CSR 2.0
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With rise of unprecedented stakeholder pressure leveraged by new web technologies, a new
approach to Corporate Social Responsibility (CSR) is called for. Especially consumers are
now well informed and aware, used to being heard, form online communities almost instanta-
neously, and have an audience of millions on the web. Does that sound scary or exciting to
you? It depends on whether you fight it or ride it. CSR 2.0 is a new opportunity to join forces

with the new empowered stakeholders.

CSR at the tipping point

After years of resignation, mockery, and
stagnation several indicators points to a
tipping point for the societal and environ-
mental engagement of companies which
we shall refer to as ‘CSR’ throughout the
paper. Most sceptical voices criticising
CSR for being mere lip service are silenc-
ing. The ‘responsibility’ of CSR is trans-
forming into ‘opportunities’ of CSO' as
evident convergence between economical
performance and strategic CSR implemen-
tation is emerging. A culture for more em-
bracing business leadership is growing
among young entrepreneurs. ‘Awareness’
and especially ‘green’ has become trendy
with young hipsters replacing baby boom-
ers as the primary target for sustainable
companies witnessed by the number of
glossy magazines with ‘green’ cover is-
sues the last 6 months. Transparency is
increasingly the formula of winners in a
market based on affect and sympathy.’
High profile corporate scandals and envi-
ronmental issues linked to production and
consummation have left the socio-
economic responsibility of companies be-
yond questioning. At the same time, the
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conviction that sustainable business holds
the key to solutions is also growing. Inves-
tors turning to companies proven to be on
top of CSR pressure have taken Social Re-
sponsible Investment from ideology to a
profitable investment strategy in few
years. And we could go on. CSR is back —
and stronger than ever.

New social infrastructure: WWW

A lot of different economical, social, and
business related factors helped this come-
back. However, one factor stands out as
both cause and medium for the second
coming of CSR about to take off: the reju-
venation of Internet technologies and so-
cial dynamics called ‘Web 2.0°.> Actually
the web has become a social dynamo of
such importance that CSR officers might
as well start sharpen their web skills. Let’s
take a look at some of the most important
Web 2.0 features in relation to CSR.

Web 2.0

Although ‘Web 2.0’ might sound a bit
technical it actually denotes broader social
dynamics facilitated by the Internet.
Coined by technology Guru Tim O’Reilly
in 2004* to capture new empowered forms
of online collaboration and sharing, Web
2.0 has come to denote more fundamental
trends. The term Web 2.0 refers to the
enumeration used to signify significant
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changes in a software upgrade applied to
the web as such. The expression instanta-
neously hit a chord as many believe Web
2.0 is the first realization of the Internet;
mass-collaboration, collective intelligence,
knowledge sharing, global democracy, and
inclusions of niches and edges was always
the intention of the WWW so the argu-
ments goes. The rhetoric surrounding Web
2.0 sometimes gets a little revolutionary,
but even criticisers admit that new social
and economic phenomena are emerging
due to very powerful ways of sharing, car-
ing and co-creating.

It’s all about co-creation

A salient feature of the new web is how
content is created and shared. New power-
ful ways of producing and re-producing
content have consequences for innovation
and production such as massively distrib-
uted development of products - from com-
puter games to Hollywood movies - to
new demands for the transparency and
‘humanisation’ of marketing. This last
trend most famously expressed in the 1999
book The Cluetrain Manifesto.” The mani-
festo argued how one-way marketing had
been replaced by two-way conversations
and strategic branding undermined by real
PEOPLE talking and acting as HUMAN
BEINGS. People are no longer merely
‘consumers’, ‘end users’, or ‘spectators’;
they are the beginning, middle and end of
many commercial and cultural processes.

Actually, the Cluetrain manifesto was a
couple of years ahead of its time. But its
‘theses’ was quite accurate. Since 1999 we
have seen an explosion of blogs, online
social communities, wikis and other user
engaging media mediating the voices of
amateurs. Business leaders and employee
write diary like lightly edited notes online
as ‘corporate blogging’. ‘Social software’
aimed to bring together people with inter-
secting interests through personal profiles
with their interest, music and friends have
gathered millions and millions of users
and turned out as prime commodities for
marketers and media conglomerates. Un-
thinkable experiments such as making
readers write their own encyclopaedias as
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so-called ‘wikis’ with democratic editing
have turned out surprisingly successful.
The Wikipedia® is today preferred ency-
clopaedic reference for a whole genera-
tion. Other civic wikis like Washington-
Watch’ covers the relevance and conse-
quence of bills in congress for individual
citizens. Howtopedia® share best practice
on sustainable lifestyle and Wikileak’ pro-
vides an accessible platform for dissidents
and whistleblowers to undermine oppres-
sive regimes with documents on the
wrongdoing. Business wise, the wiki for-
mat is being deployed in companies like
Nokia, VW and Pepsi for dynamic and
engaging knowledge sharing.

When Microsoft hired a well known IT
blogger to blog uncensored on their prod-
ucts and created a TV show dedicated to
unveil the inner workings of the corporate
giant, the former ‘dark empire’ suddenly
rose remarkably in public perception. Not
because Microsoft turned out to be very
different than other companies. Quite the
opposite, Microsoft cleverly removed parts
of the curtain to reveal that Microsoft
populated by humans during their jobs
without malicious intentions or agendas.
Microsoft simply softened the membrane
for humanity to shine out to allow user
affiliation to flow in.

Stakeholder dynamics has changed
Wikipedia defines CSR like this:

A concept that states that organizations
have a duty of care to all of their
stakeholders in all aspects of their
operations. CSR goes beyond charity and
legislation compliance by requiring that a
responsible company take into full account
its impact on all stakeholders and on the
environment when making decisions. This
requires the company to balance the needs
of all stakeholders, including
shareholders."’
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Although balancing the need of all
stakeholders has been part of CSR efforts
all along, the dynamics has changed
radically. Apart from really strong and
organized stakeholder groups powerfull
enough to raise awareness through
campaigns, companies had to ask for
stakeholder input through surveys to
aquire knowledge on sentiments, needs,
and wishes. This procedure was heavily
biased against heterogeneous stakeholder
groups, like citizens and consumers, with
highly varrying needs, background,
geopgraphical ~ context etc.  Hence,
consumers and citizens have historically
had little power towards companies except
‘political consumption’ that did not
provide with companies clear directives.
The combination encreasing critical
awareness and  decreasing  political
regulation of markets this lack of influence
led to a widespread feeling of frustration
and resignation. Consumers could only put
their faith in the press or join an NGO with
a related focus. This left the business-
public relation at hit rock buttom during
the nineties with Nike’s sweatshops and
Shell’s Brent Spar and culminted around
the new millenium with high profile
corruption cases of Worldcom, Enron and
Arthur Anderson.

The new power elite

Web 2.0 has turned the power relation be-
tween companies and consumers upside
down."'

For the first time the consumer is boss,
which is fascinatingly frightening, scary,
and terrifying, because everything we used
to do, everything we used to know, will no
longer work, Kevin Roberts, chief execu-
tive of Saatchi & Saatchi.

Consumers are not only technologically
empowered by the Internet, they are also
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socially and psychologically empowered
and ethically aware. New online media are
so efficient at structuring dialogue, con-
necting edges, and handling different opin-
ions, that consumers no longer depend on
homogeneity or numbers to gain leverage.
They merely need flair for the workings of
the new media and the proper engagement.
A single vocal blogger with a big silent
readership can be a serious problem to a
company if he hits a cord with his reader-
ship about his own experience with an un-
ethical or social irresponsible act by the
company.

Like a bootstrapping, the new infrastruc-
tural power has bestowed a different self-
perception on consumers and private in-
vestors. They know their choices are part
of the overall equation. They cry ‘foul’,
‘hail’ or ‘be aware’ in blogs and forums
and if more people agree, the Internet is a
very powerful platform for grouping. Peti-
tions are formed in minutes, failing social
and ethical are filmed and shared on video
channels with millions of users.

Even Apple, one of the most adored and
hailed brands currently, swiftly posted a
position for Global CSR manager when
the blogosphere started rumbling with sto-
ries about Chinese labour. Today a green
apple is featured prominently on their
webpage.'? Even Greenpeace made a cam-
paign about ‘greening the apple’. Not that
Apple’s products was manufactured dif-
ferently than other computer makes, Ap-
ple’s own perfectionist branding just came
back to bite them on CSR issues.

Due to this and numerous similar inci-
dents, Forbes magazine have since 2005
included hate-blogs and similar forms of
expression of consumer discontent as sig-
nificant parameters in the public percep-
tion and stock prices of global brands.

Not optional! But an opportunity

All this might portray the web as an un-
tamed jungle with laws almost lost to the
apparent complexity of tribal warfare or
upright anarchy. Faced with such dynam-
ics of sentiment, companies seem forced to
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abide by the old stoic wisdom: You can
either follow your fate voluntarily by the
hand or get dragged behind.

True, parts of the power shift facilitated by
the web are frightening for some compa-
nies. Especially those fighting entire on-
line communities, websites or YouTube
campaigns dedicated to document and dis-
cuss every little misstep they make."> But
instead of fighting, such companies should
rather listen to identify the discontent and
turn all this attention into dialogue. You
cannot beat the web population through
marketing. Those days are over. And even

Even if the days of CSR as ‘nice to have’
is gone and replaced by a sharper line be-
tween those knowing how to navigate
stakeholder pressure and those who fail
there is plenty of room for pro-active lead-
ership. It is not all ‘push’ of demands.
There are many motivational ‘pulls’ and
reasons to embrace an invigorated ap-
proach to CSR. Especially when integrated
with business strategy, CSR will have im-
pact on competitiveness.

More and more companies have realized
the innovative potentials of tapping into
lead-user knowledge and opinions.

The new breed of naked executives also
discover that once people are interested in
you, they're interested in helping you out -
by offering ideas, critiques, and extra
brain cycles. Customers become working
partners. Clive Johnson'*

Likewise actively engaging stakeholders
on CSR issues to identify better ways of
reducing waste, identifying unmet needs
and changed consumer preferences is
likely to be accepted. But it must be done
fair and sincere far away from old-
fashioned one-way marketing. Many
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stakeholders have a very real interest in a
company’s operations; stakeholders in-
habit the very same threatened globe and
would rather have their consummation part
of the solution than part of the problem.
Besides, stakeholders might have special
knowledge on specific issues from chemis-
try to local demographics in southern
American mountain villages. Or the next
visitor to the company website might sim-
ply have witnessed breaches to the com-
pany codes on a factory during travels in
India and help conduct supply chain man-
agement by letting the company know.

The ‘war on talent’ has not ceased - quite
the contrary. A study performed by the
Aspen Institute shows that 75% of candi-
dates avoid employers without clear ethi-
cal profile."” Other studies point to the cru-
cial importance of affinity for retaining
skilled employees.

On the productive side, McKinsey esti-
mates up to 10% productivity improve-
ment in organizations managing invari-
ability in perception of corporate values
and goals'®.

CSR 2.0

Now we can start seeing the contours of
CSR 2.0 as the convergence of the two
trends presented. On the one hand the
comeback of CSR due to shifts in the pub-
lic mindset and convincing business cases.
On the other hand unprecedented levels of
public involvement and co-creation in on-
line innovation processes as captured by
the term Web 2.0. Combining these you
get ‘CSR 2.0°.

But what is so qualitatively different by
CSR 2.0 from traditional CSR? Let us try
to pin down the 10 changes to the CSR
landscape that we believe will accelerate
over the coming years.

1. Inclusiveness — involving stakeholders
directly from beginning to end

'S Deriving Value from Corporate Values, The
Aspen Institute (2005)
' McKinsey Quarterly, no. 2, 2006



CSR 2.0 1is all about turning
stakeholders into partners through the
co-creative means of web 2.0. It is no
longer advisable let alone smart to try
to uphold a thick membrane around
companies and only reach out in care-
fully planned CSR projects designed
for PR. Stakeholders will increasingly
‘move in’ and the smart company
turns the new intimacy into coopera-
tion. Cherish the fact that your
stakeholders care for you and em-
power them with a say whenever they
have something to contribute. You’ll
be surprised to see how willingly
they’ll help you. And stakeholder
goodwill translates into:

* Evangelists: distributed ‘sales
force’, loyal commentators in the
blogsphere

* Early warning: Supply chain
breaches, products used to harm,
changing markets

* Stakeholder-led innovation: ‘Ex-
pert’ solutions to concrete chal-
lenges, new needs

e Talent attraction and retention:
better positioning and stronger af-
filiation

Cut the middlemen — the diminished
role of NGO’s and CSR consultants

Because Web 2.0 facilitates and struc-
tures the direct engagement between
companies and stakeholders, raising
issues, discussing priorities, solving,
and implementing CSR initiatives will
naturally involve stakeholders directly
and dynamically. Consequently, the
role of formal stakeholder representa-
tives like NGO’s and external consult-
ants will change. NGO’s are loosing
ground as by being bad at harnessing
the public sentiment on the web. The
blogsphere notoriously distrust ‘insti-
tutionalized voices’ and NGO’s has
been bad at learning the new personal
way of communicating on the web.
Moreover, consultancies and large
stakeholder groups will pose an un-
necessary ‘lag’ to burning matters and
be too general for concrete solutions.
Just like journalists and mainstream
media are being supplemented by

many-to-many  information flows
through blogs, wiki’s and file media
sharing media, formal middlemen and
third parties will be left to deal with
top-level strategy and campaigning
partnerships. According to a recent
survey by Edelman, 70% of CSR in-
fluencers in the blogsphere are indi-
viduals, not institutions."”

Innovation — winners turn market
pressure into stakeholder led innova-
tion

Individual customers and investors
empowered by unprecedented levels
of information, channels to influence
and a new confidence claiming to be
heard might be your biggest threat.
Bringing them onboard is your biggest
opportunity. Web-technologies make
it possible to engage directly with
people themselves and attribute them
due credit for helping out. Chances are
they have special knowledge, geo-
graphical presence where your part-
ners or suppliers operate, or simply
like the attention given to stakeholders
adding wvalue to CSR efforts.
Stakeholders putting you under pres-
sure means stakeholders interested in
your company. Given a sincere invita-
tion and community (peer) credit, such
stakeholder pressure can be turned
into  market intelligence  and
stakeholder led innovation

Sincerity — be real

Be who you are in everything you do
and make sure to align actions with
values. Base your strategies on your
actual values, neither those of your
sector nor those of your most vocal
stakeholders. If you don’t, you’ll be
caught being inconsistent by someone
somewhere at some point and broad-
casted globally. The same goes for
everyone else having a stake in your
brand. This provides you with a 24/7
stakeholder watch of violations by

' Edelman and First&42°nd: Corporate Social
Responsibility and Sustainability in the Blog-
sphere, (March 2007)



your suppliers, replacing the ineffec-
tive annual control visits to their sites.

Co-ownership — a truly embedded
value-based culture happens through
involvement

Your employees’ actions ARE the
company values - no matter what the
corporate values might be. Living your
values is crucial in a connected age, so
embedding a value-based performance
culture is essential. New web-tools
makes it easier and significantly
cheaper to involve all employees in
developing the values, sharing per-
spectives, and turning values into con-
crete actions for each individual.
Keywords for embedment within CSR
2.0 are co-creation and co-ownership.

Dynamics — standards being replaced
by 24/7 engagement

Cumbersome and politically driven
standards, code-of-conducts, and char-
ters, are off beat to the pace of today.
As people are becoming more and
more aware and empowered, they
want to be engaged and make a differ-
ence  themselves. Organizations
merely showing the world that they
are doing their share by living up to a
set of standards, does not engage or
make individuals feel that they are
heard, that they can participate, and
that they make a difference. Compa-
nies need to be pro-active and estab-
lish structured many-to-many dia-
logues to obtain intelligence on press-
ing matters relating to their specific
business, early warning about emerg-
ing issues and continuous dialogue
with stakeholders.

Quality - CSR as immersive business
strategy

As part of the changing view on CSR,
from defensive risk management to
strategic business innovation, CSR
will also transform from an add-on to
a fundamental strategy guiding all
parts of business. Ethical values are
immanent in agents and present in all

actions. FEthics is the inter-human
qualities that governs our empathy and
affiliation to another agent (whether
human being or an organisation).
Hence, ecthics is not something you
demonstrate in a single or even a
string of CSR projects, but is present
in everything you do as a company —
something you live and breath. Com-
panies that learn to manage and embed
ethical quality processes in operations
will gain market shares through
greater alignment, robustness in a fluc-
tuating world and greater loyalty.

Trust your values - Move first, move
alone

As empathy and affiliation are the new
competitive parameters for e.g. client
loyalty and attraction and retention of
employees, complying with a standard
and signing-up for universal values do
not cut it. Who are you? What are
your own ethics? That is what matters
to people today. And stakeholders are
much more tolerant to actions per-
formed according to a belief than con-
duct formed by haphazardness or neg-
ligence. Lastly, the effect of being first
mover on issues is not only a strong
positioning tool. It is also quite hard
for your competitors if you set the bar
higher as voluntary and planned orga-
nizational change is much more easy
and likely to succeed than a forced
one.

Pluralism — number and nature of
CSR projects will increase dramati-
cally

With the possibility of anyone com-
municating with anyone and being or-
ganised in a split second, the general
ethical issues determined, NGO’s, and
authorities, will be replaced by a plu-
rality of issues. Together with the
global reach of small initiatives, it be-
comes more ethical to be creative and
find personal ways to make the great-
est impact, given your resources. Go-
ing from doing the ‘right’ causes to
doing it your way. And it’s much bet-
ter positioning!



10. Proximity - local impact is global

With the rise of reputation technolo-
gies and the global reach of the Inter-
net, what is locally considered unethi-
cal behaviour can hurt the brand glob-
ally. In fact, most issues start locally
and then scale. Lot’s of cases demon-
strate that. If a coffee bar brand ma-
nipulates or indirectly bribe local
authorities to take over the premises of
a former shirt shop, even though the
local urban plan does not permit more
cafés, what can the local residents do?
They can petition it by collecting sig-
natures from as many residents as pos-
sible and hand it to the local authori-
ties. Besides being a cumbersome data
gathering exercise, it will probably
also be in vain. Alternatively, they can
put their case in the hands of newspa-
pers and hope that the story has gen-
eral interest. Today, an organiser can
establish the profile of the particular
brand a reputation web services, and
make it available not only for his local
residents but for a global audience.
Where the social irresponsible act of a
company emerges has become impos-
sible to predict, no matter how many
standards, charters, and code-of-
conducts the company has signed up
to. Proximity to what matters locally
has become an art to learn and being
in touch with communities can be cru-
cial.

Get started with CSR 2.0: tools to know

The most important tools to know in order
to embark on a CSR 2.0 strategy belong to
the realm of social media and participatory
software. Generally it is online software
that allow for users to actively create and
shape the content of the medium. Rule of
thumb is that users must be empowered by
the medium and credited for contributions
to become engaged. Interaction should be
sincere and transparent to evoke interest
and not to backfire. Social media might
very well have a centre (the company, a
concrete issue or a product), but formal
hierarchies kill the dynamics. Besides, so-
cial media takes patience and openness.

Social media are often fruitful like a rain
forest - not instrumental like a plantation.
Companies need to gear relevant parts of
the organization to operate with greater
unpredictability and vulnerability to make
stakeholders believe the relationship to be
truly two-way. And company representa-
tives must involve themselves personally
with the resources it takes. Social tools are
only marginally value creating if con-
ceived as a sandbox for the ‘children’ to
take care of themselves. Real value can
only be created through engagement —
both ways. Settle on a level of openness
and style natural your company culture,
but remember that transparency and open-
ness is most often credited with greater
engagement and goodwill. Structuring
means picking ways to engage with your
stakeholders that makes the engagement
productive. Allowing people to engage in
company conduct doesn’t mean chaos. If
you invite them to feedback on your con-
duct, motivate feedback to be action ori-
ented towards improvements rather than
mere expressions of discontent and design
ways to measure the feedback provides for
quite operational input for management.
Credit the stakeholders creating most
value through their ideas and encourage-
ment, either personally or through social
reputation mechanisms allowing for quan-
titative and/or qualitative documentation
of their contributions. Let fellow
stakeholders judge those only complaining
with no constructive aim through social
filtering mechanisms such as entry ratings
and flagging of inappropriate content. All
these parameters mean that healthy com-
munities are quite hard to obtain but they
are very socially self-managing when
established.

Blogs — get comments from stakeholders
to your thinking

Blogs is the best known social corporate
media and has been used for years by pro-
gressive companies to engage in continued
dialogue. A blog is a simple platform to
post lightly edited and typically personal
opinions and perspectives. Corporate blogs
are normally written by one or more em-
ployees and allow for readers to comment
directly under entries. Blogs are good at
conveying a humane impression of the



organization to allow for greater affilia-
tion, as proper blogging is always per-
sonal. In a CSR perspective interesting
variants of corporate blogging is to blog
about concrete challenges in your CSR
strategy or to let certain stakeholders write
about their perspective on and input to
CSR initiatives. Blogs are easy to set up,
but their CSR wvalue relatively vague.
However McDonalds quite ambitious CSR
blogs is a inspirational example of this."®

Wikis — co-create knowledge with your
stakeholders

Wikis is a platform allowing anybody in-
volved to create article-like entries and
edit all entries. All editing is tracked for
better versioning and identification of
authors. Corporate Wikis are mostly for
internal use or in fairly demarcated groups
and deployed by a wide variety of organi-
zations today, from Motorola to FBI. And
consultancies servicing the establishment
of wikis are growing in numbers.'’ Wikis
are great for sharing knowledge and good
for sharing e.g. knowledge on how to deal
with concrete CSR challenges or to share
best practice among colleagues operating
in cultures with child labour, bribery or
extreme social inequality. Being more
about information than social interaction
than other media, wikis gain most of their
value from the quality of the information
shared and less from the affiliation result-
ing from interacting with stakeholders. But
faced with very concrete CSR challenges
across a distributed workforce already
aligned on the ultimate goals, wikis repre-
sent a very powerful tool.

Reputation management —  allow
stakeholders to share their perception of
your company

Basically the entire web is spun as a repu-
tation system. In a wired world, search-
engines like Google are the most impor-
tant regulators of reputation by powerfully

'® http://csr.blogs.mcdonalds.com/ For a
overview of CSR and blogs see Edelman
and First&42’nd: Corporate Social Responsi-
bility and Sustainability in the Blogsphere,
(March 2007)

' Social Text is a prominent example
http://socialtext.com/

punishing or rewarding conduct by the
way future searches on your company,
products or employees turn up. But more
specifically ‘reputation management’ is a
term for a range of new services aimed at
measuring and managing the public per-
ception of companies or public figures.
Used by investors to probe the intangible
assets of companies as forecast of finan-
cial performance,”’to test the public per-
ception of politicians in between elec-
tions,”' or simply by individuals and small
companies to verify their commercial cre-
dentials.** This notion of reputation man-
agement doesn’t include services designed
merely to provide companies with intelli-
gence on the public sentiment in order to
response strategically or communities of
stakeholders just criticising companies for
perceived insufficiencies (the first is dan-
gerous and prone to backfire and the other
just unconstructive). CSR 2.0 reputation
management means taking feedback
openly and engage with stakeholders in
improving the perception. Such reputation
management tools are simple ways to
measure, and display stakeholder percep-
tion in real time as focus for broader dia-
logue. A kind of dynamic certification
tool, from your reliability or trustworthi-
ness in commercial relations (eBay seller
rating) to general company perception
measurement. Customers, partners or other
stakeholders rate you and the dynamic re-
sult is shown publicly or to relevant busi-
ness partners. Such transparent publicity is
off course a vulnerable situation as some
stakeholders might be discontent or even
malicious. However, experiences from e.g.
eBay have showed that people are gener-
ally fair and positive when given the
power of public feedback. Most existing
tools are designed for individuals or SMEs
but new enterprise solutions have surfaced
as vg}ell like the suite of tools from Ac-
tics.

20 hitp://www.fastcompany.com/investing/
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Online communities - integrate and en-
gage you stakeholders around you

More and more companies are going
community. Mostly companies like
Lego,”* Unilever,” and campaigning poli-
ticians like Barack Obama®® and Ségoléne
Royal’’ are using communities to tap
knowledge, creativity and affiliation for
direct use in innovation and marketing.
Other new communities are less directly
tied to the operation of an agent. Canadian
credit union Vancity have simply created
the social community ChangeEverything
to provide a platform for people wishing to
make positive change.® With the bloom-
ing of communities, consultancies special-
ising in helping companies create online
communities have emerged.”’ A brand
community is by far the most difficult but
also potentially most rewarding social me-
dium that often implements one or more of
the other forms mentioned. Creating
communities mean providing a platform
for your stakeholders to discuss, share,
learn, meet like-minded and - perhaps -
help the company. All due to shared inter-
ests, values, objectives and the possibility
to earn social reputation for contributing.
Growing a vibrant community depends on
real value for the members, careful design,
patience, tolerance and some luck. Re-
wards include an army of evangelists,
early warning, mitigating misunderstood
criticism, supply chain management with
numerous scouts, product and business
model innovation and other things you
never expected. Communities take dedica-
tion, patience and sincerity. Consultants
can help you design and ignite the com-
munity, but making it grow depends on
true engagement from the company.

Crowdsourcing - turn your
stakeholders into CSR innovators

Crowdsourcing is a new form for commu-
nity and a quite potent ‘long-tail’ tool to
take your innovation to the proper people
all over the web. Crowdsourcing means

24 hitp://www.lugnet.com/
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outsourcing any innovation challenge to
the millions on the web that together make
up an enormous bank of knowledge and
skills. Concretely, crowdsourcing consists
of three elements. 1. Ideas for things or
services to be invented. 2. Filtering of
ideas. 3. Development, typically collec-
tively, of the solution. Some services al-
low companies to post concrete problems
to be solved by anybody with an access to
a computer’’. Others make the community
submit ideas for improvement and collabo-
rate to come up with solutions.”" All
though so far mainly deployed to supple-
ment inhouse R&D with global knowledge
connected by the internet,’ or as market-
ing community like Dell’s Ideastorm
there’s no reason not to deploy it to solve
concrete CSR challenges such as achiev-
ing sustainable production, reaching the
proper stakeholder through design or come
up with high impact initiatives. This is
exactly what IBM has done by broadening
their ‘Innovation Jam’ to include ‘“new
ways of transforming business and soci-
ety”.** If provided proper social or mone-
tary credit for contributions and ways to
profile themselves to fellow members,
crowdsourcing make up for a powerful
and enriching way to engage a community.

Perspectives — CSR in 10 years

In 10 years, we believe that CSR 2.0 is
fully integrated into business and the term
‘CSR’ left to history and replaced by its
more proactive child ‘Corporate Social
Opportunity’ (CSO). Most brands not de-
livering both quality AND design AND
ethics will loose out. They cannot compete
on the market, their brand value is low and
investments next to none existing, and
they have a hard time recruiting and re-
taining staff. They are - in short - facing a
very tough uphill battle. It is not a far shot
to claim that in a world facing global
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warming, armed cultural frontiers, and
huge developing nations entering the con-
sumption race, ‘meaning’, ‘matter’ or
‘purpose’ are probably the most critical
aspects of any product or services tomor-
row. CSR 2.0 will become the historic
term for how innovation on these parame-
ters originated as co-creation together with
stakeholders.

More resources:

The Social Software for Social Change
Wiki:
http://www.levjoy.com/essaywiki/index.ph
p/Main_Page

Web 2.0 and the New Corporate Watch-
dogging:
http://www.worldchanging.com/archives//
004025.html




