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CSV history [1]

The Porter
Hypothesis at 20

Business
Review

Can Environmental Regulation
Enhance Innovation and
Competitiveness?
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n’]\)ﬂ']SIIlj\)Z‘J_u innovation and growth by Michael E. Porter and
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CSV history [2]

Corporate
Responsibility Shared Value

Business
Review

“Minimizing harm to
society and the
company”

“Finding business
opportunities in
social problems”

Business must fulfill
community
obligations

Business should be
responsible

Social bl §
e, | FCrEating
businesses fo

increase profits or S hared Val,u e

strengthen
differentiation

How to reinvent capitalism—and unleash a wave of
innovation and growth by Michael E. Porter and

Mark R. Kramer

Porter & Kramer, 2002 Porter & Kramer, 2006 Porter & Kramer, 2011



Definition-Space

g
Shared Value is:

Business Policies and practices that
Opportunities & enhance the competitiveness of a
Challenges company while simultaneously

advancing the economic and
social conditions in the
communities in which it operates
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dasIVaSSAATUATSIU

Definition

Reconceiving
Products and Markets

Shared Value is NOT:

+ Sharing the value already Redefining Productivity
Corporate created (philanthropy) in Value Chains
Assets and + Personal values
Expertise + Balancing stakeholder
interests
+ Compliance with local
“— regulations
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CSV Character

"Value" is a multifaceted
concept that refers to the worth,
importance, or usefulness of
something to an individual,
organization, or society. Its
meaning is highly subjective and
depends heavily on the context,
such as personal beliefs, market
dynamics, or ethical
considerations.

"Creating" is the process of
Changing bringing something new into
existence—whether it be an
idea, an object, an artistic work,
a solution to a problem, or a
new system. It is a dynamic
process involving imagination,

. intentional action, and often
Innovation the transformation of existing
materials or concepts.

Development




Case Example [1] [Products & Markets]

Anglo American

wcuuwmuumaamnmsonauumua\)usTK
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Mpumalanga SA

Copper Mining, Water and
- the.United Nations" SDGs

“ R ~“Anglo American spearheads the 2
E ‘development of breakthrough te
-for-scalable water conservati

A fast-growing population of 780 million people around the world lacks
access to clean water. Water scarcity proves one of the greatest challenges
of the United Nations-led Sustainable Development Goals (SDGs) and is
thus a priority for the Copper Alliance® and its members. Mining is water
intensive, particularly during the separation and transportation of ore and
tailings. Anglo American, as one of the world's largest miners, is uniquely
poised to scale its conservation within the framework's 2030 target.

Unilever
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Case Example [2] [Products & Markets]
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Case Example [3] [Productivity]

Walmart
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DISTRIBUTION
CENTER

o

g —

SUPPLIER

o
CUSTOMER

STORE
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BHP

V\TcumﬁnU:NUadw\)na;msuQﬂsmuTu
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World Class Suppliers

o8l Suppliers - 2015 o
bhpbilliton 37 Insvns - 660 s1g Uhlugn1ssnoviu
4,860 AU MIRDIMSsEoeluriovauwugu
10u 46 m US$ oniduningUogwgv 0.6 m
Supporting sustainable Us$
procurement

BHP

aarfonelunisidluoiuaviu 121 m US$
onvuds:urcundduviuluaviict 2008 =
50 m US$



Case Example [4] [Productivity]
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Transportation Management System (

/

Pwdf) | ) | SCG Logistics supports the
SME platform
TRUCK GO

SMEs
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Case Example [5] [Enabling Local Cluster]

:_\\ \.\‘L_"l -"" e 7«”‘ ‘:,’ The Nespresso AAA Program
L ¢ 5 & E;’ counts over 70,000 coffee farmers
A \t.-' Y // 1 across 12 countries
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. TRAINING & TECHNICAL ASSISTANCE A

Yara International o

SD uavn n u ﬂ U S'{) ulalnusIG EJTU A a\)a u ﬂ’] n__] | Sa a WU mutual support, trust and a shared commitment to making progress.
la: ﬂuuTuTﬂS\)mS The Southern Agricultural Growth
Corridor of Tanzania (SAGCQOT)




Case Example [6] [Enabling Local Cluster]

PTTEP
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Conclusion
Creating Shared Value: CSV
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Social Entrepreneurship as SV Measurement

Social benefit

»
>

Business benefit
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THE ROLE OF SOCIAL
ENTREPRENEURS

Businesses are not the only players in finding profitable solutions
to social problems. A whole generation of social entrepreneurs is
pioneering new product concepts that meet social needs using
viable business models. Because they are not locked into narrow
traditional business thinking, social entrepreneurs are often well
ahead of established corporations in discovering these opportuni-
ties. Social enterprises that create shared value can scale up far
more rapidly than purely social programs, which often suffer from
an inability to grow and become self-sustaining.

Real social entrepreneurship should be measured by its abil-
ity to create shared value, not just social benefit.
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CSR

> Value: doing good

» Citizenship, philanthropy,
sustainability

> Discretionary or in response
to external pressure

> Separate from profit
maximization

> Agenda is determined by
external reporting and
personal preferences

> Impact limited by corporate
footprint and CSR budget

Example: Fair trade purchasing

CSV

» Value: economic and societal
benefits relative to cost

> Joint company and community
value creation

> Integral to competing
> Integral to profit maximization

> Agenda is company specific
and internally generated

» Realigns the entire company
budget

Example: Transforming procure-
ment to increase quality and yield



Intention & Impact

Intent
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Part Il
CSV Design and Management Framework



Innovating for Shared Value
Five Self-Reinforcing Ingredients

>

Identify and understand
specific social needs that
the company is well placed to

address at scale

Embed a social purpose
into the company’s
competitive positioning

, shared Valde

Create optimal innovation Innovation |
structures based on the T

maturity of other ingredients

Anticipate, validate, and
continuously measure the
link between social and
business outcomes

Co-Creation of
Shared Value

Integrate external partners with
unique expertise in the social problem
throughout the innovation cycle




15t Step: Redefining Purpose
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2"d Step: Understand Needs
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SV Initiative Development Process

General Define problem Determine approach Measure progress
usSNsInsUINSAGNIN wauun SUSYATKD Track the link
yovlan waanurino nIsSWaJun between the
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3'4 Step: Measuring Shared Value

N1SAS1VAIUNES: KZ)']\)ﬂaEJnSﬂUU']OSfT]SCﬂIUU\)']UIWE)U']TUHFD'] udIso

Identify the social issues
to target Track progress

Strategy
Measurement

)\
\\

(%] €3

Measure results and use Make the business case
insights to unlock new value




4™ Step: Co-Creation

Co-create effective shared value strategies by blending new internal and external talent

NGOs Business Government

Head of R&D Supply Chain
Educatorof Shared Value Manager
needs Experimenter Incubatorof Cluster

Development

NGO CEO Government
Leader Sreward ofthe Leader conducive subsidies/
Co-Creatorof Company’s SharedValue tax incentives/
SharedValue Purpose Context-Setier anti-trustrules

CFO
W =g @i 1=+ M8 Cultivatorof Social

Value Creation



5t Step: Innovation Structures
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SOCIAL INNOVATION SPIRAL

Exploring

‘opportunities
and challenges

Generating
ideas

Developing Invention
and testing

®

Making
the case

Robin Murray

Innovation

®

' Delivering and
. implementing

Julie Caulier-Grice
Geoff Mulgan

@

Changing
sytems

Social Innovation

Growing,
scaling and
spreading

26
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Impact Evaluation

wauutonnsaudaauliazus:idunwa (Monitoring and Evaluation Framework: M&E Framework K30
nsouQssn: (Logic Model) 21028 Input-Process-Output-Outcome or Impact

Demand Project, activities Results

Context Input Process Product
Social Outcome-impact
problems evaluation

insight

28



JOB CREATION

Raw material Activities #1 Activities # 2 Products
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Community Household Revenue

Raw material Activities #1
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Local Economy

N13N9EaNe It lAgauTL
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Inclusive growth,

. - . Social entrepreneurship
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NEWNESS-NEW ECONOMY
POVERTY ERADICATION
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What'’s Social Change in Amazon for Chance?
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Work Integration
Social Enterprise

Developing a new
social structure
to achieve social
equality
|






SHARED

VALUE
THAILAND

A platform for
Creating Shared Value (CSV)
in Thailand

7o\

Social Innovation 2= ) A
Research & Development Institute .a.(éux |
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“hasasvassAAUAISOU: IUDAQNA:NSTUANYN
(Shared Value Creation: Concept and Case Studies)
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