
ACCOUNTABILITY    ALLIANCE    BEST PRACTICE    BUSINESS CITIZENSHIP    CARING   
CHARITY    COMMUNITY    CONSCIENCE    CONSERVATION    COOPERATION
DEMOCRACY    DEPENDABILITY    DEVELOPMENT    DIVERSITY    ECOLOGY    ECO- 
NOMY    EFFICIENCY    ENLIGHTENMENT    ENVIRONMENT    EQUALITY    ETHICAL 
CONSUMERISM    ETHICS    FAIR-TRADE    FUNDRAISING  GROWTH  INFORMATION
INTEGRITY    LEARNING    PROTECTION  RESEARCH    SERVICE    INCERITY    STAKE- 
HOLDER    SUSTAINABILITY    TRIPLE BOTTOM LINE    TRUSTWORTHINESS    UNIVERS- 
ALITY    VOLUNTEERING    WASTE    MANAGEMENT    WELFARE    WELL-BEING    WILD LIFE

CONFERENCE

CORPORATE 
SOCIAL 
RESPONSIBILITY 

JUNE 
12th—13th 2008

BRUSSELS
SILKEN BERLAYMONT

SBMP
SCHOOL OF BUSINESS, MEDIA & POLITICS



3

Co
rp

or
at

e 
So

ci
al

 R
es

p
on

si
b

ili
ty
 

S
C

H
O

O
L

 O
F

 B
U

S
IN

E
S

S
, 

M
E

D
IA

 &
 P

O
L

IT
IC

S

ABOUT THE CONFERENCE
In the fast-moving worlds of business and media, new concepts are quick to take hold 
of the collective imagination. Since the advent of the 21st century, no one idea has 
become as relevant to a company’s livelihood as Corporate Social Responsibility. Busi-
ness is entering a new era in which the stakeholder’s well-being is more important 
than ever for mutual growth and success. Combined with the drastic environmental 
changes which are affecting our planet, this has created a new landscape in which 
corporations must adapt to survive. As such, the ever-growing relevance of CSR has 
created new questions for businesses to address:

• What does CSR actually mean? 
• What exactly does a corporation need to do in order to develop a well-rounded CSR 
  policy? 
• How do businesses manage to incorporate their stakeholders’ input into the transition, 
  and how do they effectively communicate their policies to those stakeholders? 

All these questions and more will be examined in the School of Business, Media & Poli-
tics’ upcoming conference on Corporate Social Responsibility, to be held in Brussels on 
the 12th and 13th June 2008.  The SBMP invites you to share with us the opportunity 
to engage in a dialogue with experts as well as hundreds of your peers on the most 
important issues in contemporary CSR. We hope to see you there for cutting-edge 
discussion on current developments and future trends in the field of CSR.
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ABOUT CSR
When envisioning the long-term and overall future direction of an organisation, Cor-
porate Social Responsibility still exists somewhere in the slightly grey area between 
reputation management and a virtual call to duty. In recent history societal pressure 
has put emphasis on the concept that a business might and perhaps should actually 
become socially responsible sooner rather than later. Going beyond their obligations 
to stakeholders and driving towards profits by making the extra effort to help improve 
human life on earth is—for many companies—still a fledgling idea, but consumers, 
stakeholders and legislators seem to simply expect more now. Under such pressure 

GRAPHIC 1
Outlets people use to obtain information about companies‘ CSR activities

68.1%

57.3%

54.6%

52.3%

it may very well be that companies who do not step up to include and carry out solid 
and viable CSR actions—which have a real and measurable impact—as a part of their 
identity might actually lose out in the end to those who do. 
 
Faking a dedication to CSR will probably not cut it in the 21st century, everyone will 
need to be on-track and to keep up with everyone else’s better business practices. 
Whether the required adjustments to their practices and philosophies which compa-
nies will need to make are internal or external, the cliché is still true that each small 
step has the potential to make a difference in the long-run. Corporations are strategi-
cally placed to have the advantage of automatically magnifying and multiplying small 
steps they choose to make, and any change has the potential to cause a domino-effect 
within their own operations as well as without. 

When it comes to the ”call to duty“ aspect, the requirements of CSR are quite clear, and 
one of the most prominent buzzwords is ´sustainable development´. The characterisa-
tion by the Brundtland Commission in 1987 of sustainable development as “meet(ing) 

Mainstream media

Corporate web sites

NGOs or nonprofit

CSR/Sustainability reports

GRAPHIC 1  Edelmann 2007 Trust Barometer – 3.100 Global Respondents
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Listening to employees

Demonstrating its corporate social responsibility
        
Communicating the company‘s business strategy

Having the CEO be accessible to employees

Encouraging dialogue across 
different parts of the business

Communicating the company‘s 
financial performance

Openly communicating layoffs

Providing information about career advancement

GRAPHIC 2 
Listening to Employees Builds Trust
What are the three most important actions for a global company seeking to build trust among its employees?

GRAPHIC 2:  Edelmann 2007 Trust Barometer – 3.100 Global Respondents

the needs of the present generation without compromising the ability of future gene-
rations to meet their own needs” still serves as the concept’s most generally accepted 
definition. In the big picture scheme of things, the sorts of expectations implied in the 
definition itself are actually nothing short of practical and reasonable. Although sus-
tainable development has been with us since the 80s, and has been engendering as 
much controversial debate as resolution, to judge by most criteria Europe has reached 
the fabled ‘Tipping Point’.
 
The EU has entered a new phase with the European Commission’s latest proposals, 
particularly the new Climate Change and Energy package published on 23 January 
2008, which puts forth the main strategic points which need to be met if progress is 
to be achieved across Europe in grappling with the economic, environmental and so-
cial requirements of sustainablity—essentially the issues which are at the heart of the 
sustainable debate. With the monumental shifts in business, lifestyle and the public 
consciousness this sea-change is sure to bring a great amount of self-regulation and 
self-motivation from all parts of society, but mostly business in particular. 
 
There is also little doubt that these activities will be somehow integrated into mar-
keting the organisation as a champion of CSR In terms of legislation, however, law- 

38%

33%

32%

17%

32%

16%

45%

64%
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makers will still have to be somewhat realistic when plotting the path towards the 
future, and CEOs can only go so far before their shareholders start to get a bit nervous. 
CSR promises made—whether to improve (or do less damage to) the environment 
or to house and educate the citizens of developing nations—are easily made and, of 
course, much more difficult to actually implement and maintain

Keeping a realistic balance between expectation and action—particularly when it co-
mes to public perception or government pressure—may be equally as challenging 
as initiating the CSR programmes themselves. Furthermore, the playing field isn’t  
necessarily even for all parties involved when it comes to their ability to fulfill CSR de-
dications. Based on such simple factors as the size of the organisation and/or the busi-
ness they happen to be in may give some companies a head-start or even an extreme 
advantage over others. On a basic level it is perhaps easiest for small businesses to be 
socially responsible in their business practices, but then again large businesses—who 

EDELMANN 2007 Trust Barometer – 3.100 Global Respondents

GRAPHIC 3 
Transparency is a Key Trust Builder
When you think of the  major global companies that you trust, which are the three
most important activities for a socially responsible company to engage in?

Fair treatment of employees

Ensuring that products meet accepted 
environmental/social standards            
     
Communication of both positive 
and negative performances

CEO commitment to responsible business practice

Social or environmental reporting

Donations or activities

58%

54%

45%

41%

23%

21%

GRAPHIC 3  Edelmann 2007 Trust Barometer – 3.100 Global Respondents

are more likely slower to initiate change—can also have a much greater impact with 
their CSR activity. Organisations with great amounts of prior experience and know-
how have found that it isn’t necessarily that much of a stretch to apply their know-
ledge of business or logistics towards CSR while also integrating it into all branches 
of their structure. 

On a practical level, for example, a large corporation might have few problems as-
sembling the brainpower and resources capable of bringing medical care or drinking 
water to people in a remote part of the world. Or, for example, on an internal level if 
a company decides to look more closely at their processes and practices and learns a 
very simple way to conserve one litre of water during any given stage of production 
or distribution, then one such basic change could result in hundreds of thousands of 
litres of water saved every day if the plan were implemented in each of their compa-
nies worldwide. 

In the face of this whole new kind of competition, the business world will struggle and 
experience growing pains as it seeks to change itself for the better. At this particu-
larly critical time, the SBMP CSR conference will expand knowledge on CSR strategies 
and present the views from a few of the forerunners representing organisations which 
have already been proven leaders in the movement.

0  1 0  2 0  3 0  4 0  5 0  6 0  7 0  8 0
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» Sustainable development is not a choice. It’s an 
imperative. What is at stake is leaving our children, 
grandchildren and future generations a world worth 
living in, with a more just society and a healthy, clean 
environment. «

ROMANO PRODI, Former President of the European Commission
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PROF. DR. BJÖRN BLOCHING, Partner, Roland Berger Strategy Consultants
Prof. Dr. Björn Bloching is a Partner at Roland Berger Strategy Consultants. He is in 
charge of the firm‘s Corporate Responsibility practice and has carried out numerous 
Corporate Responsibility projects for key accounts. He also deals with topics involving 
strategy, branding and marketing at the interface between the public and private 
sector (athletics, culture, science and education).
Björn Bloching studied industrial engineering and economics. Prior to joining Roland 
Berger in 1996, he worked as a research assistant in the University of Hamburg‘s Depart-
ment of Business and Economics (and the United Nations) where he received his Ph.D.

SPEAKERS

IAN BRETMAN, Deputy Director, The Fairtrade Foundation 
Ian Bretman has been Deputy Director of The Fairtrade Foundation since 2001 and 
Board Member of Fairtrade Labelling Organisations International since 2006. His in-
volvement with the fair trade movement dates back to 1986 when he joined Oxfam 
Trading as Head of Marketing. In a career spanning over 30 years he has also worked 
in other areas of the UK voluntary sector and extensively in the commercial arena on 
business development roles in different industries. Ian has been primarily responsible 
for managing the commercial relationships of the Fairtrade Foundation. More recently 
he has worked on the governance structure of the Fairtrade Labelling System.
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KAREN VAN BERGEN, Managing Director, Fleishman-Hillard Amsterdam
Karen van Bergen joined Fleishman-Hillard in September 2007, coming from the ma-
nagement team of McDonald’s Europe in the function of chief of staff to the president 
for Europe and vice-president of corporate affairs. Ms. van Bergen has 24 years of exten-
sive communications experience in multinational companies and in consulting. She has 
developed social responsibility policies, environmental commitments, and stakeholder 
engagement plans. For McDonald’s Ms. van Bergen worked as marketing and communi-
cations director of Central Europe-Central Asia, based in Vienna. She also worked for The 
Coca-Cola Company in the Netherlands and Outboard Marine corporation.

MARTINA BIANCHINI, Director EU Government Affairs and Public Policy,
The Dow Chemical Company
Martina Bianchini is Director of EU Government Affairs & Public Policy for Dow and 
the Head of the company’s EU Liaison Office in Brussels, Belgium. In this capacity, she 
is shaping EU industry advocacy strategies on Dow’s priority areas and ensuring the 
consistent adoption of a transatlantic and global approach to future chemicals poli-
cies. Prior to joining Dow in 2001, Martina worked for 14 years at Monsanto Company 
on a number of different assignments in Environmental, Regulatory, Public and Go-
vernment Affairs, both in the US and Europe.
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ETIENNE DAVIGNON, President, CSR Europe
Etienne Davignon successively occupied the functions in Belgium of Principal Private 
Secretary to the Foreign Minister (1964-1969), Chairman of the International Energy 
Agency Management Committee (1974-1977), Vice-Chairman of the European Com-
munity Commission (1981-1985), and Chairman of the Royal Institute of International 
Relations. In 1985, he joined Société Générale de Belgique, where he was Chairman 
from April 1988 to February 2001. He then became Vice-Chairman of SUEZ-TRACTE-
BEL, where he is now Chairman of the Ethics, Environment and Sustainable Develop-
ment Committee. Etienne Davignon is the President of CSR Europe.

ROGER COWE, Director, Context
Roger is an award-winning writer on business and corporate responsibility. He is a 
trained management accountant, holds an MBA and was on the Guardian’s business 
staff from 1987 to 1999, where he wrote about mainstream City topics and edited the 
Management page. 
Before joining Context, Roger contributed to publications including the Financial 
Times and The Observer, Ethical Corporation and Green Futures. He has written for 
organisations ranging from the Association of British Insurers to Forum for the Future. 
Roger is an external director of EIRIS, the ethical investment research organisation.

SPEAKERS

SP
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CAROLINE DEWING, Senior CR Communications Manager Group Corporate  
Affairs, Vodafone
Caroline has worked at Vodafone for 7 years, first as head of business and technology 
PR for Vodafone UK and then as senior communications manager at Vodafone Group.  
Her primary responsibility is to raise awareness of CR initiatives both to specialist stake-
holders and also to the wider media.  Caroline has worked on issues as diverse as the 
protection of minors from inappropriate content, Vodafone’ s position on the environ-
ment, the launch of MPESA (a money tranfer system) and the development of Voda-
fone‘s position on privacy and freedom of expression.  Prior to working at Vodafone 
Caroline spent 8 years in Hong Kong working in more general corporate affairs.

ROBERTO ZANGRANDI, Head of European Affairs, ENEL
Roberto Zangrandi is Director of Corporate European Affairs in Brussels with Enel. With 
Enel he was first Head of Subsidiaries Communication Plans and then Head of Identity 
and Image, as well as Head of Corporate Social Responsibility. After 13 active years as 
a Financial Journalist with leading Italian magazines, he served as Head, International 
Media Relations with Fiat, the Italian automotive company. With Fiat he also spent a 
five year assignment as Director of the Corporate office in Germany. Back to Italy, he 
joined in the capacity of Senior Partner a prime, Milan based, strategic management 
consultancy, Methodos. Mr Zangrandi has studied Political Sciences and Sociology 
and is member of the Italian Society of Professional Journalists since 1978.
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DINNER SPEAKER
RICHARD HOWITT, MEP, European Parliament Rapporteur on Corporate Social 
Responsibility
Richard Howitt MEP, the European Parliament Spokesperson on Corporate Social Re-
sponsibility (CSR), proposed the March 2007 Parliamentary report on CSR, which rep-
resented a major step in advancing European Union policy in supporting CSR.  
Richard has been invited to speak regularly to international forums and conferences 
on the European approach to corporate responsibility including to the United Nations 
Human Rights Sub-Commission, to the Royal Institute for International Affairs, the 
Global Reporting Initiative, the Ethical Trading Initiative and to conferences convened 
by member state governments of the European Union. Richard has also undertaken 
European Parliament missions exploring corporate responsibility by European enter-
prises including for example the oil industry in Colombia. Richard was invited to chair 
the consultation on governmental initiatives convened by the UN Special Representa-
tive on Business and Human Rights, Professor John Ruggie.
Richard is European Foreign Affairs Spokesperson for the British Labour Party and 
Vice-President of the European Parliament‘s Human Rights Sub-Committee. Formerly 
a disability rights adviser, Richard has a partner and two children, and lives in his East 
of England constituency in Cambridge.



11

Co
rp

or
at

e 
So

ci
al

 R
es

p
on

si
b

ili
ty
 

S
C

H
O

O
L

 O
F

 B
U

S
IN

E
S

S
, 

M
E

D
IA

 &
 P

O
L

IT
IC

S

SB
M

P 
C

SR

11

Co
rp

or
at

e 
So

ci
al

 R
es

p
on

si
b

ili
ty

S
C

H
O

O
L

 O
F

 B
U

S
IN

E
S

S
, 

M
E

D
IA

 &
 P

O
L

IT
IC

S

» In a knowledge economy, a good business is a 
community with a purpose, not a piece of property. «

CHARLES HANDY, Economist and Author
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4 — 4.15 P.M.
Welcome  
Moderator: Daniel Schwammenthal, Editorial Page Writer, The Wall Street Journal 
Europe

4.15 — 5 P.M. 
Idealism or Necessity? The Growing Importance of 
CSR in Europe
ETIENNE DAVIGNON, PRESIDENT, CSR Europe
How important is CSR in business activity? Is it the brainchild of dreamers, or of prac-
tical importance in the success of business—and society—in the years to come?

5 — 5.45 P.M.  
Integrating CSR Into Business Strategy
MARTINA BIANCHINI, Director, EU Government Affairs and Public Policy
The Dow Chemical Company
Social and environmental performance is fast-becoming a key influence on invest-
ment decisions. Therefore it is the time for companies to realise the significance of 
CSR in the way they do business.

6 — 7 P.M. 
Panel Discussion: Agenda Setting—How to  
Influence the Public Debate on CSR
MARTINA BIANCHINI, Director, EU Government Affairs and Public Policy
The Dow Chemical Company
IAN BRETMAN, Deputy Director, The Fairtrade Foundation

7 — 7.30  P.M. 
Aperitif

7.30 P.M. 
Dinner with speech: Looking Beyond our Borders  
— Europe’s Influence on the Global CSR Debate 
RICHARD HOWITT, MEP, European Parliament Rapporteur on Corporate Social 
Responsibility

JUNE 12TH
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9:30 — 10:15 A.M. 
Good Deeds,  Good Business: CSR as Strategic Tool 
for Corporate Management 
PROF. BJÖRN BLOCHING, Partner, Roland Berger Strategy Consultants 
How can companies develop, realise and communicate a bespoke CSR strategy? What 
advantages does a well-designed CSR policy provide in the world of management?        

10:30 — 11:15 A.M. 
Innovative CSR Strategies: New Ways to Green Your 
Image
ROBERTO ZANGRANDI, Head of European Affairs, ENEL
Everyone is talking about CSR these days, and companies who wish to get ahead are 
embracing the concept. Roberto Zagrandi will talk about the newest and most effec-
tive CSR strategies, to benefit companies, stakeholders and the wider world.

11:30 — 12:15 A.M.
The Other “C”: Consumer and Social Responsibility  
KAREN VAN BERGEN, Managing Director, Fleishman-Hillard Amsterdam
Karen will take a look at CSR from the consumers’ point of view. What does CSR mean 
to them, and what impact does the concept have on the way they buy?    

1 — 1:45 P.M.
Communicating Corporate CSR Activities
CAROLINE DEWING, Senior CR Communications Manager, 
Group Corporate Affairs, Vodafone 
Corporate Responsibility is becoming a recognized part of business processes, but 
how can you make them visible to your stakeholders?  Caroline Dewing will discuss 
how and why Vodafone  communicates its CR activities.

2 — 3 P.M. 
Final Forum: How to Address CSR? 
ROGER COWE, Director, Context
Roger Cowe will open the Final Forum with his insights on how an organisation 
should address its CSR, especially to the media. As experienced journalist (Financial 
Times, The Guardian) he will focus on the journalistic perspective and let us into the 
secret of how to get the journalists on your side! Afterwards our speakers will get 
together to sum up the results of the last two days and give an outlook on the future.

JUNE 13TH
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The School of Business, Media, and Politics (SBMP) is an academy that teaches inter-
national communication management with the goal of raising standards of PR pro-
fessionals across the field of communications on a global scale. The school is located 
in Brussels, European home to some of the most important decision-makers on the 
continent.

With the ideas of globalisation, and its consequential information overload in mind, 
the SBMP compiled a new model of advanced training, facing today’s challenges of 
communication. The SBMP uses both a broad and integrated approach to the aspect 
of global communications, approaching the subject from a pan-European perspective 
and also looking at how the internal structure and culture of an organisation affects 
the efficacy of its communication with the wider world.

Across our range of conferences and courses, we look at the broad spectrum of inter-
national PR, from the most established practices to the most original. The program is 
designed for high-level professionals with an internationally focused communications 
experience in a corporation, institution, federation or agency who need to represent 
themselves or their organisation in public. It raises the standards of its professional 
graduates and enhances their success in the world of international communication 
management.

www.sbmp.eu

ABOUT SBMP
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