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Economic, Social and Cultural

Drivers for CSR

� A strong but unreliable state: people 

expect it to provide protection from the 

forces of globalization but criticize it for forces of globalization but criticize it for 

low performance – lowest levels of trust.

� Corruption and scandals: Legitimization 

crisis for corporations



Economic, Social and Cultural

Drivers for CSR

� 90% of Greek firms are SME. So, they don’t have the resources to 
follow the CSR wave. Multinational companies have the lead. A 
weak civil society

� Consumers are questioning the corporate moral high ground. 
Corporate motives are under speculation. CSR claims are more of Corporate motives are under speculation. CSR claims are more of 
a PR polish to fading corporate reputations than a real corporate 
culture and strategy shift. 

� Low social capital of trust and cooperation.

� A more liberal pro-market economy: Social anger and anxiety.

� The erosion of affluent middle classes? Or new opportunities and 
risks for all the social clusters and organizations?



Economic, Social and Cultural

Drivers for CSR

� More important values in Greece according 
to European Social Survey 2004:to European Social Survey 2004:
Family, friends, leisure time, work,
religion, respect the law (though, breaking 
or “going round” the law is a widespread 
practice)

� Proliferation of Corporate citizenship 
initiatives in the  CSR forming years 2001-
2006



Debates over CSR

� Has the CSR the potential to bring about 
social and cultural change?

� CSR as a process of legitimization of � CSR as a process of legitimization of 
companies: a license to operate as agents of 
economic and public value in society or 
another corporate fad?

� Do Greek consumers have the potential to 
become catalysts of corporate  change? Can 
they adopt sustainable lifestyles?



CSR Surveys in Greece 2003-2006

Institute of Communication, Panteion University 

& GlobeScan

Research Topics:

●Expectations and Views of Companies:

To what extend should companies should be To what extend should companies should be 
held responsible for the environment and 
climate change, for helping solve social 
problems like poverty, crime, lack of 
education, reducing Human Rights abuses, 
support charities and communities, listening 
and responding to public concerns?



CSR Surveys in Greece, 2001, 2003-2006

Institute of Communication, Panteion University 

& GlobeScan

Research Topics:

Ethical Consumerism:

●Consumer Impact on how responsibly a 
company behavescompany behaves

●Rewarding/Punishing companies for their 
responsible/irresponsible conduct 
respectively, in terms of word of mouth and 
buying behavior.

●Environmental concerns and personal stance



2001, 2003-2006 CSR Surveys

Methodology

►2001 Opinion Leader Survey: 60 face to face 
interviews+ 6  consumer focus groups+ Soft 
System Methodology applied to Coca-Cola System Methodology applied to Coca-Cola 
and Philip Morris on CSR decision making 
procedures.

� 2003 & 2005: 2500 face-to-face interviews 

� 2006: 1000 telephone interviews

� National coverage



2001 First Greek Survey on CSR: Concluding 

Remarks

� Responsibilities were primarily requested towards 
the State. 

� But its role as the exclusive social regulator is not 
recognized: State should seek cooperation with 
other social parties and private sector.
recognized: State should seek cooperation with 
other social parties and private sector.

� Companies are part of the problem not of a 
sustainable solution to global or local pressing 
problems

� Citizens were suspicious about the new buzz word CSR 
and cynical about corporate motives. “Just another 
reputation and marketing trick”. 



CSR Surveys 2003-2006: Consumers as a

Driving Force for CSR

� 2003: A slight minority of citizens (3%) 
take an active stance. Hard to name a take an active stance. Hard to name a 
specific responsible company. They punish 
irresponsible corporate behavior: they don’t 
buy their brands and speak unfavorably 
about them to their peers. Actually, the 
responsible consumer is just making her 
first steps in the Greek public sphere.



Consumers as a

Driving Force for CSR

� 2005: A significant rise of consumers willingness to 
punish irresponsible corporate behavior but still,  
reluctant to reward  ethical corporate conduct.

� Their expectations of companies are focused on 
operational responsibilities in first place: product 
safety and quality, labor practices, environmental 
policy, supply chain responsibility (62%)

� Citizenship responsibilities follow: Charities and 
community projects (38%)



Consumers as a

Driving Force for CSR

� 2006: Consumers are abandoning the cynical approach regarding 
their role as consumers and are becoming more political. Rising self-
confidence: They believe they have the power to make an impact on 
corporate behavior. They punish and reward companies on ethical corporate behavior. They punish and reward companies on ethical 
terms.

Company expectations:

� Emphasis on labor practices (81%): +40% since 2003

� Products don’t harm the environment(85%)

� Responsible product production(84%)

� High quality- Low prices

� Active in climate change (72%)

� Philanthropy (70%)



Ν=1000

Punishing Irresponsible Corporate Behaviour

14

50,9
 ΠΡΑΓΜΑΤΙ ΤΟ ΕΚΑΝΑ ΤΟΝ

ΠΕΡΑΣΜΕΝΟ ΧΡΟΝΟ

 ΤΟ ΕΧΩ ΣΚΕΦΘΕΙ ΑΛΛΑ

ΤΕΛΙΚΑ ∆ΕΝ ΤΟ ΕΚΑΝΑ

Μέτρηση 2006

«Speaking Unfavorably to others-Avoiding buying their porducts”

64,9% 

+

0,6

34,5

0 20 40 60 80 100

ΤΕΛΙΚΑ ∆ΕΝ ΤΟ ΕΚΑΝΑ

 ∆ΕΝ ΕΧΩ ΣΚΕΦΘΕΙ ΝΑ ΤΟ

ΚΑΝΩ

∆Γ/∆Α 

34,5% 

-



Punished Companies Seen as Socially Irresponsible

By Country

In the past year, have you 
considered punishing a company 
you see as not socially responsible 
by either refusing to buy their 
products or speaking critically 
about the company to others?
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Rewarded Companies Seen as Socially Responsible

By Country

. Over the past year, have you 

considered rewarding a 

socially responsible company 

by either buying their products 

or speaking positively about 

the company to others?



Consumers Can Make a Difference in How  Responsibly a Company Behaves

By Country

. As a consumer, I can make a 
difference in how responsibly a 
company behaves.



Pollution Problem Too Big for Individual Action

By Country

Environmental pollution is such a 

big problem that there is very little 

the individual can do about it.



Willingness to Pay 10% More for a Product If the Company Donates 

Extra Money to Charity

By Country

I would pay 10 percent more for a 
product if the company donated the product if the company donated the 
extra money to a charity.
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Ethical Consumer’s Clusters
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The Rise of the Greek 

Responsible Consumer

� 2001: Cynical and Powerless towards companies

� 2003: The responsible consumer is just a minority in 

Greek society

� 2005:Rising Consumer Consciousness – a more active 

stance – punishment (defensive)

� 2006: A more balanced approach: punishment and 

rewards (self-confidence) : A self-confident and 

empowered consumer is in the making. 

� Gen Y (18-25) are the more active and responsible 

consumers



The Socially Responsible 

Corporation

� Corporations' socially responsible actions do not automatically 

acclaim them as such in the citizen-consumers' conscience. 

� Emphasis on product safety and quality and Labor practices, then to � Emphasis on product safety and quality and Labor practices, then to 

charities.

� Corporations should give real solutions to urgent global  social 

problems and play a responsible role in global governance issues: 

promoting economic stability, human rights, sustainable labor 

practices, progressive policies, fighting extreme poverty.



The Socially Responsible Corporation and 

the Perspectives for CSR

� Citizen’s Message:

Priority should be placed in changing the business model, in re-
inventing the corporation. CSR, if it is to make a positive impact 
on the planet and people’s lives, then is should be a catalyst for 
global and corporate governance change.  Citizens are willing to 
accept their responsibilities and share the risks and the costs of 
global and corporate governance change.  Citizens are willing to 
accept their responsibilities and share the risks and the costs of 
the “ sustainability- responsibility –ethics” global project as far 
as they can have  a fair share in benefits.

Mission, vision and values as well as leadership, organizational 
structures, corporate governance and accountability metrics, 
diffusion of sustainable solutions to society are all pre- requisites 
in this collaborative for all stakeholders, in global and local scale 
project



Institutions active in CSR

EBEN GR

Business Ethics Model: Corporate Governance and CSR constitute a comprehensive 
model for corporate ethical conduct respecting  the principles of the standard ethical 
code

Awards: 3 Recognition Levels of Corporate Business Ethics Excellence:

Virtuous State/ Proven Support/Good Will

CSR Network GRCSR Network GR

Greek Best CSR Practices Publication-Active in CSR Europe

Athens Chamber of Commerce

SCR in SME’s – Participation in European Multi-stakeholder Dialogue

Institute of Communication

A partnership scheme. Advertising and Communicators Association and 4 Academic 
Institutions  launched a research institution in 2002. Active in CSR Research

The Greek Advertisers Association

Social Excellence Award



EBEN GR

Business Ethics Model

Committees

Development-Academic-Assessment



Standard

Corporate

Code

(Principles)

1. Moral

(Values)

(100 points)

2. Conduct

(Values)

(100 points)

3. Regulations

(100 points)

5. Control Analysis

(100 points)

6. Internal Audit

(100 points)

8. Environmental Actions 

(100 points)

9. Social Activities

(100 points)(Principles)

(Compulsory)

Corporate Governance Corporate Social Responsibility

(100 points) (100 points)

4. Communications

(100 points)

(100 points)

7. Performance Assessment

(100 points)

(100 points)

10. Economic Stability

(100 points)



The Standard Corporate CodeThe Standard Corporate Code

contains (today) 7 ethical principles 

1.Integrity: ethical handling of personal Vs professional interests

2.Objectivity: compliance with laws, rules and  regulations2.Objectivity: compliance with laws, rules and  regulations

3.Independence: prompt reporting appropriately 

4.Confidentiality: enforceable without side effects

5.Competency: full, fair, accurate, timely, understandable report 

disclosures

6.Accountability: adherence to the code

7.Sustainability: be present everywhere at all times

(Based upon International Standards)


