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Randstad research shows workers strongly
prefer companies that support good

causes.

Every worker wants an employer to be
strong and healthy but what about being a
good corporate citizen as well? As it turns
out, an overwhelming majority of working adults prefer their employer to have a
strong corporate social responsibility policy and a workforce whose diversity

reflects its markets, according to a recent Randstad study.

It's no secret that employees prefer organizations that support a diverse number
of social causes. After all, we all want to belong to groups doing good for our
communities and society at large. As it turns out, nearly 80% of working-age
adults around the world say they only want to work for a company with a strong
corporate social responsibility program, according to the Randstad Q3
Workmonitor Report. Conducted in 34 countries through interviews with more
than 13,000 working adults, the report gauges attitudes and behaviors of

workers in major industrial markets.

IS THE PERCENTAGE THAT
MEANINGFUL BRANDS
OUTPERFORM THE
STOCKMARKET (Havas)

OF CEO'S SEE
SUSTAINABILITY AS
CRUCIAL TO BUSINESS
SUCCESS (AccENTURE)

84%

OF MARKETERS BELIEVE
PURPOSE WILL BE
INCREASINGLY
IMPORTANT TO BUILDING
BRANDS THAT WORK IN
THE NEW ECONOMY.
(WFA BRAND PURPOSE, 2013}

OF CONSUMERS WOULD
RECOMMEND A ERAND
THAT SUPPORTS A GOOD
CAUSE OVER OMNE THAT
DOESN'T: A 39% INCREASE
SINCE 2008 (epeLman coop
PURPOSE STUDY)

OF CONSUMERS PREFER
BRANDS THAT GIVE BACK
TO SOCIETY uiesen)

OF CONSUMERS WANTS
TO BUY GREEN
PRODUCTS; GREEN
CONSUMERS SHOP MORE
FREQUENTLY AND
PURCHASE MORE, AND
BECOME MORE LOYALTO
GREEN PRODUCTS peLonTe
& GMA)

68%

OF THE BUSINESS-
LEADERS ARE FOCUSING
ON CSR ACTIVITIES TO
CREATE NEW REVENUE
STREAMS gem iNsTITUTE FOR
BUSINESS VALLE)

THE LEADERS IN
SUSTAINABLE, SOCIAL
AND GOOD GOVERNANCE
POLICIES HAVE 25%
HIGHER STOCK VALUE
THAN THEIR LESS
SUSTAINABLE
COMPETITORS (soLoman
SACHE)




SOCIETAL NEEDS EXTEND BEYOND
TRADITIONAL DEFINITIONS OF
CORPORATE RESPONSIBILITY
AND SUSTAINABILITY

TOP FOUR BRAND BEHAVIORS THAT CORRELATE
TO CONSUMERS’ SOCIETAL NEEDS

Takes a stand on the
issues | care about most

Uses its resources to drive
change in the world

Invites people to be a part
of the development and
refinement process for
products or services

Lets people know the
company's mission and
vision for the future



“Millennials want to work for
organizations that focus on purpose -

not just on profit” '
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Nieuwe Economie
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An Enlightened Approach
to the Dismal Science
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Desire for Impact, Personal Growth
ommunity Is Changing the World

ECONOMY
FOR THE COMMON GOOD

An economic model for the future

HUMAN DIGNITY
STAKEHOLDER

A:
SUPPLIERS

B:

OWNERS, EQUITY-
AND FINANCIAL
SERVICE PROVIDERS

G:
EMPLOYEES

D:
CUSTOMERS AND
BUSINESS PARTNERS

E
SOCIAL
ENVIRONMENT

A1 Human dignity in
the supply chain

B1 Ethical position in
relation to financial
resources

C1 Human dignity in the
workplace and working
environment

D1 Ethical customer
relations

E1 Purpose of products
and services and their
effects on society

I

SOLIDARITY AND

SOCIAL JUSTICE

A2 Solidarity and social
justice in the supply
chain

B2 Social position in
relation to financial
resources

C2 Self-determined
working arrangements

D2 Cooperation and
solidarity with other
companies

E2 Contribution to the
community

ENVIRONMENTAL
SUSTAINABILITY

A3 Environmental
sustainability in the
supply chain

B3 Use of funds in
relation to the
environment

C3 Environmentally
friendly behaviour of
staff

D3 Impact on the envi-
ronment of the use and
disposal of products
and services

E3 Reduction of
environmental impact

TRANSPARENCY AND
CO-DETERMINATION

A4 Transparency and
co-determination in the
supply chain

B4 Ownership and
co-determination

C4 Co-determination
and transparency within
the organisation

D4 Customer
participation and
product transparency

E4 Social
co-determination and
transparency
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Drijfveren en dilemma's van o mers
in de beteken
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Nieuwe Waarde

Figure 6: What is TIMM?
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A tool to connect corporate
and societal value creation
© 2013, PricewaterhouseCoopers LLP. Al rights reserved.

Source: PWC

y BENEFIT —— profIT X  PROGRESS

Companies today are increasingly expected to make a net positive contribution to society.
Simply making a profit is no longer enough.

S benrefit corporation e wmmss:
& & ’?’-’@ 2

TLOUTL: 1. has g corparate purpoge to create 8 mata. ..
RETURN OF RETURN OF RETURN OF positive impact on society and the environment,
SOCIAL CAPITAL NATURAL CAPITAL FINANCIAL CAPITAL 2 redafinas ﬁ'j'Ll.C-"iE.-T'}? 'j'l'lt-}" to T‘El'l'l.'l'i'l."E' pomsidaration of
Giving people hope and Bringing back jobs, business Restoring biodiversity, Realizing long-term
a sense of purpose activity, education and security 50il ond water qualify sustainable profit

non-financial interests when making decisions.
3. reparts on its overall social and envircnmental
perfermance using recognized third perty standards.

To prosper over time, every company

must nat anly deliver financial performance,
but also show how it makes a positive
contribution to society.

LAURENCE D. FINK

Chairman & Chief Executive Officer
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