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Toolbox Tuesdays and Thursdays

On the 4th of December 2008 CSR Europe launched 20 CSR Tools which 
were the compilation of 18 months of work by CSR Europe, its Members 
and Partners and the European Alliance for CSR. 

CSR Europe has now launched Toolbox Tuesdays and Thursdays as a new 
service to its Members and National Partner Organizations.

The purpose of these conference calls is to give CSR Europe Members and 
NPO’s a light informal training on the individual CSR Tools launched as part 
of CSR Europe's Toolbox in December 2008. 



Proactive Stakeholder Engagement

Identifying and engaging relevant stakeholders is a challenge faced by many 
companies, but one which is critical to the relevance, credibility and innovation of 
its activities.

Almost 40% of the world’s 
1600 largest corporations
discuss structured
stakeholder dialogue in their 
CSR reports

Over 30% of the blockages to 
CSR activities are internal, 
while only 8% stem from 
external partnerships (i.e. with 
stakeholders)

Today’s situation in the corporate world:

•Increased, significant commitment to socially responsible behaviour
•Absence of global governance → creative, proactive CSR practices
•Need for stronger engagement with and consideration of 
stakeholders:

• Dialogue 
• Engagement/contract



Proactive Stakeholder Engagement

… the Tool
A Guidebook of Stakeholder Engagement Practices to :

• Gain a better understanding of existing approaches by a ‘mapping’ process
• Establish links with other laboratories (diversity, supply chain)
• Deliver a typology/cartography of different types of stakeholder engagement

needs, interests and expertise
• Provide conclusions and recommendations for companies and 

stakeholders

Read about this tool at: www.csreurope.org/toolbox/stakeholderengagement

A laboratory to:
• Consolidate and broaden the knowledge acquired, 
capitalizing on the experience of ORSE and CSR Europe’s 
members

• Provide illustrations, tools and best practices to companies 
that want to engage with their stakeholders



Methodology

Analysis carried out by ORSE and CSR-Europe and co-led by 
Suez and Total

Based on experiences published by ORSE and on stressing 
some specific practices

Interactive sessions to consolidate and broaden this 
knowledge, using successful and unsuccessful experiences as 
illustrations

All stakeholders involved in discussions
Meetings held in Paris and Brussels
Broaden consultation 

with the help of NPOs
With reciprocal participation in the diversity and supply 

chain labs



A group of approx. 30 people representing :

NGOs, associations (WWF, CARE…)
Academics 
Trade Unions
Governments
European Companies

GDF Suez and TOTAL as leaders
Panasonic, Carrefour, CNCP, Enel, ADP, Orange, Canon, 

EDF, Areva, Lafarge, Rhodia, Adecco, Epson…

Participants



2 different topic cards
- Tool cards (I)
- Stakeholder cards (II)

I – TOOL CARDS 
• Stakeholder cartography 
• Tools of engagement implementation : panels, stakeholder sessions…

II – ENGAGEMENT / DIALOG WITH STAKEHOLDERS CARDS 
• NGOs
• Supply chain management
• Communities and local authorities
• Employees / Trade unions 
• Consumers
• Shareholders

Structure of each card (topic)
Intro : Context and definitions
1 - ENGAGE WITH A STAKEHOLDER – WHY, WITH WHO, HOW?

- CHECK LIST of questions one asks -
2 - OPPORTUNITES / RISKS
3 - Measure the efficiency of the engagement - Choice of indicators (KPIs)
4 - Recommendations  – To go further…
5 - 2 pages BEST PRATICES – LEARN FROM EXPERIENCES

Guidebook structure



Check List to set up a partnersip

A partnership - why, how, who?

identifying the issues at stake and 
embarking on self-diagnosis

identifying, listing and selecting the 
stakeholder

embarking on a frank dialogue and 
exchange

Formalizing the partnership

context
objectives 
level of engagement by the 

signatories
articulating the engagement
scope of the partnership

Implementing the partnership

formalizing implementation
commitment of local 

partners
commitment of employees 

and their representatives
internal communication 
external communication 
duration and timetable of 

the partnership

Assessing the partnership

evaluation of the partnership 
and its results

renewing or modifying
settlement of disputes



Focus on tools : 
MAPPING STAKEHOLDERS

Relations may play out in many ways:

• Practices involving questioning (or confrontation...)
• Practices involving dialogue
• Contractual engagements (NGO partnerships, transnational framework 
agreements)

This matrix may help in specifying the degrees of integration of the various 
stakeholders in the decision making process:



Mapping  / Cartography
Different ways of mapping / organizing stakeholders :
From a company prospective

Ex. Areva
Mapping of local stakeholders taken 
to the international level

In 2003, AREVA developed a mapping 
methodology for local external 
stakeholders to help the worksites 
compare their perceptions of local 
stakeholder expectations with their 
real expectations. 

In 2007, local stakeholder mapping 
was deployed on an international 
scale and then broadened to include 
sites that carry significant economic 
weight. 



Mapping  / Cartography
From an NGO prospective



Indicators

Mapping  / Cartography



Consulting stakeholders :



Consulting stakeholders : why and how? 

Panels and stakeholders sessions
Why - What are the objectives?

- produce outcomes, such as comments or recommendations, upon which the 
company may or may not make specific commitments.
- to receive advice from experts
- guage expectations and criticism concerning its sustainable development
strategy and/or reports. 
- To anticipate possible threats to its activity in the future. 

How - What forms?
- Range of panels that correspond to the various expectations and strategic
choices of the parties. 
- various forms and either respond to a specific subject (water management, 
biodiversity, etc.) or to all the issues dealt with in the company’s CSR strategy. 
Panels may open up decision-making bodies to greater diversity.



Meet all in one : sessions and panels



Consulting stakeholders : why?



Evaluating opportunities and risks

Stakeholders prospectives
Opportunities
-Enlarge the spectrum of participating
corporations + visibility
-Partnership is more engaging than
one shot dialog (question of duration, 
means at disposal)
-Sensibilize employees (other
resources to mobilize..
Limits
-Find the frontier with consultancy
-Risk of manipulation
-Independence in profit of fundraising

Companie’s prospectives
Opportunities
-Stakeholder dialog brings innovation 
and expertise from outside 
-Conquest new markets
-Build trust with civil society
-Prevent from risk of reputation

Limits
-Need of definition of a partnership
-Choice of relevant : legitimacy and 
transparency 
-Information leaks
-Sectorial exclusion criteria

Common view : philanthropy can’t be considered as partnership
when it doesn’t relate to the core

Interactive session



Evaluating opportunities and risks
Ex. NGO Card



Implementation :

Check List to set up a partnersip with NGOs :
Step 1 - Identifying the issues and embarking on self-diagnosis
Step 2 - Embarking on a fully frank dialogue and exchange
Step 3 - Identifying and selecting the “ideal” partner
Step 4 - Committing to the partner and formalizing the Partnership
Step 5 - Defining the content of the partnership
Step 6 - Implementing the partnership
Step 7 - Assessing the partnership and its results



Reporting and partnerships
Design KPI in the context of partnerships
NGOs dialogue
Concrete examples with WWF :
•Partnership with Orange on concrete actions, with measurable results, such as 
the environmental performance evaluation of the products marketed by 
Orange, recycling, the eco-design of its shops and products, a pedagogy 
around the “green gestures” directed at consumers and employees and the 
reduction of paper consumption.

•Air France – KLM – on greenhouse gas emissions

•LAFARGE
8 performance indicators (controls and results published yearly)
(environmental audits of sites, quarry rehabilitation plans, greenhouse 
gas emissions, water and energy consumption, raw materials, etc.).



NGOs dialogue
Eight keys to success for a strategic NGO/company partnership

• Take the time to get to know one another
• Formalize a frank clear and precise partnership, with time schedules
• Commit at the highest level on both sides
• Ensure the support of all concerned including employees and their 
representatives as well as other external stakeholders (communities, 
consumers)
• Satisfactorily define the human and financial resources of the 
partnership
• Properly manage communications Internally - the partnership 
agreement, should be known to everybody, and reported on the local 
networks.
• Remain vigilant throughout the partnership
• Set up a monitoring system with follow up of the results

Recommendations



European Toolbox Roadshow

From February 2009-January 2010, CSR Europe will be coordinating in 
cooperation with National Partners, national sessions in various geographic 
areas in Europe as part of a wider European Toolbox Road show. 

The objective is to further disseminate the laboratory tools, as well as to 
equip companies and stakeholders participating in national sessions with 
relevant, useful and practical CSR tools.

Further Information: www.csreurope.org/page/en/roadshow.html

The Tool will be presented at the following National Sessions
• Belgium
• United Kingdom
• Sweden

….Stakeholder Engagement Tool
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