by honouring one
another’s transactions.68

Andrew Gould, Chairman and Chief Executive Officer
at Schlumberger, said of his predecessor Euan Baird
that he had the intellectual curiosity to be both an
innovator and a formidable critic, constantly
questioning accepted wisdom. “It is very hard to be
both a leader and a rebel but Euan manages this
better than anyone I have ever met.” 69

A former CEO at ABB, Jurgen Doorman, set a 
new tone when he took over the company at a time 
of crisis. He was a values-oriented, humble, clear-
thinking leader. One of the ways he expressed this
was in a weekly email to all employees. He told 
them in a clear, no holds-barred manner why the
company was in crisis, and what the challenges 
and remedies were. He also invited and received
considerable feedback.
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Julio Moura, Chairman and CEO of GrupoNueva, went
to New York in December 2005 to raise money on the
markets. He put a slide in his presentation about his
company’s commitment to corporate sustainability,
despite the initial objections of his bankers. In over
40 meetings with analysts, only two asked him about
the slide, demonstrating that it caused little concern
but enabled Moura to present this aspect of his
company’s approach.70

“Of course diversity in background is important. In
our top 200 people we have 17 different passports.
This helps you create an atmosphere of dialogue and
also confrontation in which there is a battle for the
best, not a hierarchy. You get more accessibility this
way which is important to me. Anyone can email
me. I answer them all myself. I walk around with my
blackberry and I respond fast - hundreds every day.
Lots of them are about how the engineer did not
show up. But others are about concerns about
policy.” Ben Verwaayen, CEO, BT.71

“So if we think about where we're going to end up
after a half century of peace and prosperity, what
could we say about the talent pool? First of all, it
will be dominantly Asian. It will be focused on new
knowledge, new services, and be highly innovative.
It will be diverse. It will have many different ages,
including very, very, very, old age.” Peter Schwartz,
Chairman of the Global Business Network.72

“A great example of where future collaboration is not
only possible, but essential to success is in efforts to
address harmful alcohol consumption. The World

Health Organisation began looking at the public
health aspects of alcohol in 2005 and requested
consultations with a number of stakeholders,
including industry. The industry has itself got
together across spirits and beer and producers, 
and we recently had the CEOs of 16 global alcohol
producers talking about the risks and opportunities.
For the first time we had the good guys and the bad
guys talking together. We were saying to some of the
laggards in our industry, look if we are arguing for
self-regulation we had better do something about
it.” Sue Clark, Corporate Affairs Director, 
SAB Miller.73

Infosys’s strategy has been driven through consensus
by a leadership team that has been together for many
years. Nandan Nilekani, Co-Chairman of Infosys says:
“We have a congruence, a commonality of approach
and a collective vision. There may be subtle changes
when leaders change but it is not like in western
countries where there is a huge change. It is more
collegial and organic.” 74 Nandan Nilekani moved 
from his post as CEO at the age of 52 to become 
Co-Chairman to encourage new talent.

G V Prasad, CEO and Vice Chairman of Dr Reddy’s,
has estimated that the CEO, COO, and other top
managers in his company typically dedicate more 
than 20% of their time to recruitment, training, and
employee development. “Despite the vast availability
of talent, the biggest challenge is to get leadership.
It is not difficult to get 100 PhDs. But where are
those five leaders who can shape their efforts?” 75

29

“A leader is best when people barely know that he exists, not so good when people obey and acclaim him,

worst when they despise him. Fail to honour people, they fail to honour you. But of a good leader, who 

talks little, when his work is done, his aims fulfilled, they will all say ‘We did this ourselves’. ”

Lao Tzu in Tao Te Ching
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About Tomorrow’s Company
Tomorrow’s Company is a business-led think-tank,
working as a catalyst to help realise the organisation’s
vision - ‘a future for business which makes equal
sense to staff, shareholders and society’.

A not-for-profit membership organisation which
started in the UK, Tomorrow’s Company publishes
research, brings practical business people together 
to generate and share ideas, puts those ideas into 
the public domain and influences decision-makers in
companies, the investment community, stakeholder
groups, business schools, and government.

Tomorrow’s Company achieves this through acting as
an influential networking hub for organisations and
leaders involved in business, government and civil
society. It identifies and explores the future of
sustainable success, undertakes and publishes agenda-
setting research, and promotes the adoption of new
ideas and concepts. Tomorrow’s Company asks the
questions that everyone knows to be important, but
others find too difficult to tackle.

The organisation originated in the UK from the Royal
Society for the encouragement of Arts, Manufactures
and Commerce (RSA) which in 1993 initiated a
business-led inquiry into ‘the role of business in a
changing world’. The findings, published in 1995,
introduced the concept of an inclusive approach to
business success. The report ‘Tomorrow’s Company’
has been the inspiration for many company change
programmes and contributed to the recent changes to
UK Company Law in relation to the duty of directors.

Tomorrow’s Company was established in response 
to demand from the businesses involved in the RSA
inquiry for an organisation to carry forward the 
work it had started.

Since 1995 Tomorrow’s Company has helped set the
agenda for business leadership, the role of business in
society, company reporting, corporate governance and
the future of investment. 

This latest global inquiry has reinforced the influence
of Tomorrow’s Company on the international stage. 

The contribution of our members and partners is vital
in helping us to strengthen our influence and in
realising our vision of a future for business that makes
equal sense to staff, shareholders and society. If you
would like to find out more about playing an active
role in the work of Tomorrow’s Company or would like
to join as a corporate or individual member, please
visit our website www.tomorrowscompany.com. 
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Perspectives from the Inquiry
Team members 
ABB 

There are no “soft” issues in business any more.
Environmental, social and human rights concerns 
are not reputation issues; they are important in
themselves and influence the bottom line.

The licence to operate that a multinational company
operating in different circumstances around the world
needs to earn and build upon necessarily requires it to
address the needs and concerns of its stakeholders.
This should be occurring before and as part of a
business decision.

At ABB, we have realised we don’t have to be the
victims of debates on ethical, social or human rights
issues. The company can and is acknowledging it can
be a proactive and effective player; not a victim.   

This requires a shift in attitude. A real understanding
of the responsibilities and accountabilities we have to
all stakeholders - not just shareholders, customers
and investors, but our employees, the people whose
lives we touch through our power and automation
products and daily activities, and the communities 
in which we operate.

The obligation to seek a creative balance between
economic, environmental and social priorities is key 
to long-term business development and success. It
requires a strong and healthy company culture; it
requires leadership marked by openness, courage and
commitment. For us at ABB, this is work in progress.

Alcan

Alcan has a long history of substantive practice and
experience in working with communities and diverse
interests related to our operations around the world.
The company values are well established, and a
proactive approach to business conduct and ethics 
is pursued. These are important elements that
contribute to the foundation and context within which
the business opportunities and challenges of today and
tomorrow are being addressed.

The Alcan Integrated Management System (AIMS) is
predicated on a sustainable approach to succeeding in
business on a global scale. Embedding a sustainability
mindset allows us to expand our understanding of the
real and broader value at stake. It increases
operational efficiency, customer satisfaction,
employee well-being, community support and 
investor confidence.

Today, considerable focus and interest is being placed
on integrating sustainability in Alcan’s business
practices. This builds on a number of years of
exploration and experimentation with sustainability,
and is leading to innovation and pilot projects in many
aspects of Alcan’s business.  

Participating in Tomorrow’s Global Company is one
such innovation. Collaborating with others, particularly
those who are sincerely and openly exploring the new
opportunities and evolving challenges that companies
will face in the future, is vital for all who have
interests in the success of the organization and the
contribution it can make. Business needs to define its
role in an increasingly fragile world, or risk our
potential as well as our partnerships. And others will
then define our role for us.

Appendix 2:
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Anglo American

As a company born in South Africa, but with a
consistent record of opposing apartheid, Anglo
American has always had a strong sense of having an
activist role in society. The company was particularly
noted for its social investment programmes in areas
like black education. Since the end of apartheid,
companies working there have faced a particular
challenge - how best to play their part in addressing
the legacies of the system. Separately, in the late
1990s, the leading companies in the mining sector
initiated a programme of engagement with the
industry’s critics to better understand their concerns
and to reposition the industry relative to the
sustainable development agenda. Anglo American is
convinced that its long-term access to resources 
and land - and its ultimate licence to operate - are
dependent upon its ability to minimise negative
impacts and to maximise its contribution to the
building of social, human and manufactured capital.
Key milestones on this journey, from a focus on
philanthropy to a wider focus on the better overall
management of the impacts of its core business, 
have included: an active enterprise development
programme in South Africa which supports black
economic empowerment and supports about 3,000
sustainable jobs in SMEs at any one time; becoming
one of the first major companies to make free anti-
retroviral therapies available to its HIV+ employees;
becoming an active participant in governance
initiatives designed to improve transparency and
human rights practices in the mining industry and 
to support new business development in Africa; and
developing a methodology for ensuring more intensive
engagement with local people and, thereby, better to
understand concerns and local development needs.
These initiatives and the company’s emphasis on 
the development of national and international
development partnerships are fundamental to 
the future sustainability of its business.

BP

As a global energy company, BP is seeking to address
major economic, environmental and social issues in 
its strategy. In particular, it aims to enable use of
fossil fuels more cleanly, produce more low-carbon
energy, minimise the environmental footprint of its
operations and maximise the social benefits of 
its projects and products.

BP is working to make transport more sustainable
through cleaner fuels, advanced lubricants and by
raising awareness with its customers. Its ‘BP Ultimate
fuel’ increases fuel economy and improves
performance while its ‘targetneutral’ programme
enables motorists to calculate and offset their carbon
emissions. BP is also developing new biofuels in
partnership with DuPont and investing $500million
over 10 years in an Energy Biosciences Institute 
where researchers will explore options for advanced
biofuels. BP is investing $8billion over 10 years in 
low-carbon power generation, increasing its capacity
in solar, wind and gas-fired power and planning very
low-carbon hydrogen power stations.

One example of efforts to minimise environmental
impacts and generate social benefits is BP’s Tangguh
gas production project in an environmentally sensitive
part of Papua, Indonesia, where it is undertaking
projects in areas such as health, education and
infrastructure designed to help the community
achieve sustainable development.

BP is also meeting the needs of low-income
communities through products such as clean and
affordable cooking equipment. In rural India it has
reached 13,000 households with a stove that creates
less smoke and indoor pollution than traditional
wood-burning. It is developing similar businesses
elsewhere in Asia and Africa, with local people acting
as distributors.
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Dr Reddy’s

Dr Reddy’s, core purpose is “To help people lead
healthier lives”. Our products and services save 
and improve patients’ health and lives, making 
our business intrinsically socially responsible. Our
emphasis is on access and affordability achieved 
by lower cost alternatives, accelerated development
of generics and research & development that seeks
treatment options for unmet and poorly met 
medical needs.

Our generic, branded finished dosage and active
pharmaceutical ingredients (API) businesses focus 
on development of lower cost alternatives; the
research-led discovery platform helps in the
development of new chemical entity (NCE) 
assets through a combination of in-house and 
co-development initiatives to meet the unmet medical
needs, while the Custom Pharmaceutical Services
(CPS) business assists innovators in commercialising
new products at the most competitive costs.

The Triple Bottom Line provides a framework that
directs our operations for environmentally and socially
responsible outcomes. The environment is a vital
focus at Dr Reddy’s wherein we have invested
significant amount of resources to reduce the
ecological footprint of our operations. We are
sensitive to growing environmental challenges and are
building strong awareness on how climate change is
impacting the planet. Simultaneously, we participate
in the community in partnership with Dr Reddy’s
Foundation. The Foundation leads the way with
innovative solutions for sustainable livelihoods and
quality education for the deprived.

Our progress with sustainability represents the
combined efforts of all our employees. With
continuing focus on sustainability, we are committed
to bring in transformation across multiple areas -
people, finance, execution excellence, governance,
corporate reputation, environment and corporate
social responsibility.

Ford 

At Ford Motor Company, we have made sustainability
a long-term strategic business priority because 
we believe this is the path to our own future as a
business. Sustainability is about ensuring that our
business is innovative, competitive and profitable 
in a world that is facing major environmental and
social changes.

As a transportation company, we are concerned not
only with the footprint of our manufacturing facilities,
but also with the impact of our products on the road.
The over 61 million new cars and trucks sold globally
last year provide personal mobility and economic
opportunity to an increasingly interdependent
population. However, the issues associated with this
global vehicle fleet include impacts on global warming,
air pollution, road safety, noise and congestion.

We are determined that the profitable provision of
personal transportation does not have to impose costs
on the environment or society, and we are pursuing
paths down technical innovation and external dialogue
to ensure ongoing success without such compromise.
The task in challenging, but not insurmountable, and
success will rely on partnerships with other vehicle
manufacturers, the transportation fuel companies, as
well as federal and regional governments. In addition,
we regularly engage with our stakeholders, including
environmental and human rights non-government
organizations and we report our sustainability issues
annually in our ‘Connecting with Society’
sustainability report.

Ford Motor Company committed to work on the
project of ‘Tomorrow's Global Company’ in the deep
conviction that only a coalition of enlightened
companies from all sectors of industry across the
globe can change the current pattern of consumption
and lead to more sustainable business behaviours in
the long-term.
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Infosys Technologies 

Infosys, the pioneer of the Global Delivery Model 
of IT services has been amongst the more successful
organisations in its industry, and is amongst the better
known companies headquartered in India. Infosys
began its journey in India’s business environment in
the 1980s, in an era when the License Raj imposed
endless red tape on the private sector. In this
environment, building a company whose long-term
objectives included operational longevity, high ethical
standards and global respect demanded commitment
to a core set of values. For Infosys, these values
focus on instilling trust in our relationships with 
all stakeholders, including employees, investors,
clients, society and the communities in which
Infosys operates.

� At Infosys, we believe that we must develop 
trust with the communities in which we operate 
to achieve longevity as a corporation. Through the
Infosys Foundation, which receives a grant every
year from Infosys (the last year’s grant was $3
million) we contribute to betterment of healthcare
(hospitals, infrastructure), education (books,
scholarships, refurbishment of infrastructure) 
and skills.

� Infosys emphasises its commitment to investors
through stringent corporate governance. Infosys
was also among the first Indian companies to
voluntarily comply with the US Generally Accepted
Accounting Principles (GAAP) and now provides
financial results in the GAAP of six countries.

� With employees from over 41 nationalities Infosys
has built an enduring value system based on
openness, honesty, fairness and transparency 
which has earned us the confidence and trust of
our clients. We enjoy a +95% customer retention.

� Infosys has provided its employees with the
education they need to succeed and has built
amongst the largest Corporate Education Centre in
the world. This ‘finishing center’, with an annual
capacity of 15,000, provides engineering graduates,
who aspire to be employees, with the equivalent of
a Bachelor of Science degree in Computer Science
from an American university.

International Institute for Sustainable 
Development (IISD)

Shell Canada’s Climate Change Advisory Panel

The IISD is an international non-profit organisation
originally established by the Governments of Canada
and Manitoba in response to the report of the
Brundtland Commission in 1987. Our vision: Better
living for all-sustainably. And our mission is “to
champion innovation, enabling societies to live
sustainability”. In 2000, IISD President David Runnalls,
along with leaders from four other NGOs, was asked
to join a Shell Canada panel to advise the company on
its climate change policies. The panel has a mandate
to advise Shell on its climate change strategy and the
company has an obligation to respond. It has met on
13 occasions. The discussion made the old diplomatic
cliché of free and fair exchange of views sound like a
Sunday School on occasion. Every meeting lasted more
than one day. The CEO of the company attended every
hour of every meeting. The panel has made many
suggestions, all of which are reported in published
minutes. The company changed its policies in response
to these recommendations on many occasions. They
are still a major and growing contributor to climate
change. But they listened and they changed and
adapted, thus proving that multistakeholder panels
can work.
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Ulf Karlberg

Human Rights Activist engaged with the Business 
& Human Rights Resource Centre and Amnesty
International.

“Some corporations have long resisted binding
international standards while others see a case 
for developing a global system of regulation and
incentives in line with their values. Clear standards
that holds governments, national and international
companies accountable, creating a level and fair
playing field for all companies - everywhere. This
becomes even more urgent as new multinational
corporations from diverse legal and cultural value
systems emerge in the global market.” 

The Business & Human Rights Resource Centre,
based in UK, USA, Hong Kong and Africa, is a non -
profit organisation promoting greater awareness 
and debate about human rights and business.
www.business-humanrights.org is a web-based
impartial platform where concerns are raised,
companies respond and ‘best practice’ is recognised.
The site provides resources and tools to assist
companies, NGOs and others. It gets two million 
hits per month and tracks social and environmental
conduct of 3,600 companies. Weekly top stories are
sent to 4,000 opinion leaders worldwide. Mary
Robinson, former UN High Commissioner for Human
Rights and President of Ireland, chairs the Centre’s
International Advisory Network.

Amnesty International is a worldwide movement for
human rights. Amnesty undertakes research and action
focused on preventing grave abuses of the rights to
physical and mental integrity, freedom of conscience
and expression, and freedom from discrimination.
Independent of any government, political ideology,
economic interest or religion, Amnesty does not
support or oppose any government or political system,
nor does it support or oppose the views of the victims
whose rights it seeks to protect. It is concerned solely
with the impartial protection of human rights.
Amnesty has 2.2 million members and supporters 
in 150 countries around the world.

KPMG 

Every day KPMG people work to add value. Indeed our
mission is to turn knowledge into value for the benefit
of our clients and people and the communities in
which we work.

Around the world, we are helping businesses respond
to far-reaching changes in the global economy. We are
working hard to strengthen trust in the markets and
our profession by turning reform into reality and by
enforcing our own high standards of integrity. We
value the people who work for KPMG member firms
and recognise they have a real role to play in ensuring
reliability of capital markets while at the same time
contributing to a sustainable world. As a business that
has existed for over 130 years, we are committed to
its long-term sustainability. We have the advantage
that our executives (i.e. partners) own the business
and have the flexibility to take a long-term view.

We joined this inquiry to gain further insight into the
new challenges facing our business and to contribute
our experience of running a global network of firms
employing over 100,000 people. In a knowledge
business, our challenge is to recruit and retain the
brightest. We believe that this will only be possible 
if we inspire them and that this will not be achieved
without fulfilling their wish to work for a company
that they believe is contributing to society’s goals.
Our extensive engagement in the community and our
commitment to our own environmental performance
are two examples of this.
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Leaders’ Quest 

Leaders' Quest is a social enterprise whose purpose 
is to be a catalyst for positive change by connecting,
inspiring and developing leaders who want to make a
difference in their organisations, communities and the
wider world. 

Through learning ‘quests’ to different parts of the
globe, Leaders’ Quest brings together leaders from
around the world and from different sectors of society
- business, the public sector and civil society - in
order to learn together and to inspire each other 
to create a more sustainable future. It may sound
ambitious, but we believe we have a small part to
play and want to do what we can.

We are interested in the inquiry into ‘Tomorrow’s
Global Company’ because of the important role we
believe enlightened leadership of companies can play
in shaping the future of the world, through their own
actions and through working as partners with other
parts of society to address some of the more
intractable and fundamental issues we face.

Connected leadership in all parts of society is critical
to our future. It is our choice, as individuals and as
part of a collective, as to what kind of ancestors we
want to be, and what kind of world we want to live in
and leave behind. The world reflects our values and
beliefs, and we can choose how we want to shape it.
We can define what success means for us - as a
business leader and as an individual. We can change
the way we see ourselves, our mindset and our role
and responsibilities as leaders.

Global business has a huge footprint around the
world. Leaders of global businesses have an equally
huge opportunity to show the way of collaboration,
far-sightedness and sensitivity to the interdependent
and connected world we live in today.  

McKinsey & Company

McKinsey & Company is a management consulting 
firm that helps leading corporations and organisations
make distinctive, lasting and substantial
improvements in their performance. Over the past
eight decades, the Firm’s primary objective has
remained constant: to serve as an organisation’s 
most trusted external advisor on critical issues facing
senior management. With consultants in over 80
offices in more than 40 countries, McKinsey advises
companies on strategic, operational, organisational
and technological issues. The Firm has extensive
experience in all major industry sectors and primary
functional areas as well as in-depth expertise in 
high-priority areas for today’s business leaders.

McKinsey has a growing practice advising on business
in society. Our research indicates that business
executives across the world overwhelmingly believe
that corporations should balance their obligation 
to shareholders with explicit contributions “to the
broader public good”. They recognise the business
case for enlightened self-interest around their 
social contract. Yet most executives view this 
social contract more as a source of risk than 
as a driver of business renewal and reputational
advantage. Particularly in a global setting, 
they acknowledge the challenge and tension of 
managing the wider social and political agenda.

As part of this work, McKinsey has established a
Special Initiative on Climate Change, whose mission 
is to advise the world’s leading institutions on the
business impact of climate change.
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Standard Chartered 

In a rapidly changing world with multiple stakeholder
needs and constant global challenges such as climate
change and poverty, Standard Chartered’s ‘building a
sustainable business’ strategy puts us in good stead 
to contribute positively to the markets that we
operate in. This strategy was developed through
consultation with key stakeholders such as
governments, socially responsible investors and 
non-governmental organisations (NGOs).Through its
implementation, we want to be the ‘Right Partner’
for our communities and stakeholders.

Our approach to sustainability is integral to the way
we do business. We have identified seven priority
areas where we can make a significant contribution -
sustainable lending; tackling financial crime;
increasing access to financial services; responsible
selling and marketing; environment and climate
change; great place to work; community investment.
We have been delivering in these areas for several
years now and they will continue to be our focus going
forwards. Our delivery mechanism is through using our
core skills, services, talent, geographical footprint and
international status to be a ‘force for good’.

Examples of our impact include our $500 million
microfinance initiative; our investment in and advisory
support to the world’s largest carbon fund; and
applying lessons learnt implementing an internal
HIV/AIDS awareness programme to over one million
people in the communities in which we operate.

SUEZ

Sustainable development is at the core of SUEZ’s
strategy. Its clients - business, local authorities and
individuals - expect solutions that are competitive as
well as those that support sustainable development.
SUEZ’s Sustainable Development Department promotes
and monitors five priorities:

� Reflecting the values of sustainable development 
in practices and culture;

� Integrating sustainable development in 
commercial activities;

� Protecting the environment;

� Promoting the company’s social commitment;

� And acting as a corporate citizen, ensuring 
the business has local roots.

These commitments are reflected in direct
operational achievements. For example, SUEZ’s
energy mix is eco-efficient as per the Kyoto criteria.
In 2005, emissions in Europe were 40.6Mt, more than
balanced by credits of 41.4Mt Worldwide, nearly 40%
of SUEZ’s total production capacity generates no CO2
emissions at all, and another 40% generates very
little, due to the use of natural gas instead of coal or
oil. As part of the normal course of business, all
business lines contribute consistently to sustainable
development, with a wide range of initiatives
including low-carbon power generation, water
recycling and replenishing natural resources, facilities
that recover energy by products for use on-site and
the provision of clean water to low-income families.

SUEZ CEO, Gérard Mestrallet says:

“Our teams understand perfectly that incorporating
sustainable development into our strategy is not just
something we do to contribute to society as a
whole, but is also an essential contribution to the
efficiency of the company, its reputation and its
commercial performance. At the same time, the
Group is highly aware of the influence its activities
have on the natural environment and on local
communities. This is why we’ve established specific
sustainable development guidelines within the
Group that provide a framework based on
continuous progress for all our activities. It is
equally vital that our sustainable development
commitments and values are applied consistently
and continually at the operational level.”
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SustainAbility 

Founded in 1987, SustainAbility has had its challenging
moments - like many of the companies that we have
worked with, among them Shell, Nike, Monsanto,
Starbucks and Wal-Mart.

One tough moment, late in 1997, was deciding
whether to continue our relationship with Monsanto
(when our stakeholder work indicated that they were
heading for a brick wall in Europe on GM foods) or to
resign - and, if so, whether we should go quietly or,
because we had engaged stakeholders internationally,
to make a public statement. One thing helped
profoundly - and had also helped spur our decision 
to work with Shell from 1997, after two years of
declining to do so - was the formation of our
independent 10-member Council in 1996. By giving
away some control over such critical decisions, we
both ensured better-judged outcomes and, counter-
intuitively, greater ultimate influence.  

As a values driven think-tank and consultancy, we
work with clients and partners on the Wave 2 agenda
of corporate citizenship and the Wave 3 globalised
version of that agenda, but increasingly focus on Wave
4 issues: emerging economies, creativity, innovation
and scalable entrepreneurial solutions - things that
today’s big incumbent companies, hampered by sunk
capital, often struggle with.
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Co-chairs
John Manzoni 

Group Managing Director & Chief Executive,
Refining & Marketing, BP

Since Joining BP in 1983 John has held a variety of
roles - Head of Investor Relations, Head of Strategy,
VP, Prudhoe Bay, Regional President for the eastern
United States, EVP President and the Chief Executive
for Gas, Power and Renewables, the post he held until
his current appointment in 2002. Appointed to board
of BP plc in January 2003. Other Boards include the
Stanford Advisory Board, the Accenture Energy
Advisory Board and the SABMiller Board. 

Nandan Nilekani

Co-Chairman, Infosys Technologies

Nandan, founder director of Infosys, has been the 
CEO since 2002. He is on the Board of World Economic
Forum and Reuters. He was conferred the Padma
Bhushan in 2006, one of the highest civilian honors
awarded in India. He is on a number of committees
for Government of India advising on public policy.

Inquiry Team members
Gary Steel 

Executive Vice President and Head of Human
Resources, ABB

Gary Steel is Executive Vice President and Head of
Human Resources at ABB, the Swiss-based power 
and automation technology group. He joined ABB in
2002 from Shell International where he held a series
of senior executive positions. At both companies 
he has been responsible for a range of business
change programmes. 

Daniel Gagnier

Formerly Senior Vice President, Corporate and
External Affairs, Alcan

Daniel Gagnier was Alcan’s senior vice president,
Corporate and External Affairs from 2000 - 2006. 
Prior to joining Alcan in 1994, he held a number of
positions with the governments of Canada, Ontario

and Saskatchewan. He is Chair of the International
Organization for Standardization’s technical
committee on Environmental Management (ISO/TC
207) and was the past Chairman, Board of Directors,
for the Canadian Manufacturers and Exporters. 
In 2005, Daniel was nominated Chairman for the
Canadian Standards Association, and Chairman for
International Institute for Sustainable Development.

Ron Nielsen 

Director, Sustainability and Strategic
Partnerships, Alcan

Ron Nielsen, Director, Sustainability and Strategic
Partnerships, Alcan is developing and implementing
sustainability within Alcan. Previously Ron was
Director of the Air Programme for Pollution Probe 
and Senior Policy Advisor for the Ontario Round Table
on Environment and Economy. Ron is active with other
organisations including WBCSD, BLIHR, the Canadian
Water Network and the Canadian Technical Committee
to the climate change standard ISO 14064. He has a
degree in Systems Design Engineering from the
University of Waterloo.

Mark Moody-Stuart

Chairman, Anglo American

Mark Moody-Stuart is Chairman of Anglo American. 
He was formally Chairman of the Shell Group 1998-
2001. He is a Director of HSBC, Accenture, the 
Global Reporting Initiative, International Institute 
for Sustainable Development, Nuffield Hospitals 
and President of the Liverpool School of Tropical
Medicine. He is also Chairman of the Global Business
Coalition for HIV/AIDS and a member of the Global
Compact Board.

GV Prasad

Vice Chairman and CEO, Dr. Reddy’s

GV Prasad leads the core team that is driving Dr.
Reddy’s growth and transformation to achieve 
the vision of becoming a discovery-led global
pharmaceutical company. As CEO, Prasad has
championed the globalization of the company and 
has played a vital role in the company’s evolution. 

Appendix 3

Tomorrow’s Global Company: challenges and choices



Tomorrow’s Global Company: challenges and choices

He has been the architect of the company’s global
generics strategy. He has also helped create new
platforms of growth for the company, in the Custom
Pharmaceutical Services, Discovery Services and
Specialty Pharmaceutical segments. 

Dr. Wolfgang G. Schneider

VP-Legal, Governmental & Environmental Affairs,
Ford of Europe

Wolfgang is Vice President, Governmental,
Environmental & Legal Affairs of Ford of Europe and
has held this position since January 1, 2000. He also
leads on Automotive Safety policy and Corporate
Citizenship, and he provides a single co-ordinating
focal point for all regulatory matters, both in terms 
of compliance and strategy. He is based at Ford's
European headquarters in Cologne. In his spare
time, he is active in Environmental and Human
Rights organisations.

B.G. Srinivas

Senior Vice President (EMEA), Infosys Technologies

BG Srinivas is the senior VP EMEA (Europe, Middle East
and Africa) with Infosys. The EMEA region contributes
a quarter of Infosys’ revenues and is growing at +60 %.
BG is also a board member of Infosys BPO, a wholly
owned subsidiary of Infosys. BG has + 20 years of
experience in Operations & Consulting environments
across multiple geographies and industries.

David Runnalls

President, International Institute for Sustainable
Development

David is President of IISD. He has served as Co-Chair
of the China Council Task Force on WTO and
Environment. He was the Leopold Fellow at the Yale
School of Forestry and Environmental Studies and a
member of the federal External Advisory Committee
on Smart Regulation (EACSR). He serves as Chair of
the Adjudication Panel for the ALCAN Prize for
Sustainability. He is a member of the Board of the
Institute of Advanced Studies of the United Nations
University. He is also a member of the Advisory

Committee on Partnerships to the Minister for
International Cooperation; a member of the
Environment Canada Cross-Cutting Issues table 
and a member of the Advisory Council for Export
Development Canada. 

Ian Barlow

Senior Partner, KPMG (London Office)

Ian joined KPMG in 1973, was appointed partner in
1985 and is now Senior Partner, London, and UK Board
member, having previously served as Head of Tax and
Legal for eight years. He is the lead partner for a
wide variety of clients across a number of industries.
Away from KPMG he chairs the London Business Board
and Think London, the official inward investment
agency for London. His community activities include:
Chairman of Safer London Foundation, a member of
the Sense Corporate Development Board and Board
member of the Centre for Charity Effectiveness,
which has been created to help improve the
management skills of charities.

Ulf Karlberg

Human Rights Activist, Founding Chair – Amnesty
International Business Group, Sweden

Ulf is Co-chair and Trustee of the Business & Human
Rights Resource Centre in London, an international
non-profit organisation with research staff based in
UK, USA, Hong Kong and Africa. He is also the
founding Chair of Amnesty International Business
Group in Sweden. Previously he worked as Executive
Vice President with the global pharmaceutical
company AstraZeneca.
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Fields Wicker-Miurin 

Co-founder and Partner, Leaders’ Quest

Fields is Co-founder and Partner of Leaders’ Quest, 
a social enterprise that brings together and inspires
leaders interested in making a positive difference to
the world. She is also active in business, policy
development, education and the arts, and serves on
the boards of the CDC Group, Savills, the Carnegie
Group, the UK’s Department of Trade and Industry,
and King’s College London. She was previously the
Chief Financial Officer of the London Stock Exchange.
She has been recognised for her contributions as a
leader by Euromoney, Newsweek, Time Magazine and
the World Economic Forum.

Jeremy Oppenheim

Partner, McKinsey & Company

Jeremy is a Director at McKinsey & Co. His main
professional interests are in climate change, energy
and international development/public policy. He
currently leads the Special Initiative on Climate
Change, whose mission is to advise the world’s leading
institutions on the business impact of climate change
and on the role that markets/private sector can play in
accelerating the shift to a global low carbon economy.

Mervyn Davies

Chairman, Standard Chartered 

Mervyn was appointed Chairman of Standard
Chartered PLC in November 2006 having previously
been Group Chief Executive of Standard Chartered
PLC since November 2001. He was awarded a CBE 
in June 2002. A Non Executive Director of Tesco,
Tottenham Hotspur Football Club and Fleming Family
& Partners, Mervyn is also Chairman to the Appeal
Fundraising Board of Breakthrough Breast Cancer and
a Trustee of the Sir Kyffin Williams Trust.  

Kate James

Global Head of Government Relations and 
Business Strategy, Standard Chartered

Kate is Standard Chartered’s Global Head of
Government Relations and Strategy for the Americas.
Prior to her move to the US in March 2007 she was

Group Head of Public Affairs. Kate joined the bank
from GlaxoSmithKline in 2004. A Director of Standard
Chartered Pakistan, she is also a Director of Vital
Voices and a trustee of Trade Plus Aid.

Gérard Lamarche

Senior Executive Vice President, Chief Financial
Officer, SUEZ

Gérard Lamarche graduated from University Louvain-la-
Neuve Administrative and Management Section with a
Bachelor’s degree in Economic Science. He has also
completed the INSEAD Management Training (Program
for Suez Group executives) and the 1998-99 Wharton
International Forum-Global Leadership Series. In
February 2003, he was appointed SUEZ Executive Vice
President - Finance until March 2004 when he became
Senior Executive Vice President - Finance (CFO).

Gérard Sussmann

Corporate Vice President for Development and
Strategy, SUEZ

Gérard Sussmann has been Corporate Vice President
for Development and Strategy of Group SUEZ since
1997. His previous assignments within the Group led
him to various responsibilities in the International
Department, in Communication Operations and in the
Environment Branch of the Group. He holds a Master
of Law from Paris University, a diploma from Institut
des Etudes Politiques and an MBA from UCLA.

John Elkington

Founder & Chief Entrepreneur, SustainAbility

John Elkington co-founded SustainAbility
(www.sustainability.com) in 1987 and has been 
active in the sustainability field since 1972. In 
2004, BusinessWeek described him as “a dean of 
the corporate responsibility movement for three
decades.” John has authored or co-authored 17 
books; the latest, with Pamela Hartigan of The
Schwab Foundation, is ‘The Power of Unreasonable
People’, due out in 2008. John’s personal website:
http://www.johnelkington.com
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Members of the Research Faculty
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Engagement Manager, McKinsey & Company

Graham Baxter
VP Corporate Responsibility, BP

Edward Bickham
Executive VP, External Affairs, Anglo American

Hugh Clayton
Group Vice President, ABB

Prof David Grayson CBE
Director: Doughty Centre for Corporate Responsibility
at Cranfield School of Management; and a director of
Business in the Community

Wayne Henderson
Telos Partners

Peter Lacy
Executive Director, European Academy 
of Business in Society

Adam Popat
Group Public Affairs, Standard Chartered

Bhuvaneshwari Ravi
Head of Sustainability, Dr Reddy’s 
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Partner, Brunswick 

Tom Rotherham
Head of Corporate Responsibility, Radley Yeldar 

Richard Sharman
Director of Enterprise Risk Management, KPMG

David Thomas
Director of Business Improvement, Collaborative
Working Centre UK Ltd.

Stewart Wallis
Executive Director, New Economics Foundation

Tobias Webb
Founding Editor, Ethical Corporation magazine

The International Advisory Panel
David Aikman
Former Senior Correspondent for Time Magazine

Frances Cairncross
Rector of Exeter College, Oxford 
(former senior editor of the Economist)
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