~ A Service of
’. b Leibniz-Informationszentrum

.j B I l I Wirtschaft
) o o o Leibniz Information Centre
Make YOUT PUbllCCltlonS VZSlble. h for Economics ' '

Calu, Adriana; Negrei, Costel; Calu, Daniela Artemisa; Avram, Viorel

Article
Reporting of Non-Financial Performance Indicators - a
Useful Tool for a Sustainable Marketing Strategy

Amfiteatru Economic Journal

Provided in Cooperation with:
The Bucharest University of Economic Studies

Suggested Citation: Calu, Adriana; Negrei, Costel; Calu, Daniela Artemisa; Avram, Viorel (2015) :

Reporting of Non-Financial Performance Indicators - a Useful Tool for a Sustainable Marketing
Strategy, Amfiteatru Economic Journal, ISSN 2247-9104, The Bucharest University of Economic
Studies, Bucharest, Vol. 17, Iss. 40, pp. 977-993

This Version is available at:
https://hdl.handle.net/10419/168960

Standard-Nutzungsbedingungen: Terms of use:

Die Dokumente auf EconStor durfen zu eigenen wissenschaftlichen Documents in EconStor may be saved and copied for your personal
Zwecken und zum Privatgebrauch gespeichert und kopiert werden. and scholarly purposes.

Sie durfen die Dokumente nicht fiir 6ffentliche oder kommerzielle You are not to copy documents for public or commercial purposes, to
Zwecke vervielféltigen, 6ffentlich ausstellen, 6ffentlich zugénglich exhibit the documents publicly, to make them publicly available on the
machen, vertreiben oder anderweitig nutzen. internet, or to distribute or otherwise use the documents in public.
Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen If the documents have been made available under an Open Content
(insbesondere CC-Lizenzen) zur Verfiigung gestellt haben sollten, Licence (especially Creative Commons Licences), you may exercise
gelten abweichend von diesen Nutzungsbedingungen die in der dort further usage rights as specified in the indicated licence.

genannten Lizenz gewahrten Nutzungsrechte.

.: BY http://creativecommons.org/licenses/by/4.0/
Mitglied der
WWW.ECOMSTOR.EU K@M 3
. J . Leibniz-Gemeinschaft


https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://hdl.handle.net/10419/168960
http://creativecommons.org/licenses/by/4.0/
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/

Sustainable Business Marketing 048

REPORTING OF NON-FINANCIAL PERFORMANCE INDICATORS —
AUSEFUL TOOL FOR A SUSTAINABLE MARKETING STRATEGY

Adriana Calu!, Costel Negrei?, Daniela Artemisa Calu** and Viorel Avram*
Y University of Bucharest, Romania
23)4 Bucharest University of Economic Studies, Romania

Please cite this article as:

Calu, A., Negrei, C., Calu, D.A. and Avram, V., 2015. Reporting of Non-Financial
Performance Indicators — a Useful Tool for a Sustainable Marketing Strategy. Amfiteatru
Economic, 17(40), pp. 977-993

Abstract

The current research has as objective to identify the reporting practices of non-financial
information through the indicators proposed by the Global Reporting Initiative (GRI) and
the degree in which, for marketing purposes, there is a preference for the communication on
positive aspects. In this respect we used the information published into the non-financial
reports of 19 organizations that had adhered to the pilot programme of the International
Integrated Reporting Council (1IRC). We selected a number of 30 environment and social
indicators reflecting both positive and negative aspects, and we analysed the manner in
which they are presented within the reports published by the organizations, following the
activities to be taken into consideration for the development of a sustainable marketing
strategy: supply — production — distribution. The results of the study emphasized the fact
that, regardless of the sector where the organizations run their activity, though there is no
homogenous display, they report mainly the indicators presenting positive information 53
%), whereas the indicators presenting negative information are reported only in proportion
of 33%. The organizations holding information regarding suppliers’ sustenability
emphasize this aspect in order to create a brand value whereas the rest of the organizations
state that they shall proceed to such evaluations in the future. Interpreting these results
through the agency of the institutional theory leads to the conclusion that certain
organizations’ option to voluntarily report according to a certain referential is carried out
mainly in order to obtain rightfulness. Moreover, the sustainable conduct adopted by the
main market competitors generates a mimetic-type isomorphism.

Keywords: sustainable marketing, sustainability, sustainability reports, non-financial
indicators, GRI, institutional theory.
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Introduction

The economic activity enhancement, doubled by the conventional technological progress,
as well as the demographical advance have consequences upon the natural capital and
social welfare. In order to counteract these damages, the organizations should develop a
sustainable conduct in respect of optimizing the relationship between the economic, social
and environmental dimensions, conduct exhibited both at business level and upstream
relationships level (supply), respectively downstream level (distribution).

Considering that the primary objective of each organization is to generate profit, in the
traditional marketing vision, the accent fell on satisfying the customers’ needs and therefore
on optimizing the distribution activity. In the context of the existing modifications within
the economic environment towards the adoption of a sustainable conduct, there took place
the transition from the convetional marketing to the sustainable marketing. According to
Beltz and Peattie (2012, pp.16) sustainable marketing offers solutions to the existing
solutions, taking into account: an ecological direction (satisfying the current needs in the
context of the limited resources), viability (technical feasibility and economic competition),
ethics (social equity and avoidance of injust actions), relationships (with the customers and
other parties interested).

Gathering information useful for shaping a sustainable marketing strategy was done based
on the information published by the organizations lined up to the 1IRC pilot programme.
This guides the organizations towards the development of integrated reports, including both
financial and non-financial data. At present, the information related to sustainability are
mainly displayed into the sustainability reports but there are also cases where the required
information is displayed into the annual reports, integrated reports or other types of reports.
According to a common action (GRI and IIRC, 2013), given that at the level of the
international integrated reporting framework there are not forecast specific key
performance indicators, IIRC encourages the organizations to use the guidelines of Global
Reporting Initiative (GRI) sustainable reporting.

The sustainable reports including various non-finacial information, drawn up by the
organizations to satisfy the informational need of the stakeholders, were often considered a
way to promote the organization image, to reduce the informational asymmetry, respecively
to increase rightfulness (Duchon and Drake, 2009; Higgins and Walker, 2012; Hahn and
Lilfs, 2014). One way of communicating the information through the agency of these
reports is represented by the social and environmental indicators displayed by the
organizations. By displaying these indicators, there are emphasized both positive and
negative aspects in respect of the organizational activity, part of them being considered
useful instruments for the sustainable marketing. Although within the classical view
marketing is intended mainly for obtaining a brand value, the organizations should not
avoid displaying the negative information in order to ensure the ethical feature and
rightfulness.

Starting from the aspects presented above, our research tries to answer the question: to what
extent the non-financial reporting could be considered a useful instrument for establishing a
sustainable marketing strategy?
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1. Literature review

The degradation of the natural capital as a result of the resource consumption acceleration
represents a challenge with regard to the attention that an organization has to pay to the
non-financial reporting. GRI has an important role in the improvement of the non-financial
reporting by elaborating various reporting guides, the last version being G4 (2013). On the
other hand, 1IRC (2013) developed an International <Integrated Reporting> Framework
which is used by the organizations which want to publish integrated reports. Analysing the
two bodies from the perspective of the materiality principle (the strategy adopted by an
organization and the way to report the most relevant challenges and opportunities regarding
sustainability), Allison-Hope and Morgan (2013) notice the fact that the IIRC analyses the
materiality from the perspective of what is meaningful to investors, while GRI analyses this
principle from the perspective of what is relevant to investors and other stakeholders. Even
though the two bodies act independently, there are convergence points between them.

According to a study conducted at international level by Ernst & Young (2014), a lack of
transparency of the organizations regarding the publication of the non-financial information
can lead to losing the investors, as they are likely to take into account the information
published by an organization to the expense of the ones published by third parties. In this
context, the importance that an organization has to grant to the information published in the
non-financial reports for the investors of other stakeholders is increasing, these reports
being considered marketing tools (Boiral, 2013).

Sheth and Parvatiyar (1995) proppose the name of sustainable marketing in the context of
pointing out the necessity of a change from the classical paradigm, cast at satifying the
consumers’ needs, towards another one taking into consideration aspects related to the
environment, too. In time, the approaches became more refined. According to Fuller (1999,
pp. 4), sustainable marketing represents the “Process of planning, implementing and
controlling the development, pricing, promotion and product distribution in a manner that
satisfies the following three criteria: (1) the customer needs are met, (2) the
organizational goals are attained, and (3) the process is compatible with ecosystems”. In the
opion of Charter et al. (2006, p. 12) sustainable marketing means “creating, producing and
delivering sustainable solutions with higher net sustainable value whilst continuously
satisfying customers and other stakeholders”. Belz and Peattie (2009, p. 31) initially move
emphasize from the achievement of the organization objectives towards the social and
environmental dimension, in their view the sustainable marketing being given by ‘building
and maintaining sustainable relationships with customers, the social environment and the
natural environment. Further on, the authors offer a more refined approach, the sustainable
marketing being considered “an evolution of marketing that blends the mainstream
economic and technical perspectives with the emerging concepts of relationship marketing
and the social, ethical, environmental and intergenerational perspectives of the sustainable
development agenda” (Belz and Peatie 2012, p.17).

Taking into account the social and environmental dimensions in drawing up a marketing
strategy stakes on the customers’ conduct in relation to the these dimensions. In this
respect, the approach of sustainable marketing strategies, as well as of the factors
influencing these strategies, was performed within a study developed by Belz and Schmidt-
Riediger (2010). According to this market partition, the organizations adopt an appropriate
strategy. On one hand, the market breakdown in terms of the consumers’ affinities related
to social and environmental aspects, generates three categories: consumers that gives great
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attention to the social and environmental aspects to the detriment of costs, consumers that
consider temperately these aspects, respectively consumers that do not take into
consideration these aspects, but they insist on low costs. On the other hand, Brown and
Dacin (1997), Handelman and Arnold (1999), respectively Williams and Siegel (2001)
reached the conclusion that the consumer psychology is influenced also by publishing the
information (positive or negative) considering the corporate social responsibility (CSR), in
the sense that publishing certain positive information favours the disposition to
consumption and vice versa. Also, within the consumer category there is the trend to
appreciate the fact that the organizations publishing CSR information are more honest,
more credible and they offer higher quality products.

Kumar and Christodoulopoulou (2014) propose a conceptual framework pointing out the
manner in which the implementation of certain sustainable marketing practices could
contribute to the improvement of the organization performance by: (1) direct benefits, in
case the application of marketing strategies contributes to the activity optimization and cost
diminution and (2) indirect benefits, generated by the communication of specific
information to the stakeholders, fact generating brand value. The link between the existence
of certain sustainable marketing practices and obtaining brand value by the organization
was brought into discussion by many authors. According to Lantos (2001), Luo and
Bhattacharya (2006), respectively Griffith, Cavusgil and Xu (2008), publishing CSR
information contributes to the increase of the organization fame and its market value. On
the other hand, in order not to affect the image of an organization, the display of negative
incidents into the non-financial reports is limited. This trend of priority presentation of
positive information to the detriment of the negative ones was emphasized during time
within many studies (Deegan and Gordon, 1996; Deegan and Rankin, 1996; Holder-Webb
et al. 2009; Hahn and Lilfs, 2014).

The researches on the information displayed into the sustainability reports drawn up
according to GRI led to divergent results. On one hand, there are studies demonstrating the
fact that the sustainability reports drawn up according to the GRI guidelines, doubled by the
assessment of an independent auditor, offer credible information (Dando and Swift, 2003;
Gilbert and Rasche, 2007). On the other hand, Boiral (2013) investigates the extend to
which the information displayed into the sustainability reports drawn up according to the
GRI referential represent only a marketing strategy baring the role of concealing the
problems of the organization and favourably presenting its projects and position. He
analyzed the extent to which the negative events identified on the basis of the information
published into the external sources were displayed into the sustainability reports. The
author’s conclusion was that the transparency of the published information was limited
(only 10% of the significant events given to the public were clearly and explicitely
presented into the published reports).

2.Research methodology

Connelly, Ketchen and Slater (2011) anlyse the most important organizational theories that
could be used in approaching researches upon the theme of sustainable affaires marketing:
the agency theory, institutional theory, organizational ecology, resource dependence theory,
signaling theory, social network theory, transaction cost economics, the resource-based
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view of the firm, upper echelons theory. From our research view, the institutional theory
bares the interest.

Knowing that the organizations want to obtain legitimacy through the voluntary eporting of
sustainable practices, we will use as a theorectical framework the institutional theory.
Ensuring rightfulness could be done by three mechanisms: coercive isomorphism (legal
regulations), mimetic isomorphism (imitating the conduct of the leading organization
within the activity sector), respectively the regulatory isomorphism (generated by the
pressure exercised through professional bodies or of other nature, respectively mass-media)
(DiMaggio and Powell 1983). An important role in generating a regulatory isomorphism is
held by the GRI.

In order to offer indications about an organization sustainability, GRI (G4) defined a
number of 90 indicators from the following areas: economic (coded EC1-EC9), social
(subdivised on three categories codified: LAl - LA16, HR1 — HR12, SO1- SO11 and PR1-
PR9), and environmental (coded EN1-EN34). Each of the organizations that presenting
reports in this respect could choose to report the indicators considered relevant. Beginning
with the idea that, in order to ensure business sustainability, an organization should take
into consideration both environmental and social aspects, we selected 30 indicators
(Appendix 1) reflecting both positive and negative aspects. Their selection and
classification was done in two steps. In a first step the indicators used to present technical
information were eliminated, as they were considered irrelevant form the point of view of
the sustainable marketing (for instance EN8: VVolume of water used on sources). During the
selection 60 indicators were eliminated. During the second step we classified the indicators
in: indicators communicating positive aspects (for instance EN2: The percentage of the
materials used which are generated in a recycling process in the total amount of materials),
and indicators communicating negative aspects (for instance PR6: The number of products
sold, considered forbiddedn or controversed). The classification was made starting from the
explanations included in the GRI manual regarding the information to be reported for each
indicator (GRI, 2013). 14 indicators were analysed indicating positive aspects and 16
indicators reflecting negative aspects. The analysis was performed following the activities
to be considered to draw up a sustainable marketing strategy: supply — production —
distribution (Figure no. 1).

/G4 -HR10 )GA EN3}Y G4 EN32\ GA ENZ(VGA ENS\( GA-ENT0Y G4 EN12\ G4 EN27,G4-ENZ8 G4-EN30) Gi- F’R1\)
(o Ny Qotie KLa Lo g 5 K )
l/GA-HRﬂ'_) 7))
\>Q/L SUPPLY P, PRODUCTION A\ /
(GaLA1A : E > )
\(:)«(34 G amm) (GHENTS GALEN3S (G4 EN3T ) (GA-PRT
Ca e X o oo\ NG NG

GALA16)G4801T)

0 A0

Figure no. 1: Indicators for sustainable marketing strategy

In order to set the analysis sample, we started with a 99 international organizations that
entered into the 1IRC Pilot Programme, in respect of the integrated reporting, from the
following sectors of activity: Basic Materials, Consumer Goods, Consumer Services,
Health Care, Industrials, Oil & Gas, Technology, Telecommunications and Utilities (IIRC,
2013). The selection criteria applied and the organizations eliminated after applying each
selection criteria are presented in the following table (Table no. 1).
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Table no. 1. Selection criteria

Nunber of Nunber of
o . _— Excluded o
organisations Selection criteria o organisations
organizations
before after
99 The sector of activity Organizations belonging 65
should have a significant | to the sector Financials
impact on the environment | (34).
65 The organization should Organizations which 42
use for reporting of non- did not report at the
financial indicators the end of the study
GRI (G4) version. » according to (G4) (23).
42 The published report Organizations which 24
(integrated report, did not publish the
sustainability report, 2013 report at the
annual report or other type |consultation date (18).
of report) should refer to
the year 2013 activity 2.
24 The report can be Organizations for 19
consulted on accessing date | which we could not
access the report (5).

After applying these criteria, a number of 19 organizations remained, belonging to 9 sectors
of activity (Figure no. 2).

m south Africa
m Belgium
= Brazil

21%
- Korea

m Russian Federation

= Germany

Oil & Gas

9, ™ ltaly
Technology

= Japan
Telecommunications

United Kingdom
Utilities
= Nederlands

Figure no. 2: Companies’ distribution by countries and industries

The information collection took place during the period 1 November 2014 — 1 March 2015.
After identifying the existence of the 30 indicators in the GRI index grid, drawn up by each
organization, we proceeded to analysing the information published within the report. This
was done by comparison of the information declared by the organization as being related to
a certain indicator with the existing reporting requirements from the GRI (G4) (GRI, 2013)
implementation manual. The investigated indicators were divided into four categories:
(a) integrally reported indicators, (b) partly reported indicators, (c) indicators for which the
value given is zero (category relevant for the analysis of the indicators reflecting negative

! The main novelty in comparison to the prior version GRI (G3.1) is represented by the introduction
of new indicators taking into consideration the assessment of suppliers in terms of sustainability,
aspect considered relevant for shaping a sustainable marketing strategy.

2 Should the reporting period not coincide with the calendar year, the last published report related to
this year was taken into account (for example, 1 July 2013 - 30 June 2014).
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aspects) and (d) indicators non-reported by the organization (non-existent into the GRI grid
drawn up by each organization or about which there is a specification into the report of
available information non-existence).

3. Results and discussions

As a result of collecting information on the selected indicators that are useful for
sustainable marketing, reporting rate was found as follows: 53% for the positive and 33%
for negative aspects. Regarding the negative aspects, a percent of 15% are those who say
that they had no events of this nature. The other 18%, after mentioning the negative aspects,
provides information in order to justify this situation or presents measures to mitigate
environmental and social impact. (figure no. 3)

Extent of reporting Extent of reporting
(Positive aspects) (Negative aspects)

a7%
15%
= None
= Zero
13% 396

10%

Partial

- Full

Figure no. 3: Extent of reportig (poitive and negative aspects)

Taking into account the fact that the display of the GRI indicators is voluntary, and there was
noticed heterogeneousness both at the level of presentation and the content of information for
the 30 selected indicators at the level of organizations, we selected the main information
published by organisations considered relevant in shaping a sustainable marketing strategy. In
this respect, there were emphasized mainly the particular pieces of information regarding
sustainability in terms of supply and distribution for each organization within the investigated
sectors of activity. The analysis of the organizations grouped on activity sectors is justified by
the existence of some differences for each activity (supply, production, distribution) according
to the characteristics of the sector (Table no. 2):

Tabel no. 2. Average score at the level of the activity sectors and activities

Sectors of activity Supply Production Distribution
Average Sector | Average Sector | Average Sector
Oil & Gas 14.81 11.60 17.76 16 28.87 20.20
Technology 14.81 20.50 17.76 12.50 28.87 25.50
Consumer Goods 14.81 20.50 17.76 22 28.87 30.25
Utilities 14.81 8.00 17.76 28 28.87 28
Industrials 14.81 14.67 17.76 15.33 28.87 22
Basic Materias 14.81 20.00 17.76 19 28.87 37
Telecommunications 14.81 20.00 17.76 19 28.87 34
Consumer Services 14.81 10.00 17.76 14 28.87 32
Health Care 14.81 8.00 17.76 14 28.87 30

¢ Basic Materias (AkzoNobel, Solvay)

AkzoNobel is an atypical case of reporting the GRI indicators for the year 2013, in the
sense that initially GRI (G3.1) was used as a reporting basis (AkzoNobel, 2013a). After
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that, another document was published offering further information, pointing out that, by
cumulating the information from both documents, a GRI (G4) reporting is ensured
(AkzoNobel, 2013b). Nevertheless, the published documents do not contain information on
the sustainability of suppliers (EN32, EN33, LA14, LA15, HR10, HR11, SO9, SO10).
Complying with the latest reporting standards into the field is an indication that the
organization is interested in ensuring rightfulness and possibly obtaining brand value.

In terms of the object of activity, part of the products sold by Solvay carry risks for
consumers due to a high reactivity and several toxic peculiarities, for this fact being
presented the PR6 indicator, absent from most of the grids belonging to the other
organizations under investigation (Solvay, 2013, pp. 107). In order not to be perceived as a
negative message by the consumers, this information is counterbalanced by pointing out the
rightfulness and it is mentioned the fact that they are to be replaced by safer alternatives in
ecological and social views. There should be noticed the fact that this organization did not
performed surveys in respect of client satisfaction. Moreover, the organization reports
partial information regarding the suppliers’ sustainability (EN32, LA14, HR10, SO9).

e Consumer Goods (Coca Cola Company, Marks and Spencer, Inditex, Natura)

The indicators displayed by Coca-Cola Company are limited, for the supply activity being
displayed only one indicator partially (HR10). In respect of the production activity, only
two indicators are reported: decrease of the power consumption (ENG6), respectively
undertaking to decrease the greenhouse gas emissions (EN19). For the distribution activity
it is noticed that none of the indicators included by GRI is not displayed under specific
aspects for the section “organization responsibility in respect of the supplied products”
(PR1 - PRY), implicitly the indicators which are included under subsection “communication
through marketing” (PR6, PR7) (Coca-Cola Company, 2014).

Since 2010, Marks & Spencer classify suppliers (category of gold, silver, bronze).
Although in the GRI grid related to the organization is not mentioned the fact that the EN12
indicator, reflecting the impact of the organization activity upon the biodiversity, is
reported only partially, by comparison with the GRI implementation manual it is noticed
that the negative aspects which should have been described are not pointed out (Marks &
Spencer, 2014, pag. 29, 39). In respect of the survey on the client satisfaction, the
organization increased these studies, moving from survey organized mnthly (client
satisfaction degree of 81%) to more frequent surveys organized into stores and ended by
prizes (Marks & Spencer, 2013, pp. 13, 24).

Inditex (2013, p. 55) presents information combined on the four directions (EN32, LA14,
HR10, SO9) about the supplier audit, their acceptance degree being of 2 out of 3. Since
2012 there has been adopted the strategy “zero discharge” for dangerous chemicals. As a
result of the suppliers audit in respect of labour practices (LA15), human rights (HR11) ans
impact on society (SO10), the emphasize of negative situations (for example, labour
conditions, compliance with the working hours and appropriate payment) is presented in
comparison with the positive situations, being mentioned the fact that there were taken
actions in respect of remedying the defficiencies (Inditex, 2013, pp. 58-59). In terms of
negative impact on biodiversity, there are displayed only the actions taken to attenuate it
(Inditex, 2013, pp. 75, 84, 86, 287). In respect of the distribution activity, respectively the
client relationship, we emphasize the fact that the organization turns to an Integrated
Systems for Packaging Management (EN28). In terms of the consumer satisfaction
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assessment (PR5), the organization takes an inventory of the number of intimations
received in respect of the traded products, pointing out the fact that they are on average
only 3 per store.

The Natura organization informs the stakeholders in respect of the new suppliers’ audit
(EN32, LA14, HR10, SQ9). It is mentioned that though they were verified only in a
percentage of 2.3%, they cover 70% of the procurement volume. Also, there were assessed
the risks arisen within the supply network (EN33, LA15, SO10, HR11). Displaying the
intimations related to environment, labour practices and society (EN34, LA16, SO11) was
performed numerically, in comparison with the prior years, pointed out the fact that they
were entirely solved (Natura, 2013, p. 72). In order to assess the consumers’ satisfaction
(PR5), there was carried out a survey testing the consumer loyalty (51.6% of the local
consumers, respectively 54.2 of the international consumers gave the maximum rating), the
preference over the company products (43.8% of the local consumers and 16.6 of the
international consumers), respectively the intention to recommend the company products
(77.5% of the international consumers) (Natura, 2013, p. 105).

e Consumer Services (Melia)

Melia Hotels International presents visibly (oversized letters, variously coloured, centrally
positioned) information regarding the audit of suppliers in respect of the sustainability
criterion (EN32, LA14, HR10, SO9) (Melia Hotels International, 2013, pp. 48-49). The
same display manner is used also for the EN19 indicator, regarding the decrease of the
greenhouse gas emissions. Moreover, the organization emphasisesm the fact that it is
situated on the first place (83 points from 100) into a classification where there are present
125 hotels from Spain, classification regarding the transparency extent in terms of CO2
emissions (Melia Hotels International, 2013, pp. 84-85). Testing the satisfaction of the
customers is performed both by individual surveys on each brand within the group, the
degree of satisfaction varying between 80.9% and 86.1% and by on-line testing (81.3%)
(Meli& Hotels International, 2013, p. 63).

e Health Care (Takeda)

Takeda Pharmaceutical Company Limited is one of the pioneer organizations within the
integrated reporting domain. Although according to the GRI (G4) index issued by the
organization, most of the indicators regarding the sustainability of suppliers appear as non-
reported (EN32, LA14, LA15, HR10, HR11, SO9), the content of the report discloses the
fact that it is practised a form of suppliers’ evaluation by completing a questionaire taking
into account all four criteria (Takeda, 2013, p. 53). In respect of EN33 and SO10, indicators
that should point out both the significant negative impact and its counter actions, the
organization displays only the measures to avoid such impact, the negative impact not
being mentioned. A particular aspect in the view of the sustainable marketing is offered by
the fact that the organization indicates into the report that it promotes among suppliers the
application of the same policy, included into the guidelines related to the sustainable
procurement. By displaying the EN12 indicator, the organization points out its involvement
into biodiversity preservation internalizing the growth of plants used as raw material.
Although they did not report negative incidents in respect of PR2 and PR4, we notice the
fact that, unlikely most of the organizations reporting these indicators as zero value, the
organization presents detailed information in terms of the adopted policy in the two
directions (Takeda, 2013, pp. 58, 68, 69).
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¢ Industrials (BAM Group, Votorantim)

BAM Group does not display information in respect of the sustainability indicators related
to the supply process, respectively distribution. In terms of impact on the environment of
the organization activity, in the GRI grid there are displayed only two of the selected
indicators for analysis within this study: EN6 and EN19. According to the GRI (G4)
reporting guidelines, the EN6 indicator displays quantitative information, detailed on types
of energy, manner of calculation and presentation, respectively the used calculation
methodology. The organization displays only a general information in terms of setting up
objectives to diminish power consumption, without specifying their level, respectively the
fact that the power consumption increased as compared to the previous year (BAM Group,
2013, p. 38).

Votorantim offers information on the suppliers’ assessment in respect of the their
sustainability (EN32, LA14, HR10, SO9), 82% of the suppliers being approved further
verification (Votorantim, 2013, pag. 113). With reference to the negative impact asociated
with the supplier assessment criteria (EN33, LA15, HR11, SO10), such information is not
displayed. It is worthy of note that in respect of the indicators related to the distribution
activity, there is given information only for three of them (EN27, EN31 and SO7).

¢ Oil & Gas (NIAEP, Petrobras, Rosatom, Sasol, Snam )

NIAEP is an atypical case in respect of reporting the indicators selected for analysis within
this research, in the sense that within the GRI grid there are only three indicators. Out of
these, PR1 representing the weight of products and services assessed in order to improve
their impact upon the users’ health and security is reported as 100%. The indicators PR2
and PRY, representing the number of incidents in terms of product impact and population
health and security service impact, respectively the value of fines paid for non-compliance
with the regulations within the health and security domain, are presented as bearing zero
value (NIAEP, 2013).

For Petrobras, the information display in respect of supplier sustainability (EN32, EN33,
LA14, LA15, HR10, HR11, SO9, SO10) is not accomplished. A specific situation is given
by the fact that the power consumption increased (ENG6), stating the cause which generated
the increase. According to GRI (2013), the EN12 indicator should embody predominantly
negative information, whereas the organization should present only preventive aspects:
mounting obstacles to prevent animal access within the exploitation areas, personnel
training for clearing off animals within the dangerous areas, respectively offering
emergency treatment in case of endangered species (Petrobras, 2013, p. 52). For the
distribution activity, respectively the relationship with the customers, none of the specific
indicators is displayed into the GRI grid.

ROSATOM does not report indicators related to supplier sustainability. In terms of the
distribution activity, the organization presents only part information related to the PR1 and
PR5 indicators. Practically, the result of an investigation carried out at the level of 57
partner organizations in respect of the development of activities related to the nuclear
power supply is the following: 39.5% are for maintaining the same level, and 30.8% for
developing this activity. In terms of power sources that could be used when the
conventional sources would be exhausted, the organization promotes the ideea that 39.9%
of the respondents opt in favour of the nuclear power (ROSATOM, 2013).
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Along with the publication of GRI (G4) which brought as novelty the supplier assessment
in respect of the sustainability criteria, Sasol introduced new protocols related to their
verification, taking into consideration the labour and environmental practices (EN32,
LA14), but it did not offer information on the results of these assessments (Sasol, 2014).

At Snam organization level, the supplier assessment on sustainability criteria follows
mainly three directions (EN32, LA14 and HR10) (Snam, 2013, pp. 43,45). The evaluation
is performed differentially on types fo suppliers (goods or services), the suppliers of goods
being classified into four risk categories, taking into account also economic and
technological aspects. Certifications are required for the high risk categories (ISO 9001 si
1SO14001) in order to ensure rightfulness.

e Telecommunications (SK Telecom)

In respect of assessing suppliers according to their sustainability (EN32, LA14, HR10,
S09), SK Telecom proceeded to their verification based on written documents (52.6%),
respectively based on the information on the site (8.8%). There were 2 cases of temporary
or permanent suspension of suppliers. In respect of negative incidents (EN33, LA15, HR11,
S010), there was not signaled any (SK Telecom, 2013, pp. 133-138). With reference to the
activity development, it is worth mentioning the fact that for the ENG6 indicator, referring to
the decrease of power consumption, the organization registered an increase of 5.4% as
compared to the previous year, and for this increase there are given substantiations (SK
Telecom, 2013, p. 144). It is worth mentioning that the surveys regarding the satisfaction of
customers (PR5) are performed by three independent firms from Korea, the organization
emphasizing the ranging on the first place within these surveys for 16 years in a row.

e Technology (Indra, SAP)

Since 2013 Indra has changed its strategy regarding the supplier selection process that is the
audit of suppliers (EN32, LA14, HR10, SO9). In terms of EN 33 and LA15 indicators, it is
mentioned the fact that the supply activity has impact on the environment and at social
level, but there are not offered details in this respect (Indra, 2013, p. 70). For expenditure
and investment (EN31), the information submitted by Indra (139-140) displays a
retrospective analysis of 5 years, relevant in this respect being the waste management. The
assessment of customers’ satisfaction (PR5) is performed by indicators: global client
satisfaction indicator (3.85 out of 5), existing recommendations (7.24 out of 10) and the net
promotion score (3) (Indra, 2013, p. 93).

Since October 2013 SAP has been verifying all new suppliers by completing a
questionnaire. Similarly, the Snam case, the organization presents information for the
related criteria EN32, LA14, respectively HR10. Brand promotion through the agency of
customers is an objective for the organization. Within PR5 indicator there is displayed
information on the increase of the net promoter score in comparison with the previous year,
reflecting the customer availability to recommend the product to acquainttances (Sap,
2013).

« Utilities (CPFL)

CPFL Energia does not report indicators in terms of sustainability of suppliers (EN32,
EN33, LA14, LA15, HR10, HR11, SO9, SO10). With reference to the organization impact
on biodiversity (EN12), it is mentioned the fact that there are social and environmental
effects generated by the mounting of hydroelectric power plants, but the organization took

Vol. 17 * No. 40 » August 2015 987



q £ Reporting of Non-Financial Performance Indicators — a Useful Tool
for a Sustainable Marketing Strategy

actions in preserving and rebuilding the affected areas (EN27) (CPFL Energia, 2013, p.
103). In terms of client satisfaction (PR5), there were performed studies by two
independent organizations, at the level of the eight distributors, being investigated the
following sirections: information, accesibility, respectively client safety, respectively power
supply, communication and information, billing and perception in respect of maintenance.

The analysis of the information at the level of the activity sectors showed the fact that there
are differences regarding the indicators reporting. Thus, for the supply activity, the total
score granted to the organizations in the sectors Oil & gas, Utilities, Industrial, Materials
and Health care was smaller than the average for all the activity sectors. For the rest of the
activity sectors analysed the score was higher than the average. For the production activity
for the organizations in the activity sectos Oil & gas, Technology, Industrial, Health care
and Materials a smaller score than the average was registered, and at the level of the
organizations in the activity sectors Consumer goods, Utilities, Telecommunications and
Services a higher score than the average was registered. Regarding the distribution activity,
the split on activity sectors was made as it follows: for the activity sectors Oil & gas,
Technology, Utilities and Industrial the socre computed was lower than the average, while
for the activity sectors Consumer goods, Telecommunications , Services, Health care and
Materials there was a score higher than the average. An analysis of the reporting of the
indicators along the entire supply — production — distribution chain shows that in the
activity sectors in which the relationship with the customers is a direct one (Consumer
goods, Telecommunications, Services) the degree of the indicators reporting is higher than
the average, this aspect being justified on one hand by the organizations’ wish to assure the
legitimacy, and on the other hand by their use as a marketing strategy (most of the
information which contributed to a score above the average is information which shows
positive aspects). On the contrary, in the activity sectors in which the relationship with the
customers is less important (Oil & gas, Industrials) we notice the existence of a contrary
situation.

Conclusions

Beginning by the diferentiate analysis of indicators, a first observation is given by the fact
that the negative information presentation is limited. Only 15 % of the organizations report
zero value for these indicators, whereas 67 % of them omit the display of the indicator
referred to. In cases where negative information on sustainability is presented, it is counter-
balanced either by a justification, or by the presentation of attenuation or deletion
strategies. These conclusions are complementary to the research developed by Boiron
(2013), according to which the information displayed within the sustainability reports
represents a marketing strategy, respectively the research carried out by Hahn and Lilfs
(2014) pointing out the fact that the display of negative information is motivated by the
assurance of rightfulness.

Based on the premises according to which the marketing activity aims mainly to satisfy the
consumer needs and their training in respect of sustainability tones down the characteristics
of these needs, an organization should take into consideration the entire chain supply —
production - distribution in terms of adjusting its products and services to the new
requirements of the market.
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To obtain and promote sustainable products or services, a first step is related to the
relationship with the suppliers. The new requirements of the GRI (G4) indicator reporting
draw four directions in this respect: verifying the compliance with the environment criteria
by the suppliers (EN32), labour practices (LA14), human rights (HR10) and society (SO9).
After analyzing the conduct in respect of reporting these indicators by the studied
organizations, there was observed the fact that, although not all organizations offered
practical data on the supplier assessment, most of them pointed out the existence of a
proceeding in this respect, as well as the commencement of this action. The lack of
information regarding the indicators concerning the suppliers (EN32, LA14, HR10, SO9)
can be caused by the fact that 2013 was the first year in which the organizations use the
version G4 of the GRI guidelines. The previous versions did not ask for this type of
information. It is worth mentioning case Melia (2013) which emphasizes this information
(oversized letters, variously coloured, centrally positioned), respectively case Takeda
(2013) which mentions the fact that the guidelines on the sustainable procurement is
offered to its suppliers, in order to apply the same policy.

The indicators related to the procurement and distribution of sustainable products,
respectively rendering services within sustainable conditions, are mainly favourable
presented. For example, Melia (2013) emphasizes the positive message (oversized letters,
variously coloured, centrally positioned) in respect of EN19 indicator, referring to the
decrease of greenhouse gas emissions and adding the fact that it is on first place
classification related to the transparency degree in terms of CO2 emissions. The same type
of message, as leader in the domain, is submitted by SK Telecom (2013) in respect of the
client satisfaction (PR5): first place in surveys, for 16 consecutive years.

Besides rightfulness procurement, reporting such information on sustainability offers to an
organization brand value and, in addition, it represents a useful instrument in developing a
sustainable marketing strategy. By mimetic isomorphism, this conduct type could be
disseminated towards other organizations, which could represent a new direction of
research.

References

AkzoNobel, 2013a. 2013 AkzoNobel G3.1 Content Index. [online] Available at:
<https://www.akzonobel.com/system/images/AkzoNobel _Report_Report 2013 0414 t
cm9-84856.pdf> [Accessed 24 November 2014].

AkzoNobel, 2013b. 2013 AkzoNobel G4 indicators — Additional information. [online]
Available at:
<https://www.akzonobel.com/system/images/AkzoNobel_GRI_G4_additional_informat
ion_tcm9-87149.pdf> [Accessed 24 November 2014].

Allison-Hope, D. and Morgan, G. 2013. Navigating the Materiality Muddle, Available at:
<http://www.bsr.org/en/our-insights/blog-view/navigating-the-materiality-muddle>
[Accessed 20 June 2015].

Bam Group, 2013. Annual Report 2013. [online] Available at: <http://www.bam.eu/
investor-relations/annual-reports> [Accessed 16 November 2014].

Belz, F. M. and Peattie, K.., 2009. Sustainability Marketing Management: A Global
Perspective. Cheltenham: Wiley.

Vol. 17 * No. 40 » August 2015 989



q £ Reporting of Non-Financial Performance Indicators — a Useful Tool
for a Sustainable Marketing Strategy

Belz, F. M. and Peattie, K.., 2012. Sustainability Marketing: A Global Perspective.
Cheltenham: Wiley.

Belz, F. M. and Schmidt-Riediger, B., 2010. Marketing Strategies in the Age of Sustainable
Development: Evidence from the Food Industry. Business Strategy and the
Environment, 19(7), pp. 401-416.

Boiral, O., 2013. Sustainability reports as simulacra? A counter-account of A and A+ GRI
reports. Accounting, Auditing & Accountability Journal, 26(7), pp. 1036 — 1071.

Brown, T. J. and Dacin, P. A., 1997. The Company and the Product: Corporate
Associations and Consumer Product Responses. Journal of Marketing, 61(1), pp.68-84.

CPFL Energia, 2013. Annual Report 2013. [online] Available at: <http://easywork.
comunique-se.com.br/arg/160/arq_160_233394.pdf > [Accessed 14 January 2015].

Charter, M., Peattie, K., Ottman, J. and Polonsky, M. J., 2006. Marketing and
sustainability.  [online]  Available at:  <http://www.cfsd.org.uk/smart-know-
net/links/smart-know-net.pdf> [Accessed 20 February, 2015].

Connelly, B. L., Ketchen, D. J. Jr. and Slater, S.F., 2011. Toward a “theoretical toolbox”
for sustainability research in marketing. Journal of the Academy of Marketing Science,
39(1), pp. 86-100.

Dando, N. and Swift, T., 2003. Transparency and assurance: minding the credibility gap.
Journal of Business Ethics, 44(2-3), pp. 195-200.

Deegan, C. and Gordon, B., 1996. A study of the environmental disclosure policies of
Australian corporations. Accounting and Business Research, 26(3), pp. 187-199.

Deegan, C., and Rankin, M., 1996. Do Australian companies report environmental news
objectively?: An analysis of environmental disclosures by firms prosecuted successfully
by the Environmental Protection Authority. Accounting, Auditing & Accountability
Journal, 9(2), pp. 50-67.

DiMaggio, P. J., and Powell, W. W., 1983. The iron cage revisited: Institutional
isomorphism and collective rationality in organizational fields. American Sociological
Review, 48, pp. 147-160.

Duchon, D. and Drake, B., 2009. Organizational narcissism and virtuous behavior. Journal
of Business Ethics, 85(3), pp. 301-308.

Enel SpA, 2013. Sustainability Report 2013. [online] Available at: <http://www.enel.com/ en-
GB/doc/report2013/enel_sustainability report_2013.pdf> [Accessed 3 February 2015].

Ernst & Young, 2014. Tomorrow’s investment rules: Global survey of institutional
investors on non-financial performance. [online] Available at: <http://www.ey.com/
Publication/vwLUAssets/EY -Institutional-Investor-Survey/$File/EY -Institutional -
Investor-Survey.pdf > [Accessed 20 June 2015].

Fuller, D. A., 1999. Sustainable Marketing: Managerial - Ecological Issues. Thousands
Oaks: Sage Publications.

Gilbert, D.U. and Rasche, A., 2007. Opportunities and problems of standardized ethics
initiatives — a stakeholder theory perspective. Journal of Business Ethics, 82(3),
pp. 755-773.

GRI, 2013. Sustainability Reporting Guidelines. Implementation manual. [online] Available
at: <https://www.globalreporting.org/resourcelibrary/GRIG4-Part2-Implementation-
Manual.pdf> [Accessed 10 September 2014].

990 Amfiteatru Economic


http://www.cfsd.org.uk/smart-know-net/links/smart-know-net.pdf
http://www.cfsd.org.uk/smart-know-net/links/smart-know-net.pdf
https://www.globalreporting.org/resourcelibrary/GRIG4-Part2-Implementation-%20Manual.pdf
https://www.globalreporting.org/resourcelibrary/GRIG4-Part2-Implementation-%20Manual.pdf

Sustainable Business Marketing 02\5

GRI and 1IRC, 2013. GRI and IIRC deepen cooperation to shape the future of corporate.
reporting. [pdf] Available at: <https://www.globalreporting.org/information/news-and-
press-center/Pages/GRI-and-1IRC-deepen-cooperation-to-shape-the-future-of-corporate-
reporting.aspx> [Accessed 10 September 2014].

Griffith, D.A., Cavusgil, S.T. and Xu, S., 2008. Emerging themes in international business
research. Journal of International Business Studies, 39(7), pp. 1220-1235.

Hahn, R. and Lilfs, R., 2014. Legitimizing Negative Aspects in GRI - Oriented
Sustainability Reporting: A Qualitative Analysis of Corporate Disclosure Strategies.
Journal of Business Ethics, 123(3), pp. 401-420.

Handelman, J. M. and Arnold, S. J., 1999. The Role of Marketing Actions with a Social
Dimension: Appeals to the Institutional Environment. Journal of Marketing, 63(3),
pp. 33-48.

Higgins, C. and Walker, R., 2012. Ethos, logos, pathos: Strategies of persuasion in
social/environmental reports. Accounting Forum, 36(3), pp. 194—208.

Holder-Webb, L., Cohen, J. R., Nath, L., and Wood, D., 2009. The supply of corporate
social responsibility disclosures among U.S. firms. Journal of Business Ethics, 84(4),
pp. 497-527.

IIRC, 2013. Business and Investors explore the sustainability perspective of Integrated
Reporting. IRC  Pilot Programme Yearbook 2013. [online] Available at:
<http://www.theiirc.org/wp-content/uploads/2013/12/1IRC-PP-Y earbook-

2013 PDF4_PAGES.pdf> [Accessed 1 October 2014].

Inditex, 2013. Annual Report 2013. [online] Available at: <http://www.inditex.com/
documents/10279/18789/Inditex_Group_Annual_Report_2013.pdf/88b623b8-b6b0-
4d38-b45e-45822932ff72/> [Accessed 14 January 2015].

Indra, 2013. Annual Report. [online] Available at: <http://www. indracompany.com/
en/informeanual/13/annual-report-2013> [Accessed 20 January 2015].

Kumar, V. and Christodoulopoulou, A., 2014. Sustainability and branding: An integrated
perspective. Industrial Marketing Management, 43(1), pp. 6-15.

Lantos, G.P., 2001. The boundaries of strategic corporate social responsibility. Journal of
Consumer Marketing, 18 (7), pp. 595-630.

Luo, X. and Bhattacharya, C.B., 2006. Corporate social responsibility, customer
satisfaction, and market value. Journal of Marketing, 70(4), pp. 1-18.

McWilliams, A. and Siegel, D., 2001. Corporate social responsibility: A theory of the firm
perspective. Academy of Management Review, 26, pp. 117-127.

Marks & Spencer, 2013. Annual report and financial statements 2013. [online] Available
at: <http://corporate.marksandspencer.com/investors/bd98d01715ca4f688360624bb
0486304> [Accessed 30 January 2015].

Marks & Spencer, 2014. Plan A Report 2014. [online] Available at: <http://planareport.
marksandspencer.com/downloads/M&S-PlanA-2014.pdf> [Accessed 30 January 2015].

Melia Hotels International, 2013. Annual Report and CSR 2013. [online] Available at:
<http://www.meliahotelsinternational.com/sites/default/files/informes-
financieros/Informe%20Anual%20%26%20RSC%202013%20MHI_en.pdf> [Accessed
12 December 2014].

Vol. 17 * No. 40 » August 2015 991


https://www.globalreporting.org/information/news-and-press-center/Pages/GRI-and-IIRC-deepen-cooperation-to-shape-the-future-of-corporate-reporting.aspx
https://www.globalreporting.org/information/news-and-press-center/Pages/GRI-and-IIRC-deepen-cooperation-to-shape-the-future-of-corporate-reporting.aspx
https://www.globalreporting.org/information/news-and-press-center/Pages/GRI-and-IIRC-deepen-cooperation-to-shape-the-future-of-corporate-reporting.aspx
http://www.inditex.com/%20documents/10279/18789/Inditex_Group_Annual_Report_2013.pdf/88b623b8-b6b0-4d38-b45e-45822932ff72/
http://www.inditex.com/%20documents/10279/18789/Inditex_Group_Annual_Report_2013.pdf/88b623b8-b6b0-4d38-b45e-45822932ff72/
http://www.inditex.com/%20documents/10279/18789/Inditex_Group_Annual_Report_2013.pdf/88b623b8-b6b0-4d38-b45e-45822932ff72/

q £ Reporting of Non-Financial Performance Indicators — a Useful Tool
for a Sustainable Marketing Strategy

Natura, 2013. Natura Annual Report 2013. [online] Available at: <http://www.relatoweb.
com.br/natura/13/sites/default/files/natura_gri_completo_en20140530.pdf> [Accessed
30 November 2014].

NIAEP, 2013. Sustainable growth as the mainstream. [online] Available at: <http://niaep.
interity.info/en> [Accessed 25 October 2014].

Petrobras SA, 2013. Sustainability Report 2013. [online] Available at: <http://www.
investidorpetrobras.com.br/en/governance/sustainability-report/relatorio-de-
sustentabilidade-detalhe-5.htm> [Accessed 14 January 2015].

ROSATOM, 2013. Public Annual Report 2013.[online] Available at: <http://www.
rosatom.ru/en/resources/f3c8390045e975b3aaldeb897b67590e/ROSATOM+Annual+R
eport+2013.pdf> [Accessed 14 January 2015].

SAP, 2013. Integrated Report 2013.[online] Available at: <http://www.
sapintegratedreport.com/2013/en/> [Accessed 30 November 2014].

Sasol, 2014. A New Era for Sasol. Annual Integrated Report. [online] Available at:
<http://www.sasol.com/sites/default/files/publications/integrated_reports/downloads/Sas
01%20AIR%202014%20complete_0.pdf> [Accessed 14 December 2014].

Sasol, 2014. Global Reporting Initiative. [online] Available at: <http://www.
sasol.com/sites/default/files/publications/SASOL_2014 GRI.pdf> [Accessed 14
December 2014].

Sheth, J. and Parvatiyar, A., 1995. Ecological Imperatives and the Role of Marketing. In:
M. Polonsky and A. Mintu —Wumsall, eds. 1995. Evironmental Marketing: Strategies,
Practice, Theory and Research. New-York: Haworth Press, pp. 3-20.

Snam SpA, 2013. Annual Report 2013. [online] Available at: <http://www.snam.it/
export/sites/snam/repository/ENG _file/investor_relations/reports/annual_reports/2013/A
nnual_Report_2013.pdf> [Accessed 22 November 2014].

Snam  SpA, 2013. Sustainability = Report  2013. [online] Available  at:
<http://www.snam.it/export/sites/snam/repository/ENG_file/investor_relations/reports/a
nnual_reports/2013/2013_sustainability _report.pdf> [Accessed 22 November 2014].

Takeda, 2013. Annual Report 2013 - CSR Data Book. Sustaining Corporate Value through
CSR. [online] Available at: <https://www.takeda.com/investor-information/annual/
files/ar2013_d_en.pdf> [Accessed 12 December 2014].

The Coca-Cola Company, 2014. Coca-Cola 2013/2014 Sustainability Report. [online]
Available at: <http://assets.coca-colacompany.com/77/4c/2a44a5234a3ca65d449d174a
0ded/2013-2014-coca-cola-sustainability-report-pdf.pdf> [Accessed 3February 2015].

Votorantim, 2013. Integrated Report 2013. [online] Awvailable at: <http://www.
votorantim.com.br/enus/responsabilidadesocialcorporativa/pages/relatorios.aspx>
[Accessed 10 February 2015].

Appendix 1.

ENZ2: Percentage of materials used that are recycled input materials
EN6: Reduction of energy consumption
EN10: Percentage and total volume of water recycled and reused

EN12: Description of significant impacts of activities, products, and services on
biodiversity in protected areas and areas of high biodiversity value outside protected areas

GRI Indicators Type
+
+
+
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GRI Indicators Type
EN19: Reduction of greenhouse gas (GHG) emissions +
EN27: Extent of impact mitigation of environmental impacts of products and services
EN28: Percentage of products sold and their packaging materials that are reclaimed by | +
category
EN30: Significant environmental impacts of transporting products and other goods and | -
materials for the organization’s operations, and transporting members of the workforce
EN31: Total environmental protection expenditures and investments by type +
EN32: Percentage of new suppliers that were screened using environmental criteria +
EN33: Significant actual and potential negative environmental impacts in the supply chain | -
and actions taken
EN34: Number of grievances about environmental impacts filed, addressed, and resolved | -
through formal grievance mechanisms
LA14: Percentage of new suppliers that were screened using labor practices criteria +
LA15: Significant actual and potential negative impacts for labor practices in the supply | -
chain and actions taken
LA16: Number of grievances about labor practices filed, addressed, and resolved through | -
formal grievance mechanisms
HR10: Percentage of new suppliers that were screened using human rights criteria +

+

HR11: Significant actual and potential negative human rights impacts in the supply chain | -
and actions taken
SO7: Total number of legal actions for anti-competitive behavior, anti-trust, and monopoly | -
practices and their outcomes
S09: Percentage of new suppliers that were screened using criteria for impacts on society +
SO10: Significant actual and potential negative impacts on society in the supply chain and | -
actions taken

SO11: Number of grievances about impacts on society filed, addressed, and resolved | -
through formal grievance mechanisms
PR1: Percentage of significant product and service categories for which health and safety | +
impacts are assessed for improvement)

PR2: Total number of incidents of non-compliance with regulations and voluntary codes | -
concerning the health and safety impacts of products and services during their life cycle,
by type of outcomes

PR3: Type of product and service information required by the organization’s procedures | +
for product and service information and labeling, and percentage of significant product
and service categories subject to such information requirements

PR4: Total number of incidents of non-compliance with regulations and voluntary codes | -
concerning product and service information and labeling, by type of outcomes

PR5: Results of surveys measuring customer satisfaction +
PR6: Sale of banned or disputed products -
PR7: Total number of incidents of non-compliance with regulations and voluntary codes | -
concerning marketing communications, including advertising, promotion, and
sponsorship, by type of outcomes

PR8: Total number of substantiated complaints regarding breaches of customer privacy | -
and losses of customer data
PR9: Monetary value of significant fines for non-compliance with laws and regulations| -
concerning the provision and use of products and services

Source: GRI, 2013
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