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EXECUTIVE SUMMARY
The current research purpose is to explore how organisations create social and economic value through corporate
social entrepreneurial practices. Corporate Social Entrepreneurship (CSE) aims to produce a significant and
comprehensive transformation of the way an organisation operates. The following elements are central to that
process: creating an enabling environment, fostering corporate social intrapreneurs, amplifying corporate
purpose and values, generating double value, building strategic alliances.
This deliverable is part of the Work Package 3. (WP3) – Benchmarking Good Practices of Corporate Social
Entrepreneurship. The WP3 focused on the analysis of different CSE practices implemented by both public and
private sector organizations. Therefore, the collection and analysis of a set of good CSE practices intents to offer
a scenario in which companies can assess their environment regarding CSE and how they can promote and
implement it in their culture and strategies.
The methodology used to achieve the purpose and goals of the Deliverable 7 (D7) was based on a mixed methods
approach, comprising two main research components:
i) a qualitative component, that included the following research tools: a) desk research, divided in two main axis
- Axis 1 - collect information regarding 5 to 10 national enterprises and/or organisations with a transversal
approach of CSE and identification of CSE or related terms Guide; Axis 2 – collect information/contents produced
nationally, such as news, papers of academic journals, etc, regarding CSE and related terms, using for analysis a
particular instrument – horizon scanning mechanism – that aimed to identify the trends (geographically,
temporally, topics of interest…) of CSE and related terms in all Europe; b) interviews to two different profiles:
company managers, that have developed programmes in the field of CSE and experts on CSE, with the purpose
of obtaining detailed information about good CSE practices and feedback about other needs and gaps felt by
companies;
ii) a quantitative component, based on a survey applied to corporate entrepreneurs from different organizations,
small and medium enterprises (SMEs), big companies, multinationals, other typologies of organisations that reveal
proximity with the CSE field or evidence good practices/initiatives.
A total of 25 company managers and 16 CSE experts’ interviews were conducted. A total of 220 corporate
entrepreneurs participated in the survey. We would like to underline that the samples – both from the survey and
interviews - are illustrative of CSE reality in terms of practices and dynamics. However, they are not statistically
representative. Indeed, the criteria of representativeness were not in our mind when we started gathering the
data.
The CSE practices collected reflect existing and emerging realities in European CSE organisations.
1. Considering the wide and diverse number of CSE practices gathered trough desk research (676), it was possible
to conclude that: the typology of actors who produce most of these CSE practices are workers and that society as
whole as the main beneficiary. Also, most of the organizations present, publically, social and economic values in
their mission, vision, core/pilar values and strategies. This means that we are still aligned with a traditional
approach of corporate social responsibility (CSR), considering these main actors involved and subsequently the
diverse range of other typology of stakeholders that are not involved, namely environmental groups, syndicates,
consumer groups, interest groups and Higher Education Institutions (HEIs).
2. Through a unique Horizon Scanning Mechanism created to identify the linguistic markers that characterize the
CSE topic, it was possible to draw a profile of European trends. In total, 492 examples of CSE processes, procedures
and practices were analysed collected from news and peer-reviewed journal articles. CSE and related issues
started in 2014. Tree geographic clusters were identified (UK; Germany & France; Russia & Spain & Italy &
Netherlands & Ireland & Belgium). Each of them has a somewhat important volume and slightly overlaps CSE.
Regarding the fields/thematic areas, four clusters have emerged. Of these fields, some co-occur strongly with CSE:
“ecology and environment and recycling”, “humanities and languages” and “business and management”; these
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fields overlap moderately with CSE; the field with few total occurrences and few co-occurrences with CSE is the
“public relations”.
3. Similarly, the 220 organizations that participated in the survey to corporate entrepreneurs, also show a great
use of social and social responsibility values in their missions, vision, strategies and operations. However, the CSE
practices that these 220 organizations present the most, are inserted in the co-generation of value among
institutions (co-generating value). Generally, in these 220 organizations, the collaborators or workers are the ones
producing more the CSE practices; once again, the society as a whole is benefiting from the production of such
practices. The responses in the survey also highlight the importance of having CSR values in the different practices
developed in the companies. Once more, this may indicate an alignment with traditional approaches of CSR.
4. According to the company managers’ interviews, the awareness around CSE is steadily increasing. However,
there is a set of challenges that organizations face in order to implement successfully and measure CSE practices
(e.g. existence of effective tools that integrates both social and economic values). Although the integration of
social, economic and environmental values is considered important and it’s being implemented through diverse
activities, the implementation of CSE (that is, social, economic and environmental value as structural in the
company identity, operations and strategies; not only implemented through a set of activities) is still a topic that
is not commonly set in the agenda of all companies. In order to implement CSE within the company operations
and structure, it is essential to promote innovative mindsets, capacity for action and place social concerns within
the decision-making processes.
5. During the CSE experts’ interviews, it was confirmed that there many companies are working towards the
integration of both social and economic values. Some reasons to implement CSE practices and as well integrate
economic and social values, were given by the experts. They are: the need of the organization to retain talent, to
align with sustainable development goals, to foster the sustainability of the organisations and as well the need of
the organization and its members to achieve a greater purpose. Some strategies and actions aimed at optimizing
the social impact of the organizations within their stakeholders were mentioned, namely assessing the roots of
the social problems, what are the needs of the stakeholders, etc.
6. Several challenges or obstacles to fully implement and promote CSE in the business context were mentioned:
i) lack of mechanism/tools to measure both economic and social values as well lack of KPIs definition to measure
the impact of CSE related actions implemented by companies; ii) internal divergencies regarding the
implementation of CSE related activities and operations; iii) lack of resources/scarces resources –
financial/economic, human resources; iv) inexistence of departments/actors/teams responsible for the
promotion of advanced forms of CSR or CSE; v) bureaucracy and legal framework inherent to the implementation
of activities in the companies; vi) need to change the scope and type of relation with stakeholders; vii) need to
identify common goals and objetives within the communities and social groups affected; viii) lack of effective
communication in order to promote the implementation of CSE related practices …
7. There are differences among public and private organizations in regard the implementation of CSE and social
impact practices in terms of i) the importance given to the topic and reasons to implement social values and CSE
practices, ii) the CSR strategy adopted, iii) resources allocated, iv) timing to develop practices, iv) scope of the
organizations work/activity. Nevertheless, some CSE Experts affirm that both public and private organizations are
more socially aware but still very connected to CSR.
8. Proceeding to a benchmark work, 5 companies that implement the best CSE practices were identified and are,
therefore, considered the best cases. The 5 companies identified corresIn this work, it’s possible to notice that
there are less practices in regard of «co-generating value» key-element; on the opposite, most of the practices
refer to the key-element «corporate purpose: values-based organization». The benchmarking allowed also to
identify and think on a set of policies – in government, education, business and social levels.
9. The inclusion of CSE programmes within the educational systems is necessary. It is desirable that the new
pegadogical approaches ensure the inclusion of the needs of businesses, communities and people, as an integral
part of businesses and society. There is a demand for CSE training/education. Such courses/modules should be
innovative, transformative, collaborative and inclusive and should be delivered in a practical way (for instance,
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integrate a business context component such as development of projects). The target audiences are i) workers
and senior leaders (inside companies) and ii) undergraduate or recent graduate students (formal education
institutiions)
10. The skills considered most relevant for a graduate student to have in order to promote corporate social
entrepreneurship reinforce this need of emerging change: empathy, dealing more positively with error,
communication skills, flexibility, creativity, social skills, vision and resilience.
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1. THE EMBRACE PROJECT: AIMS,
OUTPUTS, PARTNERS
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1. INTRODCUTION TO EMBRACE PROJECT
1.1.EMBRACE project overview
EMBRACE aims to promote CSE in HEI educational programmes and improve students’ competences,
employability and attitudes contributing to the creation of new business opportunities dealing with social change
inside companies as well as promoting collaboration among companies.
By fostering the engagement of central actors as Academia (namely, students, researchers, alumni (graduates),
teachers, managers of CSE programmes in HEIs, experts on education/training on CSE) and Enterprises (namely,
entrepreneurs, managers, experts on promotion of social intrapreneurship, experts on CSR processes), the central
aim of the EMBRACE project is to co-design, co-create, co-develop and co-implement an innovative,
multidisciplinary European Corporate Social Entrepreneurship Curriculum (ECSEC) to be incorporated into HEI
educational programmes across all disciplines.
The project's design includes different phases (Work Packages) each one with specific outputs (Deliverables) and
associated operational objectives, as described in the Figure bellow (figure 1.).
Figure 1. Project´s design: main phases, main outputs, operational objectives
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1.2.EMBRACE project partners
The EMBRACE consortium includes 10 partners from 9 EU Member States (table 1.)
Table 1. EMBRACE partners organisations and countries
Partner No.
P1
P2
P3
P4
P5
P6
P7
P8
P9
P10
P11

Short name
WIT
VGTU
DRM
BME
SNSPA
DV
HMA
DTSL
UP
HANZE
HCIA

Full name
Waterford Institute of Technology
Vilnius Gediminas Technical University
Dramblys
Budapest University of Technology and Economics
National School of Political Studies and Public Administration
Domhan Vision
Hellenic Management Association1
Digital Technology Skills Limited
Universidade do Porto
HANZE University of Applied Sciences
Hellenic Clothing Industries Association

Country
Ireland
Lithuania
Spain
Hungary
Romania
Germany
Greece
Ireland
Portugal
Netherlands
Greece

1 Because of economic circumstances, HMA ceased operations in November 2020 amd was replace in the project by HCIA in
January 2021.
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2. RESEARCH METHODOLOGY
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2. RESEARCH METHODOLOGY
2.1. Work Package 3: global methodological design, main aims and geographical coverage
The WP3 – Benchmarking Good Practices of Corporate Social Entrepreneurship intended to analyse different
Corporate Social Entrepreneurship (CSE) practices implemented by public and private sector organisations. This
WP focused on the collection of a set of good CSE practices that offers a scenario in which companies can assess
their environment regarding CSE and take decisions about how to promote and include this concept in their
organisations’ cultures, strategies and ‘way of doing business’.
The main aims defined for the WP are:
•

To analyse the status as regards current processes of Corporate Social Entrepreneurship inside the
companies (public and private sector organisations);

•

To identify the main issues and actors involved in these processes;

•

To assess the methodological (formal and informal) approaches behind these processes;

•

To identify critical issues/topics that are crucial for cooperation with higher educational institutions in
the promotion of knowledge on Corporate Social Entrepreneurship;

•

To create a basic knowledge to engage companies in the educational strategies to support the co-design,
co-development and co-implementation of Corporate Social Entrepreneurship education and training
programmes

The current WP focused on answering the following main research questions:
•

How are Corporate Social Entrepreneurship processes, practices and procedures structured in public and
private sector organisations?

•

Who are the main actors involved?

•

What is the transversal approach of CSE in company structure?

•

How can companies collaborate in co-designing, co-developing and co-implementing CSE
training/education programmes?

The WP 3 geographical coverage included 12 countries: the 9 countries that are part of the EMBRACE consortium,
but also - for the first Phase of the WP (Desk research - Axis 1) - Brazil, United States of America and United
Kingdom considering the history and current status of processes of CSE in these countries.
Table 2. Countries’ under analysis
Country
Desk Research
EMBRACE partner countries
Germany
X
Greece
X
Ireland
X
Lithuania
X
Netherlands
X
Portugal
X
Romania
X
Spain
X
Other countries outside Europe
Brazil
X
United Kingdom
X
USA
X

Interviews

Survey

X
X
X
X
X
X
X
X

X
X
X
X
X
X
X
X

The following table 3. presents which countries were analysed by each EMBRACE partner.
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Table 3. Countries analysed by each EMBRACE partner
Institution
Country
Partner number
Brazil
Germany
Greece
Ireland
Lithuania
Netherlands
Portugal
Romania
Spain
United Kingdom
USA

WIT
IE
P1
X

VGTU
LT
P2

DRM
ES
P3

BME
HU
P4

SNSPA
RO
P5

DV
DE
P6

HMA
GR
P7

DTS
IE
P8

UP
PT
P9
X

Hanze
NL
P10

X
X
X

X
X
X
X
X
X
X
X

The first task (T.3.1.) Methodological Guidelines for Analysis of WP3, consisted of the methodological structure
for data gathering and analysis, which also served as tools for data management and as guidelines for the
consortium partners to send their contributions to the WP leader – P9.
The second task (T.3.2.) Data collection corresponds to the field work research performed by all partners in order
to collect data to develop the main findings. This field work was composed of 4 main tasks: i) Desk Research – Axis
1, ii) Desk Research – Axis 2, iii) Interviews of company managers and experts on CSE and iv) Survey of corporate
entrepreneurs.
The third (T.3.3.) and fourth tasks (T.3.4.) refers to, respectively, the data analysis and definition of indicators and
the elaboration of main outputs both by P9 and P5. The P9 was responsible for the analysis of the following tasks:
i) Desk Research - Axis 1; ii) Interviews of company managers and experts on CSE; iii) Survey of corporate
entrepreneurs. The P5 was responsible for the analysis of the following task: i) Desk Research – Axis 2. The results
of those analysis converged in two deliverables:
-

Deliverable 7 (D7) - Comparative analysis of practices of Corporative Social Entrepreneurship.
Deliverable 8 (D8) - Handbook for Corporative Social Entrepreneurs.
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Figure 2. WP3 Overview: phases and tasks

2.1.1. Phases and guidelines for data collection
The first task was initially undertaken by the WP3 coordinating partner (P9) in order to define the Methodological
Guidelines that led to the collection of data and, consequently, data analysis. The main purpose of the
Methodological Guidelines was to provide practical and clear instructions and templates on how to conduct each
step of the research analysis.
The methodological paper contained the following:
-

Definition of practices;
Sources and methodology for research (both qualitative and quantitative research);
Templates to collect information (templates to gather desk research; guidelines for interview; and
survey);
Work plan to develop the activities according to project timeline.

Regarding the structural concept of the project – Corporate Social Entrepreneurship - a latu sensus of CSE was
adopted, considering, similar to the decision taken within WP 2, other close terms (table 4.):
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Table 4. Corporate Social Entrepreneurship (CSE) and close terms
Corporate Social Entrepreneurship (CSE)
Social Entrepreneurship (SE) (or Social Enterprise)
Entrepreneurship (E)
Corporate entrepreneurship (CE)
Knowledge Management (KM)

Corporate Social Responsibility (CSR)
Corporate Entrepreneurship (CE)
Social Intrapreneurship (SI)
Innovation Management (ME)

Aligned with the Harvard approach by Austin and Reficco (2009) (table 5.), the consortium of the EMBRACE project
defined CSE as «'a way of doing business' so that all staff in any given organisation (public, private or third sector)
are fully aware of their role, responsibility and contribution to the sustainable socioeconomic enhancement of their
organisations and the communities in which they live and work. The CSE process includes: creating an enabling
entrepreneurial environment, fostering corporate social intrapreneurship, amplifying corporate purpose and
values as well as building strategic alliances in order to solve economic and social problems and to promote the
success of emerging innovative business strategies». (source: EMBRACE Project Team, 2020).

Table 5. Corporate Social Entrepreneurship (CSE): key-elements
Dimensions | Key-elements

1. Enabling environment

2. The Corporate Social
Intrapreneur

3. Corporate purpose:
values-based organizations

Sub-dimensions
i) entrepreneurial mindset and entrepreneurial environment enabling
fundamental organizational transformation;
ii) vision and strategy of the company aligned with the changes of the
organization’ structure and processes;
iii) articulation between performance measurement indicators for the
economic and social value generated and the incentive and reward system;
iv) entrepreneurial culture promoting internal synergies in the organization’
decision-making processes;
v) dissemination of organizational values in the different units and their
integration into the organization internal processes.
i) coexistence of social entrepreneur and corporate entrepreneur traits;
ii) existence of individuals aiming to foster and bring internal transformation
through the use of innovation in order to achieve advanced CSR forms;
iii) existence of individuals advocating integration of social and business
values;
iv) existence of good communicators externally and internally in order to
show how changes and social action are fundamental for their needs and
interests;
v) active listeners of their stakeholders;
vi) innovators seeking for disruptive solutions through the use of new
resources, configurations, actions and relationships;
vii) catalysts for changes, motivating and creating synergies in the work of
others;
viii) coordinators are able to manage the internal and external boundaries to
align interests and incentives;
ix) contributors who support the success of others;
x) calculators as they are cost-conscious and mindful of the bottom line.
i) social values as structural of the organization identity;
ii) sustainable ethical actions and innovative and disruptive solutions;
iii) creation of social and economic value as well environmental value (double
or triple bottom line);
iv) compliance with the law at the same time that set new standards;
v) sharing values within the organization to promote work across
departmental lines.
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Dimensions | Key-elements

Sub-dimensions
i) optimization of returns to stakeholders and other external actors affected
by it;
ii) social and economic values among transparent accountability and
accessible to all internal and external stakeholders;
iii) returns complementary and synergistic rather than competitive.
i) collaboration with external organizations;
ii) establishment of strategic alliances to create innovative solutions to solve
economic and social problems and to promote the success of emerging
innovative business strategies;
iii) corporate social intrapreneurs and entrepreneurs leverage the resources
outside their direct control;
iv) engagement in operations/activities/etc with external stakeholders in
order to create social impact.

4. Value creation and double
return

5. Co-generating value

Source: Austin and Reficco, 2009
As one of the main aims of this WP2 was to identify actors involved in the CSE processes in companies the
following stakeholders were taken under consideration (figure 3.):
Figure 3. Main stakeholders2 (primary & secondary)

Data collection and analysis
The data collection was organized in three main phases3:
•

Phase I | Desk research | Secondary sources

Mainly aimed at improving and enriching the development of the qualitative research and have a boarder
understanding of the CSE current status, in organizational and business context, in each country.

2

Stakeholders are intended as those “who are significantly affected by the company actions and who can in turn impact then
company” (Austin & Reficco, 2009, p.4).
3

In Annex 1. is presented the general scheme of the data collection and its different phases, steps and tasks.
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This phase was composed by two main steps:
(i)

Axis 1 - composed by two tasks namely: collect information regarding 5 to 10 national enterprises
and/or organisations with a transversal approach of CSE and identification of CSE or related terms
Guide
Axis 2 – collect information/contents produced nationally, such as news, papers of academic
journals, etc, regarding CSE and related terms.

(ii)

•

Phase II | Interviews (5/ per partner) | Primary sources

The objective of these interviews was to obtain detailed information about good practices and feedback about:
(i) other needs and (ii) gaps of the companies that could emerge.
Each partner interviewed at least 5 profiles as following: 3 company managers that have developed programmes
in the field of CSE or social intrapreneurship and 2 experts on CSE.
•

Phase III | Survey (40/ per partner) | Primary sources

The objective of this survey is to obtain data about the process of promoting CSE inside the companies (public
and private sector organisations). Another goal is to elaborate the indicators of benchmarking bearing in mind
the aim of obtaining a better knowledge about the needs and gaps of CSE environment. A questionnaire was
produced to perform surveys with 40 corporate entrepreneurs.
The analysis of the data was conducted considering the following tools for data analysis:
Table 6. Data analysis: tools
Partner
P9 – U. Porto

P5 - SNSPA
P9 – U. Porto
P9 – U. Porto

Phases & steps
Phase 1
Desk Research – Axis 1

Desk Research – Axis 2
Phase 2
Interviews to company managers and Experts on CSE
Phase 3
Survey to corporate entrepreneurs

Software used for data analysis
Microsoft Excel and SPSS
(Statistical Package for Social
Sciences)
Horizon scanning mechanism
MAXQDA
Microsoft Excel and SPSS

Important insights regarding the software for data analysis, namely the interviews, are provided in Annex 1.

We would like to underline that the samples – both from the survey and interviews - are illustrative of CSE
reality in terms of practices and dynamics. However, they are not statistically representative. Indeed, the criteria
of representativeness were not in our mind when we started gathering the data.

2.1.2. Qualitative component of the research
The qualitative research corresponded to two first phases and its different tasks, as mentioned before: i) Phase 1
– Desk Research, referring to the Axis I and II, and ii) Phase 2 – Interviews.
Considering the geographical cover defined, the following data for the first and second phases was collected (table
7.):
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Table 7. Countries analysed regarding the qualitative approach (Phases I and II)

Partner
responsible

Country under
analysis

P1 and P8

Ireland

P2

Lithuania
Spain
Hungary
Romania
Germany
Greece
Portugal
Netherlands
Brazil
USA
United Kingdom

P3
P4
P5
P6
P7
P9
P10
P1 and P9
P1 and P8
P10

TOTAL

Phase I
Desk Research
Axis 1
Axis 2
(No. of cases)
(No. of articles)
55 (P1)
5
62 (P8)
5
50
9
54
5
54
7
55
8
57
5
N/A
9
55
5
50
6
N/A
7
N/A
4
N/A
75
435

Phase II
Interviews
Company
CSE experts
managers
3

2

3
3
3
4
3
N/A
3
3
N/A
N/A
N/A
25

2
4
N/A
2
2
N/A
2
2
N/A
N/A
N/A
16

Desk Research | Axis 1
For this specific Axis of the Desk research, each EMBRACE partner provided P9 a set of CSE practices and processes
in public and private sector organizations in their countries, considering the following definitions (table 8.).
Table 8. Definition of “practice” and “process”
Concept

Definition
Action rather than ideas; Procedure or way of doing something; the act of doing
something regularly (Cambridge Dictionary); Concrete action or initiative.
Action/activity regular and regulated, in order to achieve a goal.

Practice

Process

Example: “A Timberland Human Resources manager noted, “The awareness of values is
what we are trying to raise with folks. It’s no longer going to be acceptable just to get the
business result.” The company translated these values into action through supporting
employee community service and became a leading innovator by giving each employee up
to 40 hours of company time off for such work, more than any other company.” (Austin &
Reficco, 2009, pp.4-5)
A series of actions or steps taken in order to achieve a particular end. How the action
identified is done/developed. It includes broader information about the practice, namely
actors involved, main procedures, resources needed, stages of each procedure in order to
implement a concrete CSE practice.

For the collection of data for Axis 1, the partners have consulted (i) reports developed by relevant organizations
in the field, (ii) guides considering CSE and related terms’ practices, (iii) related peer reviewed journals articles
and (iv) other sources considered relevant namely the enterprises institutional websites, sustainability reports…
A set of keywords were provided to all consortium partners to use during their research work namely:
(i) Corporate Social Entrepreneurship (CSE) practices OR case studies OR excellence cases
(ii) Corporate Social Responsibility (CSR) practices OR case studies OR excellence cases
(iii) Social Intrapreneurship (SE) practices OR case studies OR excellence cases
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Bearing in mind the previous definitions and instructions in mind, the partners should collect the following:
•

5-10 cases studies enterprises with a transversal approach of CSE in company structure

Note that this first task was considered the source/base for the identification of the future 3 companies’ managers
who would be interviewed in the next tasks of qualitative research. By enterprises with a transversal approach of
CSE it was intended the enterprises that perform cumulatively the key-elements that compose the concept of CSE
according to Austin e Reficco (2009) (see table 5.).
•

1 relevant example of CSE Guide in each partner country

This second task was asked as it could represent an inspiration for the elaboration of the current paper.

For these first tasks regarding Desk Research | Axis 1, templates were provided and included what information
was asked and how to report it.

Desk Research | Axis 2
This data collection served as input for i) the identification of patterns of words and expressions associated with
CSE, ii) enlarging the corpus of examples by searching in databases of news in order to identity other texts that
match the patterns and iii) clustering the examples by domain of activity and geolocation of key actors.
The following were asked for:
•

55 examples of CSE practices or processes

The texts were translated to English and they could be collected in: i) news, ii) excerpts from various studies and
iii) texts written by the consortium partners. It was also asked to identify, for each example, a) who were the
entities involved, b) what is the activity that is considered an example of CSE and related terms, c) where the
practice occurs – if available, d) how the activity or practice was implemented and relevant impact or results – if
available.
For the Desk Research | Axis 2, templates were provided.

Interviews - company managers & CSE experts
The objective of these interviews was to obtain detailed information about good CSE practices and feedback
about: (i) other needs and (ii) gaps of the companies that could emerge.
Each partner interviewed 5 key-actors according to two profiles as follows:
•

Three (3) interviews to company managers - top/middle manager) who have developed programmes in
the field of CSE or related terms

•

Two (2) interviews to CSE experts - key-elements who have a deep knowledge regarding CSE and related
terms.

The templates were provided for both interviewee profiles and they included i) the guidelines/questions to be
asked and ii) the reporting structure.
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2.1.3. Quantitative component of the research
The quantitative research corresponded to the last phase, as pointed out before: Phase 3 – Survey.
Considering the geographical cover defined (according to table 2.), the following data was collected for this third
phase:
Table 9. Countries analysed regarding the quantitative approach (Phase III)
Partner
P1 and P8
P2
P3
P4
P5
P6
P7
P9
P10

Country under analysis
Ireland
Lithuania
Spain
Hungary
Romania
Germany
Greece
Portugal
Netherlands
TOTAL

Number of surveys
38
40
20
10
40
19
N/A
43
10
220

Survey to corporate entrepreneurs
The objective of the survey was to obtain data about the process of promoting CSE inside the companies (public
and private sector organisations) and to elaborate the indicators of benchmarking bearing in mind the aim of
obtaining a better knowledge about the needs and gaps of CSE environment.
The partners collected the following:
•

40 survey filled by corporate entrepreneurs

The target group defined was corporate entrepreneurs who are integrated in organizations such as small and
medium enterprises (SMEs), big companies, multinationals, other typologies of organisations that reveal
proximity with this field/ evidence of good practices/initiatives in the field.

The survey was launched online and spread among many organisations. The insertion of the survey online (Google
Forms) was organized by Partner 9 (UP). Each consortium partner had access to their own link; in other words,
for each partner, a survey link was provided.
The templates of reporting regarding the survey were provided.
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3. COMPARATIVE ANALYSIS OF
PRACTICES OF CORPORATE SOCIAL
ENTREPRENEURSHIP
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3. COMPARATIVE ANALYSIS OF PRACTICES OF CORPORATE SOCIAL ENTREPRENEURSHIP
We would like to underline that the samples – both from the survey and interviews - are illustrative of CSE reality
in terms of practices and dynamics. However, they are not statistically representative. Indeed, the criteria of
representativeness were not in our mind when we started gathering the data.

3.1. Characterization of the organisations and participants on WP3
Desk Research | Axis 1: organizations and entrepreneurs
Information was analysed regarding 75 organisations collected by the ten (10) EMBRACE partners, regarding
twelve (12) different countries. The main purpose of the Desk Research | Axis 1, namely step one (identification
of 5-10 case study enterprises with a transversal approach of CSE in company structure) to advance with a general
framework of the enterprises with CSE approach in the partners countries and other countries in a relevant
jurisdiction.

Business size, founders and tenure
Firstly, we proceed to the analysis of the business. In other words, we examined the number of workers per
organization and classified this number according to the European Commission (2020) and OECD (2020)
categories.
Graphic 1. Size of the organizations (No. of workers) *
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5
0
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8
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Micro (<10 people)

Small (10 to 49
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Medium (50 to 249
people)

Large (>250 people)

*The information for 4 organizations is missing. It was considered the information of 71 organizations.

Regarding the size of the company, as per graphic 1., most of the organizations (47) size is more than 250
employees.
It was also asked to identify the name(s) of the founder(s) of each organization 4 and counting the number of
founders:

4

The main goal of identifying the founders of the organisations was to, later on, contact them in order to apply the following
phase of WP3: interviews to company managers.
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Table 10. Number of founders per organization (No. and %) *
No. of
organizations
28
12
4
6
50

No. of founders
One
Two
Three
Four to seven
Total

%
56
24
8
12
100

*The information for 25 organisations is missing. This analysis considers 50 (of 75) organizations.

Half of the organizations (56%) in the current analysis were founded by one entrepreneur.
Finally, the organizations under analysis vary in their longevity as in accordance with the following results:
Graphic 2. Organizations’ age
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The oldest organization was founded in 1737; on the opposite end, the youngest was founded in 2019. Of the 75
organizations under analysis, most (24) are between 21 to 40 years old.

Typology, legal form and sector of economic activities
Focusing on the sector of activity, the companies can be classified according the following categories: private
and/or public and/or non-profit. The results for the organizations considered for the Desk Research | Axis 1, are:
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Graphic 3. Organizations’ typology (%) *
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*Two organizations’ information is missing. This analysis considers 73 (of 75) organizations.

It’s possible to state that a large majority of the companies develop their activities in the private sector (74%
organizations), followed by the public sector (13%). The organizations were also classified according to the legal
form5 they adopted6, reflecting the sector where they develop their activities. For instance, a large part of the
organizations under analysis are private limited companies (45 organizations). There are also 7 cooperatives and
6 public limited companies which have a transversal CSE approach. The partners also identified 5 organizations
whose legal form is a limited partnership and 4 associations. There are 2 organizations classified as limited liability
companies and another 2 are registered as a general partnership (one of them is state-owned). Finally, there is 1
organization that is a foundation and another organization that is a European stock company.
In order to have a standardized classification and analysis, we have used the 27 categories provided by European
Union (2020a) regarding the economic activity of the 75 organizations, as showed in table 11.:
Table 11. Economic activity of 75 organizations, according to the European Union (2020a) categorization
SECTOR OF ECONOMIC ACTIVITY

Nº of organisations
12

Business administration
Chemical industry
Construction
Education
Energy and water supply, sewerage and waste management
Finance, insurance and real estate
Hospitality and tourism
ICT service activities
Manufacturing of consumer goods except food, beverages, tobacco, textile, apparel, leather
Manufacturing of electrical equipment, computer, electronic and optical products
Manufacturing of food, beverages and tobacco
Personal service - administrative support service- and security and investigation activities
Scientific and technical activities
Transportation and storage
Wholesale and retail trade, renting and leasing
Wood processing, paper and printing
Total

2
1
1
5
8
2
10
5
2
12
3
6
4
1
1
75

5

We have proposed a first categorization and subcategorization in accordance with the legal forms that can be found in most
countries as suggested in the European Commission nomenclatures (European Commission, 2020b). After, some specific
nomenclatures emerged and were provided by all partners during the data collection.
6 Two organizations’ information is missing. We have analyzed 73 (of 75) organizations.
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As shown, most of the companies under analysis are based in the “business administration” sector (12),
manufacturing of food, beverages and tobacco (12) and ICT service activities (10).

Business model
Finally, the last analysis conducted regarding the characterization of the 75 organizations that compose the Desk
Research | Axis 1, refers to the business model they have adopted.
Graphic 4. Business model adopted by the organizations (No.)
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Most of the companies were classified, by the EMBRACE partners, as having a corporate business model (39 of
the 75 organisations), their strategies and operations are focused more in a corporate and competitive terms.
These are followed by the organisations that develop their activities under a corporate & social model (counting
13 organizations). The corporate & social business model relates to companies that adopt corporate and social
characteristics; the main objective is, through the application and development of innovative operations and
activities, to create both social and economic value and impact. Lastly, the number of companies with a social
business model is 13, once the organizations develop operations in order to be sustainable and self-suficient but
those activities are developed to achieve mainly social impact results, solving social/cultural/environmental
problems.

MAIN REMARKS
Desk Research | Axis 1 | Characterization:
Most of the organizations are large in size (>250 people) and were founded by one entrepreneur. Also, most are
established between 21 and 40 years old. Regarding the sector and legal form, most of them are private, configurid
as private limited organizations. Although there is a varied distribution of economic activities, the organizations that
fall into the business administration sector of economic activity are the most common.
Finally, most of the organizations adopt a corporate business model.

Survey of corporate entrepreneurs: organizations and entrepreneurs
The 220 completed surveys were analysed after being collected by the ten (10) EMBRACE partners, across twelve
(12) different countries. The main purpose of the survey of corporate entrepreneurs was to obtain data about the
process of promoting CSE inside the companies (public and private sector organisations) and to elaborate the
indicators of benchmarking bearing in mind the aim of obtaining a better knowledge about the needs and gaps
of the CSE environment.
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Corporate entrepreneurs’ sociodemographic analysis
We will now proceed to a brief sociodemographic analysis of the corporate entrepreneurs that completed the
survey. Several characteristics were taken into consideration, namely, the sex, the education level and
expertise/scientific area and the age of the entrepeneurs.
Infographic 1. Corporate entrepreneurs’ sociodemography

Business size and tenure
Moving to the characterization of the organizations under analysis, and similarly to the analysis conducted during
the Desk Research | Axis 1, the number of workers per organization was classified according to the European
Commission (2020) and OECD (2020) categories.
Graphic 5. Size of the organizations (number of workers) (No.) *
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Regarding the size of the organizations, as per graphic 5., the majority of the sample is composed of large
companies (76 of 220). It is followed by the subsequent categories: 66 organizations are micro-sized; 44
companies are small-sized; 33 organisations are medium-sized; and 1 organization whose size is one person (selfemployed).

Finally, the 220 organizations of the respondents vary in their longevity, as accordancing to graphic 6.:
Graphic 6. Organizations’ age (No.)
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Most of the organizations are between 6 and 20 years (76 organizations).
In contrast, 20 organisations are more than 100 years old - the eldest - and 8 have been established less than 5
years ago - the youngest.

Typology, legal form and economic activities
Focusing on the sector of activity, the companies can be classified according to the following categories: private
and/or public and/or non-profit. The results for the organizations considered for the survey, are the following:
Graphic 7. Organizations’ typology (%) *
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*One organization’ information is missing. This analysis considers 219 (of 220) organizations.

As in graphic 7., 57% are private organizations which represents the highest typology identified. Only 3% are
private & non-profit organizations. Subsequently, the organizations were classified according to the legal form
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they adopted7. Therefore, we conclude that 78 organizations are limited liability companies. There are also 52
classified as non-profitmaking bodies and 28 registered as sole proprietorship. There are 11 organizations
categorized as partnership and 10 are co-operative societies. Finally, 33 organizations were classified as others.
In order to have a standardized classification and analysis, we have used the 27 categories provided by European
Union (2020a) as regards the economic activity of the 220 entrepreneurs’ organizations. The results are the
following:
Table 12. Economic activity of 220 organizations, according to the European Union (2020a) categorization (No.)
SECTOR OF ECONOMIC ACTIVITY
Agriculture, Forestry, Fishery

Nº of organizations
4

Arts, entertainment and recreation
2
Business administration
23
Chemical industry
2
Construction
1
Education
19
Energy and water supply, sewerage and waste management
13
Finance, insurance and real estate
15
Health and social service activities
15
Hospitality and Tourism
2
Hospitality and Tourism & ICT services
1
ICT services
32
Manufacture of biofuels from waste oils and residues
1
Manufacturing of consumer goods except food, beverages, tobacco, textile, apparel,
5
leather
Manufacturing of electrical equipment, computer, electronic and optical products
4
Manufacturing of food, beverages and tobacco
8
Manufacturing of Textile, Apparel, Leather, Footwear and related products
4
Manufacturing of transport equipment
3
Media
2
Mining and heavy industry
7
Personal service -, administrative support service- and security and investigation
1
activities
Public administration and defence and membership organisations
9
Scientific and technical activities
7
Transportation and storage
10
Wholesale and retail trade, renting and leasing
11
Total
201*
* We only considered the information of 201 of the 220 surveys. There are 15 missing answers and 4 answers don’t apply because the
organizations are Associations.

As in table 12., the ICT services is the sector where the 201 companies under analysis fit the most (32
organizations), followed by business administration (23 organizations) and education (19 organizations).

7

We have proposed a categorization in accordance with the legal forms that can be found in most countries as suggested in
the European Commission nomenclatures (European Commission, 2020b). After, some specific nomenclatures emerged and
were provided by all partners during the data collection.
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MAIN REMARKS
Corporate entrepreneurs | Characterization:
Almost half of the respondents are men and the other half women. Most of the entrepreneurs are between 40 and 49 years
old but the younger age groups also correspond to an expressive part of the respondents. Almost all the respondents have a
higher education degree level, mainly in areas such as business or management.
Organizations | Characterization:
Regarding the businesses, although the data is variable, it’s possible to confirm the following trends: most of the business
are large in size (>250 people) and were established between 6 and 20 years ago. Also, they are mainly from the private
sector, and configured as limited liability companies. The most common sector of economic activity is ICT services.

Interviews of company mangers8: interviewees profile
A total of 25 interviews were completed with company managers. Concerning their characterisation, Three (3)
questions were asked and analysed.
Firstly, we analysed the data regarding their formal education. All the 25 intervieweess have a higher education
level. Regarding the scientific area, it was possible to distinguish and categorize three main areas (graphic 8.):
Graphic 8. Scientific area (%)
Business and Economics
(Communication & Marketing,
HR, Business Admn., Finance...)

4

Humanities (History, Law…)

9

13
Military

74
Sciences (Engineering)

*Two interviewees’ information is missing. This analysis considers 23 (of 25) interviewees.

As can be seen in the previous graphic, the education area most common among the interviewees is Business and
Economics (74%).
Proceeding to an analysis about their role in the organization, we discovered the interviewees performed many
different roles. Following standardised analysis of the management level of the participants, 9, we confirmed that
50% of the interviewees held roles at top-management level and the other 50% held roles at middle-management
level10.

8

In Annex 2., table 35., it’s possible to find the list referring the interview number and the country of each interviewee.

9

Some of the information regarding this analysis can be biased once we don’t have the description of the function of each
interviewee.
10

One interviewee information is missing. This analysis considers 24 (of 25) interviewees.
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Interviews of CSE experts: interviewees profile
Sixteen (16) interviews were conducted with CSE experts, where we asked and recorded their roles in their
organizations.
Many diverse jobs were detected, varying from Lecturer in HEIs to CEO of a company. Following a standardised
analysis of the management level11, 25% of CSE experts perform roles at top management level and 75% at middle
management level..

MAIN REMARKS
Company managers| Characterization:
Considering that all have a higher education level, it’s possible to state that most of the interviewees are specialized in Business
and Economics areas. Also, 50% of the interviewees are at positions of top management level and the other 50% at middle
management level.
CSE experts | Characterization:
25% of the interviewees are in a top management level in their companies. The other 75% have positions at middle
management level.

11

Some of the information regarding this analysis can be biased once we don’t have the description of the function of each
interviewee.
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3.2.Practices on Corporate Social Entrepreneurship
3.2.1. What has been done? CSE practices according to the company managers and CSE
experts’ perspectives
Interviews with company managers
The data presented in this section is derived from a total of 25 interviews conducted with company managers
from the different EMBRACE partners’ countries.
It is possible to identify, among the company managers, a distribution of the topics of interest throughout the
subcategories (see Annex 1., figure 34.). The representations of CSE training and education programs seems to be
the theme more explored by company managers(please see chapter 4. THE FUTURE: EDUCATION AND TRAINING
IN CSE).
In the enable environment category, the subcategories of greatest interest (graphic 9.), given their frequencies,
are «incorporations of social values in the organization» (38,9%); the less frequently it appears the subcategory
«how to integrate economic and social values» (15%):
Graphic 9. Code matrix: Enable environnement (%)

Incorporation of social values
in the organization

15

KPIs/Measurement

38,9
20,4

Challenges

25,7

How to integrate economic
and social values

In the corporate social intrapreneur code matrix (graphic 10.) the theme representing the most frequently
recorded interest is «organizational structures (teams)/departments» (34,1%). Less representative is the subcode
«social concerns» (19,7%).
Graphic 10. Code matrix: Corporate social intrapreneur (%)

Organizational structure
(teams)/departments
19,7

Innovation in the
companies

34,1

Transformational change

22
24,2

Social concerns

In the corporate purpose: value-based organizations codes matrix (graphic 11.) the most frequent theme is
«compliance with law», which represents 85,5% of the code segments, followed by the less representative theme
«how are value shared» (14,5%).
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Graphic 11. Code matrix: Corporate purpose | values-based organisations (%)
14,5

Compliance with the law
How are the values
shared
85,5

Regarding the value creation and double return category (graphic 12.), experts showed more interest in «shared
of value creation» theme (22,3%), followed by «need and gaps» (18,4%). The the less representative, is the
«dimension of value creation» (7,8%).
Graphic 12. Code matrix: Value Creation and double return (%)
Shared of value creation
7,8

Needs and gaps

22,3

16,5

Engagement of
costumes/partners

18,4

17,5

Report CSE activities

17,5

Company' main competitors

In the co-generating value category (graphic 13.) the most mentioned topic is «needs and gaps» (31,4%).The last
topic of interest is «meeting the stakeholders» with 16,5%.
Graphic 13. Code matrix: Co-generating value (%)

needs and gaps
16,3

cooperation with external
organizations

strategies actions with the
company stakeholders

31,4
25,6
26,7

meetings with stakeholders
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Through the use of a complementary global perspective, a map of segmented codes was constructed in order to
(i) highlight the predominance of the assigned categories and (ii) the frequency of their connections within the
range of a paragraph.

12

As figure 4. shows, it is possible to identify three clusters: (i) cluster orange: Corporate social intrapreneur and
Enable environment, (ii) cluster blue: Corporate purpose: value-based organisations and (iii) cluster green: CSE
Training/ Education Programmes.

Figure 4. Connection map between categories by a minimum frequency of 10 in an interval of 1 paragraph from
the analysis of the 25 interviewees’ discourses

It seems that the global understanding of company managers plays a central role in understanding how innovation
improves transformational changes. Those changes are related to social auditing, social accountability, advanced
practices and in beliefs that innovation improves transformational changes. Despite this evidence, company
managers connected, in their discourses, the way they integrate economic and social values to the impact and
performance. Both values are interconnected with the vision and the strategy that are defined by companies.
There is a strong link between advanced CSE practices and the barriers and also between advanced CSE practices
and the impact on performance. Another strong link is the relationship between the positive attitude towards the
need to develop education courses/modules or programmes to delivering disruptive change and the optimization
of social impact by companies.

A thematic content analysis made it possible to transcend individual utterances through the organization, coding,
categorization and inference of the contents of company managers discourse. At the most superficial level of
analysis, the words SOCIAL (figure 5.), followed by the ECONOMIC, CSE, VALUES, BUSINESS, WORK, PEOPLE and
STAKEHOLDERS, are the most evident, although the meaning and context of these terms need to be understood.

12

While the proximity of the categories reflected in the maps indicates that there is a greater proximity between the codes
throughout the statements, the width of the lines reinforces the recurrence of these connections. Our analysis started from
the thematic area “CSE and key elements” proposed by Austin and Reficco (2009). In figure 4., the additional themes we found
in our interviews as grounded in the specific experience of our key informants are in reported in lowercase.
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Figure 5. Cloud of 25 interviewees discourses

Nowadays, organizations are motivated to become more socially responsible because their customers,
employees, shareholders, investors and community, expect business to understand and address relevant social
and community emergent issues.
Stakeholders are showing an increased interest in supporting responsible business practices. They are also
demanding more information on how companies are addressing risks and opportunities related to social and
environmental issues and how they incorporate social concerns into business operations.
The company managers reinforce the needs and challenges of integrating economic and social values in their
companies:
“The needs of the communities are constantly changing, because the whole ecosystem is constantly evolving, and the
speed with which we have to adapt is very high, so we must weigh carefully how we respond to the new challenges”
(interview 12).

Through education and cooperation with all stakeholders, academia now has more tools to prepare and raise
awareness for future generations and integrate them into the real world.

Category 1: Enable environment
The research focused firstly on the area of enable environment. There seems to be a strong emphasis on concepts
related to what Austin and Reficco (2009) have defined as CSE and its elements. The following quotes are
representative of this kind of narrative arguments (figure 6.), where the entrepreneurial mindset and
entrepreneurial environment are enabling fundamental organizational transformation.
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Figure 6. Hierarchical Code-subcodes Model

The company managers experience regarding the integration of social values in their vision are outlined below
and attest the strong integration of social values in their organizations:
“Yes, social values are integrated in our vision and strategy. We have three values and nine behaviours which are
embedded in every aspect of our business. The values we live by are applicable to everyone in every part of the
organisation and the nine behaviours are how we put the values into action.” (interview 1)
“Yes, what we’ve done is we have four values, and three associated behaviours with each value. In performance
appraisals and objective setting which is done on a 6-monthly basis, it's not just about what objectives you’re doing
but how you’re doing them. So, when you set your objectives you say what you are going to do and how you are
going to go about doing them. When the performance is reviewed at the end of the year it's not about what you did
but how you went about achieving them and have you encompassed all of those four values and the twelve associated
behaviour.” (interview 3)
“Yes, they are mainly on three levels: (i)The first level is the policy level – public promotion on the company website.
(ii) Research rules level – public promotion on the company website, share to employees, media representatives, and
research participants (companies). (iii) Working guidelines – share with employees.” (interview 4)
“The company has a code of conduct policy that every employee knows and gets a certificate each year. Integrated
global corporation sustainability policy is essential for daily routines and strategies.” (interview 5)
“Equal opportunities and acceptance of diversity (including every sexual orientation) is a very hot topic nowadays at
COMPANY, we have dedicated programs for this, which is not exactly CSR, but on the borderline. Or i.e. employing
people who are on the autism spectrum as well. COMPANY is very open to these questions and challenges. If someone
is suffering any kind of grievance or being bullied, the company takes it very seriously.” (interview 10)
“Yes. Our company's vision includes the desire to generate a social and economic impact on the ecosystem in which
we are active. This desideratum is formulated in the development strategy, and most of our projects have objectives
and KPIs formulated from this point of view.” (interview 16)

The same vision is shared by company manager interview 7, who recognizes that values are indeed integrated,
above all through the principles of Corporate Responsibility and also in everyday work. All the projects they carry
out have to do with the Sustainable Development Objectives. As they are a multinational company, they aim to
improve people's quality of life at the same time.
Nevertheless, and despite the majority integrated social values in the vision and strategy defined for their
company, it’s possible to still find in the discourse company managers with a divergent opinion:
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“I would say they are but not formally. We are just running two years and the company has just 80 people, so we do
small things really around diversity, for key milestones in the year, and I don’t know how relevant that is.” (interview
2)

It was also refered a set of main challenges regarding the integration of economic and social values carried out in
their companies, such as i) achieving the balance between integrating social and economic values, ii) openess
regarding the use of both values in a business context:
“Achieving a balance between both social and economic values, because people associate "social" with foundation
and "economic" with capitalism, business, etc. When you manage to convince the executive committee and I speak
to them in their language, i.e. I present a project with a business plan, the revenue ratio, sales forecasts, and also
accounts that have a social impact or that it integrates the ODS, that is understood and convinced. It may surprise
you for the first time, but if you succeed (that's the first hardest thing), that's it. It's not easy because it's a very big
company. It's a job that takes several years, from day to day, slowly.” (interview 8)
“The main challenges have been that sometimes the Social aspect has taken precedence over the economic aspect,
especially in this year of the pandemic.” (interview 9)

Another challenge refers to the KPIs used to measure and assess social and economic performance and impact.
This is a theme shared by the interviewees, as illustrated also by the extracts we report below:
“You just pinpointed one of our pain-points because it’s difficult to set up KPIs for CSR. Because on the one hand,
there is a need for channeling information back to the board, so to show what the results are of the investments
made. I can tell you that what is more tangible is, say, the results of a voluntary team building event. Because there
we have how much we spent on the project, in material, in working hours, in costs, and how effective it was.”
(interview 11)
“In general, the impact measurement is done by the NGOs we work with. Of course, there are some projects with
more explicit goals (e.g. forest planting project), so it can be measured quite objectively, but we don't have a very
developed mechanism for that purpose yet. This social impact measurement is a pretty difficult topic.” (interview 12)

Despite the difficulties reported, one company manager affirms that “The integration was done naturally, because
our projects were born as answers to societal challenges. Somehow the social impact took precedence over the
economic one: we wanted to become sustainable in solving the problems we identified and we succeeded”
(interview 13)
The interviewee 14 affirms that the KPIs used in his company – and this may be considered a solution to overcome
the lack of measurement tools obstacle - are “set according to the impact we bring to the lives of our beneficiaries
and the activities that change their behaviour for the better (…)Our KPIs are related to the number of NGOs and
social enterprises supported and their economic and social results, the evolution of their economic and impact
indicators during the support program.” (interview 14)

MAIN REMARKS
The awareness is steadily increasing. Some companies are early movers, others have not put it onto their agendas.

-

Main challenges
Lack of formal mechanism for integrating economic and social values OR KPIs to measure the social and economic
impact
Wave of resistance and dissatisfaction from retailers
Difficulties to engage employees within CSE
Full integration of values and behaviours embedded within the culture of the organization
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Category 2: Corporate Social Intrapreneur
Another theme emerging from the views of the participants was related to the corporate social intrapreneur. The
related sub-themes can be consulted in Annex 3., figure 27.
Regarding all 25 interviewees, it was possible to highlight the importance given to the characterization of
departments focused on CSE practices. Furthermore, it’s also possible to underline the importance related to
social concerns, which is presented as a fundamental aspect for successful outcomes and central to decision
making across the organization (see Annex 3., figure 27.).
An extract from the corporate manager interview 20, stresses the relevance of having a group of individuals/
department responsible for fosterting and brining internal transformation through the use of innovation, in order
to achieve advanced CSR forms or CSE practices:
“More than one department we also have people participating in corporate social entrepreneurship projects. With
an external focus" (…) Our great goal is that the values of the organization should be a mirror: (...) The employees
are the thermometer and they make sure that the temperature is correct - at the bottom the organisational culture
we live in". (interview 20)

However, there are less positive visions, as in:
“We don’t call it CSE. But we have a team of “frontrunners”. They are tasked to go out in their communities and find
ways that “Company X” can contribute. In reality all employees have the mandate to do this. But this team of
frontrunners specifically indicated their enthusiasm and we are guiding them in this process. And I myself am also in
this position and I coordinate with the frontrunners.” (interview 23)

The strategies adopted to create this internal transformation are divergent among the different companies. For
instance, as in interview 19:
“The managing director and marketing team are primarily concerned on developing and disseminating sustainable
practices. However, there is no work-flow which is designed for this task specifically.” (interview 19)

Nonetheless, there are companies that do not have any specific actor or department working specifically in the
CSE area:
“No, because everyone always looks to do work that is either focussed around societal or sustainability issues.”
(interview 25)
“We do not have a dedicated department, because all our projects are, as I said, guided by the social impact they
cause. And these self-regulate each team and each project. We live because of the communities we serve, and if the
social impact produced in these communities were not the necessary one, we would not be economically validated.”
(interview 13)
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MAIN REMARKS
Interviews with company managers:
THE PROMOTION OF THE DEVELOPMENT AND IMPLEMENTATION OF CSE PRACTICES INSIDE THE COMPANIES:
I have a brilliant idea to share. What can I do?
“As an employee you should feel that if you have a good idea then it can be realized as well. This supporting and
innovative culture is present in our company. We are not judgemental folks, and if someone has a cool idea, then
people can join and they will be realized” (interview 12)

Organizational structures
The reality in the business context varies significantly in regard of the existence of infraestructures to implement
practices that promote creation of social value or practices with double purposes: i) some companies opt by the
creation of teams or departments and ii) others implement this mindset in their strategy. However, there are
companies which don’t have any actor, department or team.
Also, some companies place the social concerns in the centrum of their decision-making processes. Other do not do
it: “Yes - the well-being of the beneficiaries and the impact brought in their lives is the main engine of our activity”
(interview 14)
Profile of the ones in charge by the implementation of CSE practices
“The profile of the people who work in corporate entrepreneurship is that of people who are very restless, who have
the capacity for action, who are concerned with mobilising and changing things. In fact, the people who work with it
have also worked in other departments, they know the company in a broad sense” (interview 9)

Category 3: Corporate purpose | value-based organization
The Code matrix of codes and sub codes of corporate purpose: value-based organization is representative of the
relevance that company managers attributed to this topic (see Annex 3., figure 28.).
Considering that «social auditing» is a process for assessing, reporting and improving an organization's
performance and behavior and for measuring its effects on society, it is still necessary for the organizations to i)
identify their goals and ii) find a measurement tool of their impact.
There is a set of factors, retrieved from the participants' discourse, that allows the understanding of is need to be
considered at one value-based organization (figure 7.):
Figure 7. Corporate Purpose: Value-Based Organizations – factors of success

Social Auditing

Type of reports

Recipients of
the reports

Social Responsibility
Standards
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Sucess

Some key instruments reported by company managers are summarised in the following table 13.:
Table 13. Key tools shared in the organization
Standard norms & Reports
Corporate CSR Report
Global Reporting Initiative Report (GRI)
UN SDG Report
Financial reports
Environmental Report
Sustainability Report
Social sustainability report
Conflict Mineral Report
ISO 14001 EMS standard
ISO26000 standards
Carbon footprint measurement
CO2 calculations of their products compared to the products that they replace
Specific annual report addressed to all stakeholders
SAP Global
Narrative and financial reports

No.
3
3
3
2
1
1
1
1
1
1
1
1
1
1
1

“The reports have several functions, firstly, the report is an indicator for the company itself to see if we achieved the
goals we set, and it has a very serious branding value as well, to communicate that we are a future-oriented, socially
and environmentally responsible company.” (interview 10)

The majority of companies (16 of the 25 organizations under analysis) produce reports. Only 9 companies didn’t
report any.
In order to create/transform an organization into a «value-based organization» there is a demand of integrating
social, economic and environmental values and that social values shape the identifity of the organization (Austin
and Reficco, 2009).
When asked about the need to integrate values in their organizations, several company managers reported what
has been done regarding the implementation of social or CSR practices:
“We don't have such reports. Besides our blog posts, we also touch on these questions during our dojos. (Dojo is a
quarterly company meeting where all employees are present, where everyone is updated and informed about the
directives and the goals of the upcoming quarter plus the achievements and most important events of the actual
one.” (interview 12)

“I think they are as we not only publish what we are doing but we also encourage our employees to engage in
activities that promote social value”. (interview 1)
“Our organization's internal responsibility is collective assessment before disseminating such information as reports,
ratings, reviews”. (interview 4)
“Apart from standards, the company organizes events for the public, participates in charitable activities, and
encourages the broadest possible employee involvement”. (interview 5)
“Code of conduct, company’s values, organisational health index is measured early, and action plan is set to improve.”
(interview 6)
“These are communicated periodically and taken into account in all the processes that take place within the
organization.” (interview 14)
“By formulating the vision, mission and formulation of objectives and aspirations in relation to the company's projects
(own projects and client projects), through internal and external means of communication”. (interview 16)
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“We publish magazines and post on our local websites. This is how we promote what we do”. (interview 23)
“We have surveys, awareness sessions, internal communication panels, internal newsletters, TalkShows and DNA
(which is to get closer to people: TED talks internal to the group, where we approach different themes such as values,
ethics, social responsibility and sustainability, etc.). There are many ways, these are the most common. The most
formal are the report, the website, etc...” (interview 20)

Yet, it was reported that some companies face some barriers and others do not need to implement such practices.
For instance:
“As we are a small company, we do not structure this – very informal” (interview 18)
“I am trying to communicate the importance of sustainability on the work floor. Some people get it and it gets them
excited and proud to work at COMPANY. Others don’t really get what makes COMPANY different from normal
demolition companies, they just come here to do their job, that’s okay too.” (interview 24)

MAIN REMARKS
Interviews wih company managers:
WHO are the recipients of the report(s)? (Stakeholders)
Investors, employees.
Partners, sponsors, community, other institutions
Costumers
HOW are the reports shared? Some examples:
Social media channels and institutional websites
Publicly available

Category 4: Value creation and double return
The existence of social and economic values through transparent accountability and when accessible to all internal
and external stakeholders, presents to a company the opportunity to i) create interest in CSE among its staff and
ii) to create consense about how codes and standards specifically apply to the company.
Based on the defined commitments, in their codes and norms, a company can then develop more practical steps
towards implementation of CSE practices. The sub-codes analysed in the discourse of company managers, to this
key element are presented in Annex 3., figure 29.
Reported CSE activities to stakeholders remains significantly relevant. It is critical that the board and/or top
management of a company, firmly support a company’s CSE commitments. Without such support, the likelihood
of put into practice the subsquent CSE practices is very low.
Similarly, companies’ main competitors play a critical role in implementation of CSE practices. Thus, their
meaningful input and support to the commitments should not be neglected. The engagement with customers
and/or partners, supply chain members and other stakeholders are a topic of main interest to company managers.
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Figure 8. Code-Theory Model

The analysis highlights (i) which are commitments to be choosen and (ii) the identification of partners willing to
help develop them. When the commitments apply to these parties, their involvement and agreement to comply
with the terms of the commitments is crucial.
In many cases, it can also be useful to reach beyond those with whom the organization has contractual relations
– that is, to more broadly affected groups, such as consumers, labour and environmental organizations,
community groups and governments.
Some Company Managers highlighted that they share value return with investors, partners, stakeholders and
employees. Other companies do not do it:
“At this moment, the social and economic value of CSE is not determined.. Also, this value/return is not shared with
investors, partners, stakeholders and employees.” (interview 5) and in some cases “The entire amount of income
received goes to the maintenance and development of the organization; there is no profit.” (interview 4)

Nevertheless, and as mentioned previously, several companies report their CSE practices to internal and external
stakeholders:
-

-

“through income declaration and annual meetings.” (interview 4)
“via all internal and external channels. For example, for company employees employees it is reported through
internal communication channels as Intranet. Also, communication news emailing to all employees and each
department board (interview 5)
“regular email that’s sent, it works like a newsletter. This includes important things and things of public interest payroll accounting, public interest, and such, plus things like X team went and did something.” (interview 11)
“We have an internal newspaper that can be used for this, and we have an internal intranet that can be used for this
too.” (interview 11)
And then these links, platforms are available to everyone. I find this to be less effective than information spread
through word of mouth. (interview 11)

It was possible to note one divergent discourse. One Company Manager affirms that this accesibbility and sharing
returns with stakeholders “is still very patchy and not structured. There is a lot that can be done, but we are
focussing on our main business goals and develop it further.” (interview 18).
Another factor to highlight is that most of the companies involve customers/partners in the creation or
development of economic and social products, services or processes:
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“Yes, through working relationships with clients and partners we ask for alliances for these projects and often we are
asked to engage with others for these types of projects”. (interview 1)
“Yes, the company involves customers and partners in the creation or development of economic and social products,
services because our product is for energy saving and a better living environment.” (interview 5)
“Yes, part of customers are other manufacturing companies producing solar panels, windmills and other goods in order
to create more sustainable businesses. Also, societies from different countries were involved in sponsorship projects to
generate value for local communities.” (interview 6)
“We conduct user tests constantly, but what is more interesting from a point of view is when we make such a special
feature, we pursue testing in real-life contexts. For example, we worked on accessibility at the above-mentioned online
banking system, we carried out usability tests at the National Institute for the Blind. Or when we developed the user
interface for the screen of Hand in Scan (hand hygiene detecting device) and took on some service design tasks as well,
we tested the product in a hospital environment, specifically with the user base who will use this product later.” (interview
12)
“Yes. We work on the principles of open innovation involving clients and partners in formulating solutions to problems
identified with them, through a co-creation process that also includes economic and social measures.” (interview 16)

Some corporate managers point out some main needs and gaps felt by their company in order to achieve the
double return (social and economic), such as i) lack of target-audiences, ii) lack of resources – economically,
human resources with appropriate training towards these themes, …, iii) need to foster networks and cooperation
among stakeholders:
“Social return comes from just doing something worthwhile for society. Economic return is more difficult to capture, it's
probably safe to say we only see this when something we do that provides social value can be repurposed for use in another
context – something innovative that can be reused or something that can form the basis of a commercial engagement”.
(interview 1)
“There is no target for achievements in social operations.” (interview 5)
“The company is a public company which shares are sold on the share market so the pressure on profit is huge therefore
all unnecessary spending is very limited.” (interview 6)
“Fiscal incentives or the allocation of financial grants (matching grants) for CSR activities.” (interview 16)
“We heavily rely on our staff. They bring in new ideas and the spirit of wanting to have a social/ecological impact.”
(interview 18)
“The company explicitly thinks beyond short-term profit. This is manifested in fair wages for its employees. Additionally,
the company is actively trying to support small-scale suppliers that otherwise wouldn’t be able to supply the market.”
(interview 19)
“Double social and economic return: new realities of the clients. The two most important challenges or difficulties are: the
lack of financial resources and the most important is the talent needed to carry out digital transformation processes,
people with the specific training” and “In order to respond to the needs, they build platforms and put stakeholders in
contact, study them, do scouting, build networks where the best are and that seek solutions to the problems they have.”
(interview 7)
“This is what is needed: the area of humanities training. If I had to choose only one, it would be the area of the humanities:
to know how to write, to know how to tell a story (...) and to have a story to tell. Forming teams is difficult, cohesive teams
that... (...) Internally we don't have a brutal empathy for each other - we've already made an effort - but we're all in the
same boat. And that's always harder in groups.” (interview 21)
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MAIN REMARKS
Interviews with company managers:
Although the integration of social, economic and environmental values is important and it’s implemented in the companies,
this topic is not on the agenda of all the companies.
Some companies are communicating their activities, related to their values, through diverse channels.
Nevertheless, there are challenges in the implementation of practices that promote value creation and double return: i) lack
of target-audiences, ii) lack of resources and iii) need to cooperate and create networks.

Category 5: Co-generating value
Cooperation with external stakeholders seems to be an topic with interest to company managers as per Annex 3.,
figure 30.
Working with external stakeholders to bring more social impact is a goal to achieve in most of the companies but,
in some cases, it was reported as a hard step to take.
Some companies engaged in collaboration with HEIs:
“The COMPANY collaborates with the UNIVERSITY and various schools in the region on educational programs. Plus,
they are frequently offering assistance on bachelor and master theses. Time and again, graduates start working in
the company in order to implement the aspects they have been doing research on in their thesis” (interview 19)
“We work with higher education… We work with the municipality, the provincial government and the national
government too. And with industry, big companies…as well as SME’s. And we don’t forget about just the individual
people too. Everyone is welcome. Before corona, people could just walk in and come talk about ideas. We also used
to host thematic sessions.” (interview 25)

Nevertheless, it seems to be confirmed that strategic alliances with stakeholders are important to all business
“…together we develop projects, reach beneficiaries and report impact“ (interview 14)
“In our relationship with stakeholders, we diminish the "our self", never losing integrity and ethos. I... always get into
a relationship attitude that I have to fit in with, if not, I don't. I have a fitting plan: to be very neutral in the sense of...
I do not seek consensus, I like ruptures, but the sterile polemic, which is turned aggressively, does not interest me at
all. The obstacles are these: the soul [of the clients] beats ours.” (interview 21)
“[we work with stakeholders] to refine strategies for campaigns and projects. We rarely do projects alone. Usually a
stakeholder, a member or strategic partner, will indicate they need our help, or we sense a need and we work on
things together” (interview 23)

Considering the main strategic alliances and cooperation with stakeholders to promote CSE, the Company
Managers point out some needs to be addressed or gaps to be filled such as i) extensive bureaucracy in relations
with some stakeholders, ii) lack of networks and contacts with some stakeholders such as HEIs and iii) dificulties
in the identification of common goals, connected to social goals:
“With universities and public organizations, bureaucracy is difficult. What sentences should be included, who should
sign, how many copies should be signed, what annexes are still needed ... so I can say that everything that belongs
to the administrative bureaucracy is extremely slowing down the process.” (interview 11)
“We have good connections with our members, with local governments, HEI’s and business. I think that is going well.
Sometimes it takes longer to get one stakeholder on board a project, that can cause delays. So maybe trust is an issue
or just excessive paperwork and rules.” (interview 23)
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“We would like to work more closely together with HEIs, but these networks are still being established. For instance,
we already have organized workshops and presentations for student organizations at UNIVERSITY. We are open to
this, but we don’t have the resources to actively work on partnerships with HEIs.” (interview 12)
“To identify common goals and objectives for the communities.” (interview 13)
“I think the only strategic alliance we have that comes close to being for CSE reasons is with COMPANY. That
relationship is fine. I guess the problem is that we have a pretty niche expertise and market, so our other important
relationships are purely aimed at sustainability and being circular.” (interview 24)

MAIN REMARKS
Interviews with company managers
Several external organizations are involved in the company’s operations:
municipalities, national and regional public entities,
suppliers,
distribution and commercial agents, (…)
CHALLENGES:
Identification of common goals & shift attention from profit and revenue to fundamental values,
education, more social activities should be organized
Bureaucracy
Lack of contacts/networks

OBJECTIVE → Raise the level of community education in order to i) cultivate a motivated and responsible community with
a number of members, and ii) to improve the means of information exchange, validation and dissemination

Interviews with CSE experts
The data presented in this section is derived from a total of 16 interviews conducted with CSE experts from the
different EMBRACE partner’s countries. In all, 545 setences were analysed, encoded in 6 categories and 18
subcategories (graphic 14.). These categories were also based on the CSE definition and key-elements as in Austin
& Reficco (2009).
Graphic 14. Ranking of the categories attributed to the interviewees' statement (%)
Enable Environment
Corporate Social
Intrapreneur

26,24
31,56

Corporate Purpose: Valuebased organization
Value Creation and
Double Return

10,64

Co-generating value
11,93
Representations of CSE
Trainning/Education

11,19

8,44

The enable environment codes stands out with 31,56% of the total occurences (equivalent to 172 occurrences).
The categories that occurred the less were co-generating value (10,64% or 58 occurences) and corporate purpose:
value-based organisations (8,44% or 46 occurences).
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Hierarchy of themes: analysing what is important for each of the 5 categories
It’s possible to highlight the importance of issues regarding the category enable environment, which is presented
as a fundamental aspect for an CSE successful outcome (see Annex 7., figure 36.).
While recognizing this aspect as fundamental, an extract from the CSE expert interview 1 also highlights the
important role played by institutions in this process:
“there are plenty of complex factors that can be developed and put in place by the individual citizen, but this
information must be supported by institutions; therefore (there is) a synergy, in such a way that everyone feels part
of a community and it is also responsible for the sustainability of what the community does.” (interview 1)

Also, the category representations of CSE training and education programs seems to be understood as important.
It is possible to identify among the experts a distribution of the topics of interest throughout the subcategories:
-

-

-

In the enable environment category, the subcategories of greatest interest, given their frequencies,
are «differences between public and private sector», followed by «understanding of companies»,
«organisational practice» and ,less frequently, «challenges».
For the corporate social intrapreneur category, interest in the theme «organisational structures
(teams/departments)» stands out, followed by the theme «transformational change».
In the corporate purpose: value-based organisations category, the most frequent theme is
«instruments/activities».
Regarding the value creation and double return category, experts showed more interest in the
«companies value creation and double return» theme. A topic of interest in the co-generating value
category is «companies cooperation with stakeholders», with a frequency very close to the topic
«needs and gaps».
Regarding the topic representations of CSE training and education programs, the most
representative theme is «opportunities,» followed by the topic «attitudes towards the needs of
creation CSE Trainning and Education».

Through a complementary global perspective, a map of segmented codes was constructed to highlight the
13

predominance of the 6 categories and the frequency of their connections within the range of a paragraph (figure
9.).

13

While the proximity of the categories reflected in the maps indicates that there is a greater proximity between the codes
throughout the statements, the width of the lines reinforces the recurrence of these connections. Our analysis started from
the thematic area “CSE and key elements” proposed by Austin and Reficco (2009). In figure 12., the additional themes we
found in our interviews as grounded in the specific experience of our key informants are in reported in lowercase.
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Figure 9. Connection map between categories by a minimum frequency of 10 in an interval of 1 paragraph from
the analysis of the 10 interviewees discourses

As figure 9. shows, the participants' discourses are more expressive in relation to examples of organisational
practices and their examples. These themes refer to a strong entrenchment in companies and show a strong
relationship with the integration of social values and challenges. It seems that the global understanding of CSE
experts plays a role in identifying factors that lead to an integration of social and economic values.
The social values, alongside the environment surrounding organisations, are targets for deep critical reflection in
the CSE experts' discourse.
According to the CSE experts, the spread of the sense of responsibility and the need to share values, works as an
incentive for entrepeneurs to become more aware of the value of their resources and their role in the community:
“Nowadays emerging new businesses - which are created because of new understanding of social values. The big
change is observed during past 10-20 years” (interview 3)

The CSE expert (interview 4) reinforces the idea of the need to change the mindset when it comes to monetizing
social value, believing that it’s needed to raise awareness of social impact and as well the possibility of measuring
it and seeing it as something tangible can contribute to shifting attitudes
There is a weak link between institutions and the community – the theme in regards of the community and its
relation with organizations was mentioned generally when the challenges and gaps of CSE were approached.
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At the most superficial level of observation, the emphasis on the words SOCIAL and COMPANIES (figure 10.) is
evident, although although these terms need to be understood in context14:
Figure 10. Word Cloud of 16 interviewees discourses

According to figure 14., it appears to be evident that the interviewees highlights the need for companies to identify
potential opportunities for creating shared value and, therefore, for social innovation. It is important that
companies use i) their accumulated knowledge and the capacities and ii) the skills of their human resources.
Together, if there is an certain internal (support from the organisation, financial capacity) and external factors
(social and regulatory problems), CSE actions can be triggered.
However, the CSE experts highlight the need for companies to allocate their resources (human and financial) and
establish partnerships with organisations and/or institutions in the social sector. It is therefore, from their point
of view, a great challenge for managers to create and foster this socially innovative culture within their company
and to stimulate social intrapreneurs.
The role of the top management level or senior leadership of the companies also involves the identification of
their internal social intrapreneur and looking for ways to get involved in CSE actions. In other words, looking at
the surrounding reality and responding in a timely manner with practical and effective solutions. For instance,
they refer to the relevance of cooperation with companies and universities so that students acquire scientific
content knowledge and, simultaneously, are trained in inquiry skills and methods.

Category 1: Enabling environment
In Annex 4., figure 31., it’s presented the codes and sub-codes that were analysed to interpret the enabling
environment category.

14

Through a thematic content analysis, it was possible to transcend individual statements through the organization, coding,
categorization and inference of the contents regarding the 16 interviews in their contexts. We tried to identify nuclei of
meaning; whose similarities make up a set of expressions to be condensed into categories of analysis that refer to mental
models shared in the 16 interviews.
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The discourses of CSE experts confirm that the majority of the companies are working towards the integration of
economic and social values:
“If you mean that for profit organisations. Yes, in the main I do believe companies are working towards the integration
of economic and social values, certainly most of the large players in the market are in some respect. Many of today’s
workforce want to contribute to their communities or society so there is a push to do this and it isn’t all coming from
the organisation to make this happen.” (interview 1)
“Very much so. I think across a range of industries organisations are becoming more socially aware and see value in
their businesses giving back to the communities they are based but also looking at a bigger social landscape and
helping to address those disasters that occur, whether they are environmental or the result of human error. There
are two ways of looking at this. It's good for employees to see and be part of the not-for-profit part of the business.”
(interview 2)
“Nowadays emerging new businesses - which are created because of new understanding of social values. The big
change is observed during past 10-20 years.” (interview 3)
“Yes. More and more companies working towards CSE or CSR In the media, we can see the emergence of start-ups
and socially responsible businesses. I think it has more to do with the creation of new, innovative companies and the
change in public perception that results, and older companies must rethink their policies.” (interview 4)
“Yes. The answer is yes for several reasons. I will organize the answers by sources of value for companies: The first is
talent. Talent requires more purpose. There are studies that show this. Talent no longer conforms to the work of
survival. It is more than that: talent [person] is purpose and being willing to give up part of the salary to have more
purpose in your professional life. And so, it forces companies to take on these agendas.” (interview 14)

Reference to the so-called “structural” strategies is also present, although with less emphasis, as illustrated by
the following quotes. The interviewees point out the importance of the companies having a vision and strategy
aligned with the changes of the organisation structure and processes:
“It can be even harder in the “social good” space, where almost every goal or objective an organisation might tackle
has some form of value for society.” (interview 2)
“Social organisation only exist because there is a social problem. The best thing that could happen, if the organisation
is coherent with its mission, is to stop existing. Because then the social problem also ceases to exist.” (interview 13)

The CSE experts insist on the need to keep entrepreneurial culture, promoting internal synergies in the
organisation’s decision-making processes, as it plays an important role in continuing the process of transition
initiated over the years. This seems to prevail especially in the vision of the CSE expert interview 1, as illustrated
in the following extract:
“This programme provides our employees with high quality leadership development while delivering cutting edge
problem solving for communities and organisations in emerging markets. Employees are empowered as global
citizens as they join colleagues from across the globe with a range of different skills in an emerging market to
implement community-driven economic development projects operating at the intersection of business, technology,
and society. Each employee gains insights into the use of technology, project management, governance and market
intelligence that they can bring back to their day job.” (interview 1)

The CSE experts have divergent opinions related to the company’s efforts or interests regarding the integration
of social and economic values in their practices. Some challenges are mentioned – namely i) goals and objetives
that the company must define, ii) internal resistance to adopt CSE practices, iii) lack of resources, iv)
communication of CSE practices, v) need to change mindsets - as illustrated by the extracts reported below:
“Deciding what projects to do is probably the biggest challenge. Almost all of the projects that are submitted to us
for support are worthy of being addressed, however, it is impossible to do all of them and for some time we selected
projects where we believed we could really make an impact, but also ones that required us to innovate and do
something novel.” (interview 1)
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“It can be even harder in the “social good” space, where almost every goal or objective an organisation might tackle
has some form of value for society.” (interview 2)
“In many cases behavioural changes necessary and employee resistance is quite common (The initiative may not be
supported). Sometimes there are requirement for suppliers and business partners to adhere to some standard of
social behaviour. Attitudes, norms, and sustainability.” (interview 3)
“Corporate self-awareness, which can be divided into two main aspects - legal regulation and social responsibility. In
the first case, compliance with legal norms becomes apparent, which is not related to the existing social
responsibility.” (interview 4)
"I think the most important thing is the workforce. They can't find people who can do the jobs that these
entrepreneurs or companies put on the job market.(…) And then, people who are proactive, who are able to work,
who are prepared to do those jobs are not in the country.” (interview 9)
“it is very difficult to step outside this paradigm of economic growth and look at something else when you are very
focused only on making more money (…)” (interview 10)
“To communicate the benefits of integrating social values. First, it means to invest. It is an issue of change
management. People first are averse towards change – even if it means added social value.” (interview 11)
“It is easier for start-ups. As traditional companies have the difficulty of changing their status-quo: You cannot
maximize on social AND economic impact. It is mutually exclusive.” (interview 12)
“People either try to think too much out of the box, which means that they make it too complicated or they think
sectorally which makes it too narrow. Both, in the end, don’t allow you to deal with the real complexity. Once people
understand the approach that is needed, which takes a lot of time, there is always the question of time and money.”
(interview 16)
“Company-wide - must have financial capabilities. Small businesses do not always have such funds.” (interview 3)
“I think an important obstacle is the lack of real partners who do not come from the corporate area (…) At the
moment, a major obstacle I see is this competition for real ideas and resources and the lack of dialogue. So, we do
not work together, but we work somehow in a pioneering and unique regime.” (interview 9)

Differences in public and private organizations
Some CSE experts emphasized the differences between the public and private sectors. Nevertheless, some of the
visions are contradictory.
1)

Reasons to use social values and CSE practices

“I believe that the social responsibility of private companies stems more from inside and is linked to the company’s
policy of success, while Public organisations pursues its policy in accordance with international standards, obligations,
conventions and so on.” (interview 4)
“Yes. [public and private organizations] (...) are very different indeed. So how do I feel: I feel - and I refer to our
experience with the organisations we work with - that public companies take this as an important point in their
strategy for accountability” (interview 16).
“I think the difference is given by the market. The public sector does not have a market. It is in no way forced to
integrate these values. It is a matter that is very determined in time” (interview 9)
““I think in general the private sector tends to create more innovative and far reaching programmes. Also, the
motivations may be slightly different in terms of what the institution gets back. So, for the corporate it is about what
it cab give back to the community and society but also about the benefits resulting from social engagement and
wanting to develop trust and transparent relations with its employees and external clients and suppliers. It can be
about being seen as a responsible organisation and partner. For the public sector the motivations can be different
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and focused on establishing the conditions for investment and business development or simply to attract industry to
a specific area. It can also be related to ensuring that funds allocated to the public body are spent effectively for the
maximum benefit to the society.” (interview 1).

The interviewee 7, believes that the public sector's approach is global: it’s decided which problems are urgent,
according to how they affect people, not focusing only one issue. The interviewee 7 add to this these thoughts
that in the private sector it’s different, once the objectives they decide to work towards are specific to their area
of interest, which are linked to the benefits they will have.
2)

CSR strategies adopted

“If you mean with regard to corporate social responsibility, I think in general the private sector tends to create more
innovative and far reaching programmes. (…)” (interview 1)

Nevertheless, both organizations implement CSR activities:
“I think both public and private sector organisations are now more socially aware, and both are implementing
programmes in the CSR space”. (interview 2)

3)

Resources allocated

“Now I think organisations that are more aware, have fewer resources. At least of the knowledge that we have had.
In other words, the private sector is much more able to take money, and instead of giving, for example, 50,000 euros
to appear at a football match break, perhaps with that money it could have a transformational impact on an
organisation or a project; while in the public, I believe that the desire is there, but I believe that there is some difficulty
in capturing it ” (interview 15).
“The difference is probably that those larger private sector organisations can do bigger projects that go beyond their
own borders, they can be global. can be globally focused.” (interview 2)

4)

Timing

“Public enterprises, especially government, are very slow to move and need to go through a lot of red tape to get
somewhere. Private enterprises are more flexible in that sense, but they may be too oriented on short term profits.
In the end it depends more on the person in charge and what they believe in. If the boss, mayor, minister etc. thinks
something is important it will start to happen” (interview 16)

5)

Scope of the public and private organizations work

Some experts referred that although they had not worked much with the public sector (but with local councils
and international bodies), the public sector's approach is more global, dealing with large-scale problems and
trying to solve the problems that arise.
One CSE experts refered that public organizations are less independent and deal, oftenly, with more bureaucracy:
“Private organisations have more license to make a change quickly. Public organisations have to deal with more
prominent stakeholders and often more bureaucracy. But in a private organisation the boss can say something needs
to happen and it then trickles down. This also means that if they boss doesn’t want to change it can be stagnant very
long, however. And of course, public enterprises are also very dependent on the stakeholders. I think in the end there
is more difference due to the company structure, which does tend to be influenced by being public or private”
(interview 15)

Challenges of the public sector companies
In line with this point of view is the opinion of the CSE expert in interview 8, that points out that public sector
companies have some difficulties.
“The first of these difficulties, is the political component they carry. In other words, every four years there are changes
in the management of their companies in accordance with the democratic cycles. This means that the managers who
change in each cycle (in general, although not all of them) think that everything that went before was wrong, they
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erase it and start from scratch. This, after many years, creates a kind of culture of acting in short periods, so that
long-term initiatives are not usually considered so much, leading to more erratic behaviour in this type of company.
However, intrapreneurs within public companies do exist and he has worked with some initiatives.
Although obviously the way public money is invested and justified has other paths or different ways of being spent.
They are indeed focused on value creation but are exposed to continuous auditing, so these mechanisms within public
administration inhibit exploration in other areas. There is a concept that is working very well in the private sector but
is difficult to see in the public sector. It is the concept of the "Corporate Hacker" - people who, when they start up,
are responsible for making the structure crack. These people have the mission of (sometimes coordinated from
management and sometimes not) breaking things down. In the public sector, it is more difficult to break these things
culturally and in terms of norms and rules. In the private administration, the management chooses to break
bureaucracy and internal structure, to question everything. The decision is made to adopt frameworks of agile
methodologies such as design thinking, lean start-up, scrum. These methods call internal processes into question and
everything is rewritten.” (interview 8)

MAIN REMARKS
Interviews with CSE experts:
-

1. Are the companies working towards the integration of social and economic values?
In general, some work is done regarding the integration of social and economic values.
The awareness is steadily increasing. Some companies are early movers, others have not put it into their agendas.

-

1.1. Main Reasons to integrate social and economic values
Talent
Good will society of the companies themselves; therefore, the alignment with sustainable development goals
Sustainability
Greater purpose

3.

Main challenges pinpointed by CSE experts:

-

Impossibility of maximizing on social AND
economic impact. It is mutually exclusive.
Lack of financial resources that could serve
as resources for social organisations.
Need to have more capacity for strategic
reflection
Difficulties regarding the context complexity
Deciding what projects to do
Determining the real value of the objective
and of the outcome to be achieved

-

-

Complexity of the legal regulation and social
responsibility
Existence of workforce to implemente such
practices
Need to define business opportunities
Need to be able of communicating the benefits of
integrating social values.

Category 2: Corporate Social Intrapreneur
In Annex 4., figure 32., the codes and sub-codes that were analysed to interpret the category of corporate social
intrapreneur are presented. In the discourse of some CSE experts, there is a belief that innovation promotes
transformational change. In other words, some extracts emphasize the existence of individuals or innovative
actions carried by individuals that promote internal transformation:
“And this contaminates the culture: then people will see other problems of a different nature and turn them into
business opportunities. That's what happened at COMPANY (...) But first you have to take this step: these people
[intrapreneurs] have that role. To trigger this from these reflective and then intervening processes” (interview 14)
“In our case yes, we are innovating when we create solutions for our social clients. There are a number of reasons
for this. If a solution already exists, then we would just provide that technology to the client. In taking on the projects
we take on, it is about creating something new and giving the team the opportunity to define with the client what
the solution needs to accomplish and the technologies that will most effectively meet the clients need”
(…)
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“Creating innovative solutions for the client does bring transformational change for the organisation. One of the most
obvious ways we see this is in the positive impact on employee morale. Providing solutions that solve a societal
challenge makes employees feel proud of the organisation they work for, and when those solutions are novel or
innovative” (interview 1).

It became evident in one interview, that there is strating to existe some CSIntrapreneurs as «innovators looking
for disruptive solutions through the use of new resources, configurations, actions and new relationships» (Austin
and Reficco, 2009):
"Getting a structure in place that works took some trial and error. Initially when we selected the projects that we
wanted to work on we sourced employees to work on these from across the organisation freeing up some blocks of
time in their schedules – but somehow there was always some level of pullback from the team they belonged to. They
were often needed for a client or due to a change in plans or some unexpected activity. Today we have dedicated
teams to work on the CSR projects" (interview 11).
“COMPANY does a very reactive service: it goes there, cuts the electricity, has increased costs, has to supervise the
communities, has difficulties to enter. Then someone remembered: this could be an opportunity. For us to reinforce
our weight here in these communities, reduce the damage and avoid deaths (…) This person is very important because
he identifies this opportunity and basically reverses the logic of action” (interview 14).
“Most organisations have diverse teams and apply some form of employee volunteering and are implementing
different environmental programmes/policies at a minimum” (interview 2)

MAIN REMARKS
Are companies creating teams or a department to foster CSE activities?
-

Although it’s not recognized as CSE, some companies have actors or teams (sustainability officer, innovation
managers, etc) responsible for the design and implementation of such practices.

Are companies using innovation in order to achieve advanced CSE practices?
-

Some organisations that have CSE at their core might be innovative either in their core business or in their way of
operating, but it is not a condition.

Category 3: Corporate purpose | value-based organisations
In Annex 4., figure 33., the code segments which are aligned with the expert’s discourse are presented.
According to the experts interviewees, there are many instruments and activities that that facilitate the creation
of social values, described below:
“There are a number of activities that create social value that can be seen by the organisation, the social enterprise
and society in general. The most obvious are activities that have a positive impact on the environment - conserving
resources, limiting waste, and moving to environmentally friendly methods of production and consumption” (…)
Investing in education for those marginalized in society or those with less access to education is another way of
creating social value that is visible” (interview 1)
“The most obvious ones are environmental as these initiatives are operated at a global level but also at a local level.
Everything from how we recycle, manage emissions, and conserve power at our plants and offices globally to
recycling and no longer using disposable cups and cutlery at our offices, these activities are experienced at an
individual level in each of our locations” (interview 2)
“Communication within the company that contributes to awareness and image formation.” (interview 3)
“There could be public KPIs and measure the achievement of goals (Ecological, Sustainability, Responsibility). Plans
expressed strongly and loudly. Profit-People-Planet. For awareness to grow and for accountability. If it becomes a
habit – than social impact reports should appear.” (interview 3)
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“I think there are two: on the one hand it is the instrument of engagement - to ask those on whom I have an impact
with my activity, external to the company, what their expectations are. And I think this is a tool that helps me really
take the pulse of the situation and adapt my strategy. And on the other hand it is reporting: if it's done well and it's
a communication effort based on who and what we've done and what we have left to do, for better or worse, I think
it builds credibility and visibility.” (interview 9)
“Well, in first place, a good practice is to give to your employee some paid time to dedicate for intrapreneurship. I
mean, I don't know, 20 hours out of those 50 paid hours a week, to dedicate to such a cause, such an initiative, to
spend on intrapreneurship.” (interview 10)
“Certifications, awards.” (interview 11)
“Scoring, which is a benchmarking mechanism, and you can see the time change in the score. Acquiring
certifications.” (interview 12)
“To measure... more agile instruments to clearly position why the organisation exists, does and needs. And so the
citizen can help in a clearer, more coherent and more informed way - instead of donating something to an
organisation because it has better videos, because "my father already donated to that one, I am giving money but
maybe they need other resources". (interview 13)
“I think it was these two: the ability to measure why the organisation helps and what it does, and communication,
so that the organisation is clearer about what it needs and how individuals can help.” (interview 13).

However, the interviewees identifie challenges in the implementation of these instruments and activities: i) size
of the organization, ii) number of projects, iii) maturity of the organization, iv) defining the target-audiences of
the activities…
“As a global company with hundreds of sites across the globe, we would need to implement a range of activities /
initiatives across all of our sites. These activities could range from looking at how we conduct our business across all
parts of our business (…) Once we start to look at this we would need to look at our supply chain for energy,
educational campaigns for our employees so that they become bought in and get onboard with whatever
programmes we put in place in each location” (interview 1).
“The main challenges is managing so many projects globally and often determining where best to focus your efforts
for the maximum benefit” (interview 2).
“Maturity of organisation” (interview 3).
“When working in the field of the most vulnerable groups of the society, I think that civil servants would be especially
helped by real work, meetings or seminars with those groups of the society, because in this case we do not know
those groups or know where they live. I think this is a problem for many civil servants” (interview 4).
“So (...) I think organisations need two things, which I don't know if it is the same. They need to be able to
communicate - here it's not having the website and the Annual Report available (but now it's even the other way
around: who doesn't have it doesn't exist anymore or it's dangerous. What used to be great advice, now it's normal).
Here I say to communicate in a more "responsive" way, that is, "what does my organisation need? - beyond the
mission, beyond history, does this - but "what do I need? We have already done this, in a pilot project, and we are
going to take this to a larger answer that is: to know the social responses to the most relevant problems of (...) and
to see the more or less entrepreneurial, more or less traditional social responses. And we are getting to know each
one of them, and we are making videos of it: what the organisation is, what it does, containing a short interview with
the director of the company, with the employee and with a beneficiary, and knowing above all, answering with just
three words to the question "what do you need? And if it is "do you need more volunteers? Then we make videos of
5 or 6 minutes to show the answers that exist and keep the chess pieces on the table. (...) It's increasing the level of
communication so that people stop looking at social responses and start looking at the social problem. (...) I think
this is one of the first points. On the other hand, it is to have more agile tools” (interview 13).

A more reflexive discourse was retrieved and some stigma around these themes was focused:
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“Well, first I believe that there is a fear somehow that any attention deficit from the economic growth towards the
social impact that affects economic growth, actually. That if you take your eyes off it, if you take your eyes off the
money, practically if you only look towards social impact, that will have an economic cost, when actually corporate
social entrepreneurship is about disruptive changes that actually produce new opportunities which produce new
money. Practically, there is a great deal of reluctance, a great fear to let go of the precious” (interview 10).
“Established companies: “sacrificing” return. Accusation of green washing” “(interview 12).

MAIN REMARKS

Interviews with CSE experts:
Instruments & activities to implement CSE should:
-

Reflect what the society need/ ask to the society what it’s needed
Have an effective communication towards the ones affected
Build credibility and be visible

Could be recognized and accessible to all as: public KPIs or other forms of reporting, certification, awards
Main challenges in the implementation of instruments/activities are related to i) size of the organization, ii) number of
projects, iii) maturity of the organization, iv) defining the target-audiences of the activities…

Category 4: value creation and double return
Social and economic values among transparent accountability and accessible to all internal and external
stakeholders was a general understanding of the expert’s discourse in this category (Annex 4., figure 34.).
Some companies were refered as good organizations that create value and promote double return, by the CSE
experts:
“Marketing mantra – create, communicate and deliver value at a profit for target audience at a profit (two goals are
the needs of the customers, and at the same time satisfy shareholders). At this point, to stakeholders need should be
added - meeting the values and needs of society.” (interview 3)
“If you buy a bottle of Bucovina water, we give money to repair the monasteries in Bucovina. It's a cost you and I
incur: you buy my product, so you help me give x% of the price of the product you bought to a cause that bothers
both of us.” (interview 9)
“Good examples are those from AAA (10:22) when they saw that their business isn’t working properly, and were close
to bankruptcy, they shifted and now they are making products… with which they develop social dwellings. And
instantly, this thing is working very good for them.” (interview 10)
“We have just implemented the “energy scouts” – trainees who develop innovative change or amend processes in
order to save energy. They went back to their companies and implemented it. Few companies are trying to put
“energy scouts” into practice permanently.” (interview 11)
“I can remember several examples, although COMPANY is a good example. I don't know if they do this because of
the double value or if they do it because they are like this, as people and leaders. So is the organisation. That's just
the way it is.” (interview 13)
“COMPANY is doing this very well. (...) They have a programme called Energizing. We [COMPANY] facilitate a part of
this programme. And basically, it's a programme for what they think are promising young from the organisation those who may one day have a leadership position within the company. It's a two-year program in which they develop
a project (…) There are international examples... Unilever... Ben &Jerry is also a good example: they are B-Corp
certified. I think Jerónimo Martins is starting but it is still embryonic” (interview 14)
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“Tony Chocolonely is a good example. They make chocolate and have transformed the value chain for doing so. They
pay the farmers much more than competitors. They also support the farmers with expanding and professionalizing
their businesses. In the end their chocolate is a bit more expensive, but it is very popular. Their mission is very clear
and well understood by consumers.” (interview 15)
“Smart business models. A business needs to be built to generate economic and societal profits. Or it needs to be
transformed to be able to do so. It can be very simple at level like a farmer changing from dairy to beans. Dairy needs
cows which causes greenhouse gas emissions. Beans are vegan and healthy and give less emissions in the production
process than keeping cattle. So, this transformation is essentially making the farmer make a profit and be more
sustainable.” (interview 16).
“There are a few areas where double return can be seen. When we invest in programmes that further education we
are investing in our and other organisation’s economic growth by co-creating the future workforce” (interview 2)

According to Kummar (2015) “The creation of value is fundamental for the existence of a company” (p. 15). The
following statements highlight the importance of value for the organizations themselves:
“There is also the fact that our employees who work on social programmes gain as much from these if not more than
they give. There is a deepening of skills and it broadens their outlook and perspective. It also creates a social conscious
in the organisation.” (interview 1)
“So (...) I think organisations need two things, which I don't know if it is the same. They need to be able to
communicate - here it's not having the website and the Annual Report available (but now it's even the other way
around: who doesn't have it doesn't exist anymore or it's dangerous. What used to be great advice, now it's normal).
Here I say to communicate in a more "responsive" way, that is, "what does my organisation need? - beyond the
mission, beyond history, does this - but "what do I need?” (interview 13)

Social value is created when resources, processes and actions are combined to bring about improvements in the
living conditions of individuals and in society in general (Porter and Kramer 2011). The experts 'discourse
emphasizes that organisations' produce daily a considerable amount of social value every day that must be
measured. However, it is agreed that the complexity of measuring social value is due to the nature of the social
phenomenon:
“Social value is harder to measure, we are used to measuring our outputs. So, either we need to accept that you
can’t quantify everything, or you need to find a way to quantify” (interview 15)

It is essential to outline strategies for measuring and quantifying the social value generated since it i) allows
greater management capacity for the organisation and/or those responsible for projects, ii) demonstrates the
impacts that have the objective of creating social value and social return.

From an institutional point of view, what allows us to conceive actions in social innovation processes is their
legitimacy, so the experts mentioned the importance that the managers of the organisations must have in relation
to the perception of the indicators that allow them to credit and legitimize the projects. Based on the discourse
of the CSE experts, a set of needs and gaps regarding the «value creation and double return» was identified:
“The main gaps are probably more in the area of validating that there is a return to the organisation and not just to
the recipient of our solution or the support we have provided.” (interview 2)
“Every time something has been regulated, it has been poorly regulated, because things are far too complex for a
legislator, which may be very well-intentioned, but does not have all the data and does not have time to find out
what things look like now, to make a really helpful regulation. He should do a whole campaign asking big companies
and entrepreneurs and clients and NGOs, which, let's be serious, didn't happen on the education law, it won't happen
now.” (interview 9)
“Motivation, main purpose of companies, structure and culture of companies.” (interview 12)
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Finding indicators to measure social value is a difficult task, since there is a lack of laws and regulations in the
social field, there is a subjectivity of opinions about the desired result. The priorities also diverge, and it is not
possible to estimate the duration of the social value generated a priori. Despite those challenges’, experts
identified examples of companies and initiatives/programmes that improve value and double return as mentioned
before.

MAIN REMARKS

Interviews with CSE experts:
Needs & Gaps
-

Validation that there is a return to the organisation
Motivation
Main purpose of companies as well their structure and culture of companies
Internal driver

- Business strategy
- Corporate culture
- Profitability
- Environmental commitments and climate change adaptation

External driver

- Competitiveness
- Compliance
- Social commitments and engagement

Connecting driver

- Social licence to operate
- Reputation, commitments and repositioning

Category 5: co-generating value
In Annex 4., figure 35., it’s showed the categories and subcategories under analysis to understand what the main
strategies and actions that companies can perform or implement with stakeholders in order to optimize their
social impact.
The stakeholders are a crucial part of the strategies and actions of the companies:
“I think the best strategy is partnerships with stakeholders whether they are clients, business partners or the not for
profits we are working with. What has worked best for us is when all parties feel they are in this together. We are all
bought in and we will do whatever we can to make the project or activity a success.” (interview 1)

Some strategies to foster this co-work, co-generating value, and identification of good partnerships are
mentioned:
“Overall, organisations need to really look outward and consult with those on whom they want to make an impact.
What do these stakeholders really need? What is the root cause of this problem? Which stakeholders are also
involved, etc. Just as in research, they first need to fully understand the problem before they can start to come up
with a solution.” (interview 15)
“By forming working groups, identifying them, their concerns and needs and seeing how I, as a company, could
collaborate with these stakeholders on a specific issue or as a whole, so that they feel that I am involved and
committed. If both parties perceive the involvement and commitment, a friendly climate is created that favours
collaborations.” (interview 6)
“I believe it is important to realize as a company the impact you currently have, try to take with your stakeholders to
see how you can model it and then see what changes you can enact and what new opportunities can emerge out of
these things in order to identify the impact you want to address and take up in your vision.” (interview 10)
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CSE expert 8 provides some insights in order to improve the co-generating value and impact within the
stakeholders:
(i) “Have an Observatory with people who are dedicated to observing and telling what is going on. Have
mechanisms that encourage the exchange of information to see what others are doing.
(ii) Create contracts or framework agreements between companies, start-ups, corporations, or public
companies, outside the corporate context. This cannot be done through purchases, but rather through
the management or attached areas close to the management creating these agreements so that the
process flows and does not come to a standstill at any department or management level.
(iii) When we carry out social initiative programmes, we bring together several very different stakeholders
and that is why we have to bring them together under the same mandate or management committee.
They have to be people who are legitimised to make decisions and promote concrete actions. In other
words, a rapid action group that does not require continuous reporting of decisions.”

On the «co-generation of value» with stakeholders a set of difficulties and challenges was mentioned. These
challenges include i) the need of clearer KPIs and measurement tools, ii) lack of (knowing) strategies to involve
and engage the stakeholders in the social impact operations of the company, iii) lack of collaborations between
institutions, iv) to meet the expectations of both parties:
There is a need of “The emergence of an informal common framework and clearer indicators of KPIs, which would
make it possible to measure changes in performance and facilitate cooperation in the exchange of information,
benchmarking oneself and others, would encourage people to focus on social entrepreneurship” (interview 3)
“it is a challenge to really know who to involve or encourage within your own workers. There are problems when it
comes to including external agents, because they do not have well defined needs, or because they do not know how
to include them in the process or do not have the time to do so. Normally, large companies tend to have a fast pace
at which to reach out. The difficult thing is that this type of innovation process, which requires a study of reality in
order to include the appropriate actors, takes time, requires a more leisurely pace of work and thinking in the long
term. Either companies understand this, or it cannot be done” (interview 7)
“I think we need a collaboration ... I hate this word, but I don't have another, intersectoral one, meaning to
understand that if I know how to make money, I don't necessarily know how to study social issues and understand
how to act in this area. So, I need the sociology departments of the faculties, I need the minds of sociologists and
researchers, I need studies to show me where the problem comes from and where it is going. I also need the input of
those who work in the community on the issue” (interview 9).
“I think the main needs are: an ability to meet performance/delivery expectations. If a formal or informal partnership
is formed, both parties need to deliver on their agreed commitments. A clear set of goals with associated timelines
and committed resources. Partner compatibility is also important. Both need to feel that they trust the other partner
and that they are comfortable working with them. For both partners there needs to be an understanding of the value
the partnership will bring”. (interview 1)

The CSE expert interviewee 5, has a more critical opinion. The interviewee 5 states that the companies are not
always the ones who are resisting. According to the interview statements, there are biases or preconceived ideas
about corporations and the business world. That one of the main reasons that companies’ actors believe that
many people from the third sector must open their minds and be willing to collaborate. Furthermore, the public
administration also has to open up, as (i) it is the most rigid player existing and (ii) it has very bureaucratic channels
and prevents companies from approaching it because of these different operating mechanisms. Once these
agents are so different, it is usually complicated to collaborate, although there is a need to do it. The interviewee
5 believes that it is an enormous challenge to create spaces where it is possible to experiment with collaborative
systems.
The interview 5 perspective contradicts the following:
“The corporate managers have to see the opportunity CSE has and they have to make a substantial effort in taking
this mindset to the employees – making the win-win situation visible” (interview 11) and “Become a part of corporate
social responsibility” (interview 12).
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MAIN REMARKS

Interviews with CSE experts:

Strategies and actions companies can perform/ implement with its stakeholders in order to optimize their social impact:
Look outward and consult with those on whom they want to make an impact & Fully understand the problem before
they can start to come up with a solution
-

What do these stakeholders really need?
What is the root cause of this problem?
Which stakeholders are also involved?

Needs & Gaps
The challenges include i) the need of clearer KPIs and measurement tools, ii) lack of (knowing) strategies to involve and
engage the stakeholders in the social impact operations of the company, iii) lack of collaborations between institutions, iv)
to meet the expectations of both parties
Companies need to work together will all quadruple helix partners: Government, Research and Education, Industry and
lastly Society.
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3.2.2. Good practices: ways of doing
Quantifying and categorizing the CSE practices inside the companies
Desk Research | Axis 1
A content analysis15 was made in order to identify which values are present on the mission, vision and values of
each the 75 organisations, according to their institutional website.
Through a first analysis, iwhat was considered was the amount of times (total) that the values were recognised in
the missions/vision/values of the organizations, as per graphic 15.
Graphic 15. Total identification of values in the organizations mission & vision & values (No.) *
65
51

17

Social values

Economic values

Enviromental values

*One organization’ information is missing. This analysis considers 74 (of 75) organizations.

Analysing that information, collected from 74 enterprises, it’s possible to notice that:
- the social value was the one identified the most (64 times) in all the companies’ missions/values/vision;
- the environmental value was, in total, the least contemplated (17 times). It’s important to highlight that most of
the companies that use this value in their mission and/or values, are companies whose activity is directly related
with the environment;
- the economic value was identified 48 times in the companies’ mission/values/vision.

A second scrutiny was made regarding the values expressed by the different organizations (table 14.). Proceeding
to a cross analysis, intersecting the presence of the values in the 74 organizations’ mission/vision/values, we
counted how many companies include (i) social, economic and environmental values, (ii) social and economic
values, (iii) social and environmental values, (iv) economic and environmental values, (v) only social value, (vi) only
economic value and (vii) only environmental value in their mission/vision/values.
Table 14. Cross-analysis regarding the values identified on the organizations *

15

The concepts used to identify social values were, for example, social business, social impact, honest/fair/good/ethic business,
activities or practices; local communities; society; wellbeing; humane; integrity; teamwork, among others.
For the identification of environmental values – despite the fact that it is interrelated with social values – the words
environment, environmentally friendly, environment sustainable development, environmental protection, energy, and so on,
were mainly used. The words used to identify economic values, for instance were, economy, economic impact/development,
banking, advance/develop the industry…
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VALUES
Social
Economic
Environmental

Social
14
36
8

Economic
36
7
1

Social & economic &
environmental

Environmental
8
1
1

7

*One organization’ information is missing. We have analyzed 74 (of 75) organizations.

As presented in table 14., including both social value & economic value was the strategy most adopted to present
the companies mission and/or vision and/or values (identified 36 times). On the opposite, there is just two (2)
organisations that use, respectively, environmental value & economic value and only environmental value.
Considering the presence of the three different values, social & economic & environmental, in the
missions/vision/values, it was possible to count 7 organisations.

Desk Research | Axis 1:

INTERESTING
FACTS

In the organization’s missions and/or values…
-

The words «innovation(s)», «innovative», «innovators», «innovating» were used 33 times
The word «social» was used 20 times
The word «intrapreneurship» was used 1 time
The word «circular economy» was used 1 time
New concepts and words were also used by the companies, such as «fairstainability».

MAIN
REMARKS

Desk Research | Axis 1:
Of the seven enterprises that present both social & economic & environmental values in their
mission/vision/values, it is possible to highlight that 6 are private organizations, configured as private
limited companies. The business model adopted by this companies is mainly corporate business model (5)
but there is one that adopts a corporate and social business model.
Also, one of these companies is a non-profit association that adopted a social business model.

Considering that the primary goal of this Deliverable 7. was to analyse the CSE practices developed currently by
the organizations, the partners collected more than 600 practices. Note, these practices were collected during
the Phase 1 | Desk Research | Axis 1: 5 to 10 national enterprises and/or organisations with a transversal approach
of CSE) and retrieved from the organizations’ official websites.
We have categorized the different CSE practices according to the proposal of Austin and Reficco (2009) (table 5.)
about 676 practices were analysed regarding the Desk Research | Axis 1. We obtained the results below:
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Graphic 16. Identification of the five key-elements (Austin and Reficco, 2009) in the organizations present on the
Desk Research (%)
Enabling environment
Corporate social intrapreneur

20,6

15,7
16,9

Corporate purpose: valuesbased organizations

17,5

Value creation and double
return

29,4

Co-generating value

The percentage of CSE key-elements identified in the organizations’ practices is quite balanced. The corporate
purpose: values-based organizations was, globally, the one identified the most: 29,4% of the 75 companies
present some practices that fit into this key-element. The key-element identified the least was the enabling
environment, where 15,7% of the 75 organizations produce CSE practices embedded in it.

After the presentation of the global status regarding the CSE practices per key-element, developed by the 75
companies, we now proceed to a more in-depth analysis. We studied the different sub-dimensions that compose
each 5 key-element (as per table 5.), according to Austin and Reficco (2009) and bearing in mind the definition of
CSE proposed by the EMBRACE partners (EMBRACE, 2020).
After the analysis of the identified 676 CSE practices per factor, we also classified the practices according to their
scope (internal, external or mixed) and typology (strategy or model adopted, norm, activity, tool…).
In Annex 5. it’s possible to find the complete categorization according to:
(i)

the 5 key-elements proposed by Austin and Reficco (2009) and respective subdimension

(ii)

scope of the practices (internal or external); that is, who produces and for whom are the practices
developed

(iii)

and type of practices (activity, model or strategy adopted, norms, tools, other)

The summarized results are presented in the following tables, in the next pages: table 15., table 16., table 17.,
table 18. and table 19.
Nonetheless, we highlight that some of the practices identified fit only partially in the sub-dimensions, for each
of the 5 key-elements (defined by Austin and Reficco, 2009). For instance, the sub-dimension «establishment of
strategic alliances to create innovative solutions to solve economic and social problems and to promote the
success of emerging innovative business strategies», inserted on the key-element co-generating value, is not fully
identified. In other words: some of the companies do have a practice that establishes strategic alliances and create
innovative solution to solve economic and social problems but those practices do not promote the success of
emerging innovative business strategies. We also add that, in this key-element, the sub-dimension «engagement
in operations/activities/etc with external stakeholders in order to create social impact» refers mainly to the fact
that those external stakeholders (ex.: society, social groups, communities…) are the ones benefiting from the
organization’s operations/activities/etc.
Another example is the sub-dimension «optimization of returns to stakeholders and other external actors affected
by it», inserted in the key-element value creation and double return. Some organizations do optimize returns to
their internal or external stakeholders; however, these stakeholders aren’t necessarily affected by the
organizations’ activity or operations.
Corporate Social Entrepreneurship Curriculum (EMBRACE) Project No: 612464-EPP-1-2019-1-IE-EPPKA2-KA

Page 65 of 115

Table 15. Enabling environment: summarized results of the Desk Research | Axis 1
Sub-dimension

No.

i) entrepreneurial mindset and entrepreneurial
environment enabling fundamental organizational
transformation;
ii) vision and strategy of the company aligned with
the changes of the organization’ structure and
processes;
iii)
articulation
between
performance
measurement indicators for the economic and
social value generated and the incentive and
reward system;
iv) entrepreneurial culture promoting internal
synergies in the organization’ decision-making
processes;
v) dissemination of organizational values in the
different units and their integration into the
organization internal processes.
Total

21

19

Categorization of the CSE practices
(maximum versus minimum)
Scope:
- internal (83 practices)
- external (3 practices)

2

4

Type:
- activities (54 practices)
- norms (1 practice)
- tools (0 practices)
- other (0 practices)

60
106

Table 16. Corporate Social Intrapreneur: summarized results of the Desk Research | Axis 1
Sub-dimension
i) coexistence of social entrepreneur and corporate entrepreneur traits;
ii) existence of individuals aiming to foster and bring internal
transformation through the use of innovation in order to achieve
advanced CSR forms;
iii) existence of individuals advocating the integration of social and
business values;
iv) existence of good communicators externally and internally in order
to show how changes and social action are fundamental for their needs
and interests;
v) active listeners of their stakeholders;
vi) innovators seeking for disruptive solutions through the use of new
resources, configurations, actions and relationships;
vii) catalysts for changes, motivating and creating synergies in the work
of others;
viii) coordinators are able to manage the internal and external
boundaries to align interests and incentives;
ix) contributors who support the success of others;
x) calculators as they are cost-conscious and mindful of the bottom
line.
Total

No.
13
8

Categorization of the
CSE practices
(maximum versus
minimum)

15
2
14

Scope:
external
practices)
internal
practices)

(11

24
24
4
9

Type:
- model or strategy
adopted
(53
practices)
- tool (1 practice)

1
114
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(70

Table 17. Corporate purpose | values-based organization: summarized results of the Desk Research | Axis 1
Sub-dimension
i) social values as structural of the
organization identity;
ii)
sustainable ethical actions and
innovative and disruptive solutions;
iii) creation of social and economic value
as well environmental value (double or
triple bottom line);
iv) compliance with the law at the same
time that set new standards;
v) sharing values within the organization
to promote work across departmental
lines.
Total

No.

Categorization of the CSE practices (maximum
versus minimum)

61

Scope:
- mixed (105 practices)
- external (70 practices)

13
45

Type:
- activity (72 practices)
- tool (7 practices)
- other (0 practices)

68
12
199

Table 18. Value creation and double return: summarized results of the Desk Research | Axis 1
Sub-dimension

Categorization of the CSE practices (maximum versus
minimum)

i) optimization of returns to
stakeholders and other external
actors affected by it;
ii) social and economic values
among transparent accountability
and accessible to all internal and
external stakeholders;
iii) returns complementary and
synergistic
rather
than
competitive.

Scope:
- mixed (53 practices)
- internal (32 practices)
Type:
- activity (69 practices)
- norms (2 practices)
- other (0 practices)

Total

No.
87

22

9
118

Table 19. Co-generating value: summarized results of the Desk Research | Axis 1
Sub-dimension
i) collaboration with external organizations;
ii) establishment of strategic alliances to
create innovative solutions to solve economic
and social problems and to promote the
success of emerging innovative business
strategies;
iii) corporate social intrapreneurs and
entrepreneurs leverage the resources outside
their direct control;
iv) engagement in operations/activities/etc
with external stakeholders in order to create
social impact.
Total

No.
41

29

0

69

Categorization of the CSE practices (maximum
versus minimum)
Scope:
- external (87 practices)
- internal (9 practices)
Type:
- activity (133 practices)
- model or strategy adopted (2 practices)
- tool (0 practices)
- other (0 practices)

139

In the CSE practices quantified before, there are several actors integrated as producers of the CSE practices and
as beneficiaries of those practices (graphic 17.).
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Graphic 17. Typology of stakeholders: beneficiaries and producers of the CSE practices (No.)
Women community
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Students (primary & secondary schools)

0

1
1
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8
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Environmental groups
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11
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20

Society
5

Media

63

8
28
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30
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Other enterprises
0
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*Four organizations’ information is missing. We have analysed 71 (of 75) organizations.

Considering the 12 countries under analysis, it’s possible to state that the producers of CSE practices are mainly
collaborators or workers of the organizations (67 organizations). Conversely, the actors that produce less CSE
practices are mentors (2 organizations) and the media (5 organizations). The women community and students
from primary & secondary schools are not (0 organizations) indicated as producers.
Focusing on the beneficiaries of CSE practices, society as a hole is the stakeholder that benefits the most (63
organizations). In contrast, the women community and students from primary & secondary schools are counted
only once (1) as beneficiaries of the organizations CSE practices, followed by the environmental groups and
syndicates or workers representatives (8, for each, organizations).

MAIN REMARKS

Desk Research | Axis 1:

- The value most included in the vision/mission/values of the organizations is the social value. Almost half of the
organizations include both social & economic values in their vision/mission/values.
- The CSE practices identified do not fully correspond to the sub-dimensions defined by Austin and Reficco (2009). For
example, some of the organizations do have a practice that «establishes strategic alliances and create innovative solution
to solve economic and social problems» (key-element: co-generating value) but those practices do not promote the success
of emerging innovative business strategies.
- The key-dimension that had more practices identified was the corporate purpose: values-based organizations with 29,4%
(or 199 of the 676) identified practices. Nevertheless, the sub-dimension with the biggest amount of practices identified
is optimization of returns to stakeholders and other external actors affected by it - with 12,9% (or 87 of the 676 identified
practices- , corresponding to the key-element value-creation and double return.
- The most representative actors that produce the CSE practices are the workers/collaborators of the organizations. The
most representative stakeholder that benefit from the CSE practices produced is the society.
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Survey of corporate entrepreneurs
Most of the respondents affirm that they have social values integrated into their strategy (89,5% or 197
organizations). For the analysis regarding the implementation of the social values of the 197 companies that affirm
they have it in their strategy, we obtained the following result:
Table 20. Integration of social values in the organizations (%)

Mission, vision, values*
In the code of ethical conduct**
In the choice of suppliers***
In the choice of resources/materials****
In the way we manage and develop human
resources*
In the identification and creation of
partnerships*****
In the identification of the sources of funding****

Strongly
agree +
Agree

Neutral

Strongly
disagree +
Disagree

N/A

82,7
75,9
59,0
60

4,5
10
24,6
24,1

2,8
3,2
3,1
3,2

9,1
9,1
9,4
9,1

74,1

12,7

3,2

9,1

70,4

13,2

3,2

8,2

51,3

29,1

6,8

10,5

*Two answers missing. | ** Four answers missing. | *** Six answers missing. | **** Five answers missing. | ***** Eleven answers missing.

As shown in table 20., most of the respondents strongly agree or agree that the social values are integrated in the
different areas of their organizations, namely at the mission, vision and values (82,7%), in the code of ethical
conduct (75,9%) and in the way they manage and develop human resources (74,1%).
Confirming the previous information, the percentage of respondents strongly disagreeing or disagreeing that the
social values are integrated in the different areas of their organizations is low (around 3% in each area). This value
is slightly higher when we focus the identification of the sources of funding, were 6,8% respondents affirm that
strongly disagree or disagree.
When analysing the extent were the social responsibility values are present or involved in the organizational
practices, the results were (graphic 18.) :
Graphic 18. Presence of social responsibility values in the organizational practices (%)
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As shown in graphic 18., the social responsibility values are well integrated in the different operations and
activities inside each organization. Nevertheless, there are two processes in which the agreement is not half
affirmative: (i) the career path management and (ii) the individual performance assessment.

In the following graphic 19., the frequency of practices that occur inside the 220 organizations is counted:
Graphic 19. Frequency of practices, regarding CSR, in the organizations (No.)
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Except the rewarding policy for employees who adhere to ethical and S.R. standards (104 organizations implement
this policy very frequently; 116 organizations do not do it), most of the practices are very often or always
implemented in the organizations operations. As a matter of fact, the practices that occur the most (always) are
the communication ones, externally as with internal stakeholders, and the presentation of suggestions in the
organizational processes.

When asked about the existence of non-financial reporting, around half of the organizations, 51,8% (114) of the
organizations affirm that they have it and the other half (48,2% or 106) affirm that they do not have it. The nonfinancial reports most used by the organizations are as follow (graphic 20.):
Graphic 20. Number per typology of non-financial reporting produced (No.)
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60

The typology of non-financial reports that are used the most in the 220 companies is the sustainability report. The
non-financial reports produced and used the least by the organizations are the corporate citizenship report.

Graphic 21., presents an analysis about the implementation of a set of practices in the 220 companies. It’s possible
to understand that half of the organizations, generally, do not implement or develop the practices described:
Graphic 21. Analysis of implementation of CSE related practices in the organizations
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The corporate enterpreneurs were asked to identify one practice developed or implemented in their organization,
that fits under the definition of CSE (this definition was previously presented prior to the question) 16. It was
possible to collect 152 practices, indicated first-hand by the entrepreneurs, available in 151 questionnaires17.
However, we have only analysed 130 practices, because i) 9 responses were not applicable in the CSE context and
ii) in 13 practices the information was insufficient to proceed to a content analysis.
The global results are as follow:

16 Similarly, as on the analysis of CSE practices regarding the data of the Desk Research | Axis 1 (page 32), we underline that
some of the practices identified fit only partially in the sub-dimensions, for each 5 key-element (defined by Austin & Reficco,
2009).
17 One company provided 2 examples of CSE practices.
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Graphic 22. Identification of the five key-elements (Austin and Reficco, 2009) in the practices mentioned on the
surveys (%) *

Enabling environment
8,5

Corporate social intrapreneur

12,3
Corporate purpose: valuesbased organizations

59,2

Value creation and double
return

13,1
6,9

Co-generating value

*Information is missing (13 not enough information + 69 not answered) or invalid (9 answers) in 91 questionnaires. We have analysed 130
practices, present in 129 of the 220 surveys.

Contrary to the results obtained during the Desk Research | Axis 1, the co-generating value is the practice most
referred by the respondents (59,2% of the practices identified). The corporate purpose: values-based
organizations is the second key-element most identified in the practices (12,3%), followed by the corporate
intrapreneur (counting with 13,2% of the practices) and enabling environment (8,5%). The least mentioned keyelement is value creation and double return (corresponds to 6,9% of the practices mentioned).

Similarly, to the analysis conducted for the Desk Research | Axis 1, we now proceed to a summarized analysis of
the 130 practices. This study considers the sub-dimensions and type of practices. In Annex 6. it’s possible to find
the complete categorization according to
(i)
(ii)

the 5 key-elements proposed by Austin and Reficco (2009) and respective sub-dimension
type of practices (activity, model or strategy adopted, norms, tools, other)

As in the analysis of the practices collected for the Desk Research | Axis 1, we highlight that some of the practices
identified fit only partially in the sub-dimensions, for each 5 key-elements (defined by Austin & Reficco, 2009).
The summarized results are presented in the following tables: table 21., table 22., table 23., table 24. and table 25.
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Table 21. Enabling environment: summarized results of the survey
Sub-dimension
i) entrepreneurial mindset and entrepreneurial
environment enabling fundamental organizational
transformation;
ii) vision and strategy of the company aligned with the
changes of the organization’ structure and processes;
iii) articulation between performance measurement
indicators for the economic and social value generated and
the incentive and reward system;
iv) entrepreneurial culture promoting internal synergies in
the organization’ decision-making processes;
v) dissemination of organizational values in the different
units and their integration into the organization internal
processes.
Total

No.
0
Categorization of the CSE practices
(maximum versus minimum)

2

Type:
- model or strategy adopted (6
practices)
- tool (1 practice)
- norms (0 practices)

1
2
6
11

Table 22. Corporate Social Entrepreneur: summarized results of the survey

Categorization of the CSE practices
(maximum versus minimum)
Type:
- activity (15 practices)
- model or strategy adopted (1
practice)
- tool (0 practicea)
- norms (0 practices)

Sub-dimension
i) coexistence of social entrepreneur and corporate entrepreneur
traits;
ii) existence of individuals aiming to foster and bring internal
transformation through the use of innovation in order to achieve
advanced CSR forms;
iii) existence of individuals advocating the integration of social and
business values;
iv) existence of good communicators externally and internally in
order to show how changes and social action are fundamental for
their needs and interests;
v) active listeners of their stakeholders;
vi) innovators seeking for disruptive solutions through the use of
new resources, configurations, actions and relationships;
vii) catalysts for changes, motivating and creating synergies in the
work of others;
viii) coordinators are able to manage the internal and external
boundaries to align interests and incentives;
ix) contributors who support the success of others;
x) calculators as they are cost-conscious and mindful of the
bottom line.
Total

No.
0
0
2
0
1
3
7
1
2
0
16

Table 23. Corporate purpose | values-based organization: summarized results of the survey
Sub-dimension
i) social values as structural of the organization identity;
ii) sustainable ethical actions and innovative and disruptive solutions;
iii) creation of social and economic value as well environmental value
(double or triple bottom line);
iv) compliance with the law at the same time that set new standards;

v) sharing values within the organization to promote work across
departmental lines.
Total

No.
1
1
14
1

0

Categorization of the CSE practices
(maximum versus minimum)
Type:
- activity (12 practices)
- norms (2 practices)
- tools (0 practices)

17
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Table 24. Value creation and double return: summarized results of the survey
Categorization of the CSE practices
(maximum versus minimum)
Type:
- activity (6 practices)
- norms (1 practice)
- tool (0 practices)

Sub-dimension
i) optimization of returns to stakeholders and other external
actors affected by it;
ii) social and economic values among transparent
accountability and accessible to all internal and external
stakeholders;
iii) returns complementary and synergistic rather than
competitive.
Total

No.
5
0
4
9

Table 25. Co-generating value: summarized results of the survey
Sub-dimension
i) collaboration with external organizations;
ii) establishment of strategic alliances to create innovative
solutions to solve economic and social problems and to promote
the success of emerging innovative business strategies;
iii) corporate social intrapreneurs and entrepreneurs leverage the
resources outside their direct control;
iv) engagement in operations/activities/etc with external
stakeholders in order to create social impact.
Total

No.
4

Categorization of the CSE practices
(maximum versus minimum)

0

Type:
- activity (74 practices)
- model or strategy adopted (3
practices)
- norms (0 practices)
- tool (0 practices)

11
62
77

For the practices described above, in the tables 21., 22., 23., 24. and 25., the actors that produce and benefits
from them are as follow:
Graphic 23. Typology of stakeholders: beneficiaries and producers of the CSE practices identified (No.)
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*Producers of the practices: 3 respondents affirm that the question is not applicable. Also 31 answers are missing. Therefore, we have
analysed 186 answers (of 220).
**Beneficiaries of the practices: 4 respondents affirm that the question is not applicable and 29 answers are missing. As so, we have
analysed 187 answers (of 220).
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Considering the CSE practices identified before, the actors that produce most of them are the collaborators and
workers (132 organizations). On the contrary, the actors that produce least CSE practices are syndicates or workers
representatives (8).
Focusing on the beneficiaries of the CSE practices, the actors that benefit the most are society (indicated by 84
organizations). The stakeholders that benefit the least are the syndicates or workers representatives (9
organizations).

Proceeding to a general analysis, that is, the analysis of actors that produce and benefit from the practices or
initiatives developed in the organizations in the last 3 years, it was possible to gather the following results:
Graphic 24. Typology of stakeholders: beneficiaries and producers of the social responsibility practices (general)
(No.)
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*Producers of the practices: 1 respondent affirms that the question is not applicable. Also, 29 answers are missing. Therefore, we have
analysed 190 answers of 220 organizations.
**Beneficiaries of the practices: 8 respondents affirm that the question is not applicable. Also, 1 answer is missing. Therefore, we have
analysed 211 answers of 220 organizations.

Considering the stakeholders involved in the production of the social responsibility practices or initiatives, the
ones that produce the most are the collaborators or workers (158 organizations). On other hand, the actors that
produce the least practices or initiatives are others (11).
Regarding the actors that benefit from the practices or initiatives of social responsibility produce by the
organizations, it’s possible to state that the collaborators or workers (101) and the clients (84) are the ones that
profit the most.
On the opposite, and similarly to the results obtained for the actors that produce the practices, the syndicates or
workers representatives (12).
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Finally, the analysis of the current constraints that might exist in the organisation regarding CSE was undertaken::
Graphic 25. Constrains in the organization regarding CSE (No.) *
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*There are 6 answers missing. Therefore, we have analysed 224 surveys.

As presented, there are more corporate entrepeneurs and less human resource practitioners that are qualified in
CSE. However, there is more discordance when analysing their opinion regarding the mindset of the leadership
team or senior leadership towards CSE values.

MAIN REMARKS

Survey of corporate entrepreneurs:

- Confirming the trends of the Desk Research, the corporate entrepreneurs strongly agree and agree that social values are
included in the mission/vision/values. The social corporate responsibility (CSR) values are well inserted in the organizations
and activities – as normally more than 50% strongly agree or agree that have activities and operations related to those
values. Nevertheless, more than half do not have specific departments or actors to deliver or create activities and operations
related to CSE.
- The most common CSE practices identified by the respondents is the co-generating values. Also, the most common subdimension is the engagement in operations/activities/etc with external stakeholders in order to create social impact.
- Generally, the actors that produce the CSE practices in these organizations are mainly workers/collaborators. The actors
that benefit from the CSE practices is the society in general.
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Interviews with company managers
It was possible to count 152 practices, identified in the discourses of company managers (graphic 26.). However,
there is 1 practice for which the information was insufficient to proceed to a content analysis 18.
Graphic 26. Number of practices identified by company managers
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Most of the practices analysed refer to the key-elements enable environment and corporate social intrapreneur.
Nevertheless, through a content analysis, it was possible to understand that most of these practices refer to CSR
practices (for example: donations, existence of recycling bins). Company managers intend that their CSR practices
can fit in the CSE definition and practices.
If we consider the following question: «Have the CSE practices resulted in internal organization transformation?»,
the answer is that, in the interviewees discourses, some doubts emerge:
“ More than ever, the last period has pushed us to the limits and forced us to innovate more than we usually do. We
cannot talk about organizational transformation, but only about a focus to find solutions.” (interview 13)
“I’m not sure if our frontrunners are innovative. They just feel what is out there and relay it back to “Company X” so
we can act on it. It has definitely given some energy to people and the organisation, but it is also natural for us to do.
So, it has not transformed us.” (interview 23)
“ I don’t think so. People are definitely able to bring up ideas and management responds well to that. But is that
innovative? I am not sure. Maybe that is just an open culture.” (interview 24)
“There is a conscious decision behind it. It is part of our innovation culture. And our management puts in a lot of
effort to maintain these objectives: continuous learning, autonomy, and tolerance for people, otherness, and
mistakes as well. We have internal programs supporting these values. There is a conference/training sponsorship
program, and quarterly, you can apply for this and the company partially or fully funds your participation.” (interview
12)

According to the interviewees experience, evidence that there is still a gap of recognizing some activities in the
sphere of the CSE concept, in accordance to the Austin & Reficco proposal (2009), emerge. That can also evoke
an unawareness of the company managers towards CSE concept and initiaves.

MAIN REMARKS

Interviews with company managers:

- The CSE practices mentioned the most by the company managers are integrated in the key-element co-generating value.
- Some company managers do not think that the CSE practices implemented in their organizations resulted in an internal
transformation.
- The practices implemented are not recognized as in the sphere of CSE. → unawareness of the concept (?)

18 There was not enough information that allowed the categorization of the practice accordance to the key-elements of Austin
& Reficco (2009).
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Describing the good practices
Infographic 2. Examples of good CSE practices: Desk Research | Axis 1
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Infographic 3. Examples of good CSE practices from different EMBRACE partner countries: survey
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Infographic 4. Examples of good CSE practices from different EMBRACE partner countries: interviews
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3.2.3. CSE European trends
Horizon Scanning Mechanism Analysis | Conclusions
This section was developed by Partner 5 (SNSPA) and presents readers with the linguistic markers that
characterize the CSE topic and new texts (case studies) on CSE identified through the horizon scanning
mechanism, a system using Natural Language Processing (NLP) to identify, in a corpus of more than 2.4 million
innovation related news pieces from previous years, the ones that can be considered examples of a certain topic,
in this case CSE.

Conclusion 1
At the level of human evaluators involved in the process19, there is a general consensus on the most linguistic
markers (ngrams) that characterize the texts describing diverse CSE practices which were identified through NLP
techniques.However, there are still some some grey zones - words that are considered good predictors for CSE
by some partners while other partners provided a negative vote for them as CSE markers (see Box 1.) (e.g. ecology,
recycled, environment, renewable), which shows that CSE is a concept yet under development.
Box 1: CSE Markers
social innovation, social innovation initiative, social entrepreneurship innovation, corporate social responsibility ideas, social responsibility
practices, corporate social entrepreneurship, social innovation mission, social entrepreneurship, corporate social responsibility strategy, social
enterprise model, corporate social, social innovation mission structure, teaching social entrepreneurship, social investment impact, socially
responsible business, socially responsible activities, social entrepreneurship companies, social innovation programme, social entrepreneurship
initiatives, social enterprise ideas, social investment, sustainable business model, social responsibility initiatives, social businesses, social
entrepreneurial intention, sustainable social change, social responsibility strategies, corporate social entrepreneurial, social responsibility
ideas, social entrepreneur, support social entrepreneurs, report corporate entrepreneurship, social entrepreneurs, corporate responsibility,
corporate social responsibility strategies, social impact investment, social entrepreneurship ecosystem, sustainable development processes,
corporate entrepreneurship, social entrepreneurship focussed organizations, social responsibility strategy, social business models, social
responsibility companies, social entrepreneurship projects, socially responsible, social business ecosystem, social business idea, support social
entrepreneurship, social entrepreneurial process, business social enterprises, sustainable business practices, responsible business practices,
social business companies, social innovation profits, socially responsible business space, corporate social responsibility, corporate
entrepreneurship field, innovative social business, sustainable development, social responsibility programs, social business ideas,
intrapreneurship program worldwide encouraging, social business initiatives, social intrapreneurship, social business concept, socio
environmental corporate, social entrepreneurship intentions, social business enterprises, social enterprises, socially conscious human
resource, long term sustainability, social business model, social entrepreneurship zone, social innovators, social economy, intrapreneurs,
socially entrepreneurial manner, social innovation centre, promoting social entrepreneurship, socially responsible company, social
entrepreneurship innovation podcast, social entrepreneurial, social business organization, social business social, social business leaders, social
responsibility, positive social impact, sustainable company, socially responsible growth, social business activities, social business developers,
future social entrepreneurs, social entrepreneurship awards, social development, social innovation revolves, intrapreneurship program, social
business opportunities, social innovation projects, social business activity, measure social impact, social business school university, solve
relevant social problems, social business sector, social change, frameworks entrepreneurship corporate entrepreneurship, responsible
corporate governance, corporate entrepreneurship programs, social investment impact partnerships, enterprises social business, social
business entities, solving social problems, environmental problems, initiatives social business, internal entrepreneurs, describes social
innovators, social goals, global social impact, intrapreneurial, social enterprises promoting, social organizations, activities social business,
environmental social, social business experts, social economy employees, platform social enterprise, entrepreneurial spirit, frameworks
entrepreneurship corporate, sources social business, entrepreneurship corporate, financially sustainable, utilising corporate social
responsibility, long term sustainable, entrepreneurship program, social entrepreneurship focussed, innovative solutions, social business
school, innovative projects, social mission, sustainable business, intrapreneurship program worldwide, social enterprise, social business
program, public private partnership, social business focused, sustainability, responsible company, innovation projects, develop innovative
solutions, social business models remain, sustainable development goals, responsible business sector, solving social, social businesses
operating, social business, sensitive social problems, socio environmental corporate legal, initiatives social business developers, educating
intrapreneur colleagues, entrepreneurship corporate entrepreneurship, social business entity, intrapreneurship, creating social, current social
enterprises, global social impact investment, social business expert, social investment markets, helps social enterprises, socio economic
development, sustainability goals, utilising corporate social, innovative ideas, services describes social innovators, social entrepreneurship
social, social economy plays, social economy entities, generating innovative ideas, public sector corporate entrepreneurship, social impact,
social business development, social impact investment steering, creative courageous enterprising people, entrepreneurial culture,
intrapreneur, social innovation fund, social business association, green innovation, business model innovation, relevant social problems, social

19The Embrace partners
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problem, entrepreneurship projects, social goal, discussion social business, social business traditional, develop social initiatives social, provide
innovative solutions, social business market, sustainable companies ranging, business environment, sustainable, responsible business, social
initiatives, social economy satellite, achieve social goals, prevailing social problems, develop social initiatives, social benefits, innovation, social
economy sector, independent sustainability advisory board, social solidarity institutions, social innovation social, scaling social impact, social
business law, social enterprise sector, positive social change, environmentally friendly, corporate culture, social services, social investment
laboratory, labor market social integration, responsible, social issues, create social, innovation lab, event social business, responsible
investments based, eco friendly initiatives, responsible business space, environmental corporate legal, social business organizations, human
resource development training, environmental impact, entrepreneurial, socially conscious human, open innovation, sector corporate
entrepreneurship, international entrepreneurship center, business social business, philanthropy, ethical, public private partnerships, business
innovation, cooperative, organisaties societal organisations, municipal social entrepreneurship awards, entrepreneurship, environmental
protection, renewable energy, social enterprises joining, companies environmental management, largest social impact, social cohesion,
organizational culture, innovator, socio economic, environment inclusive organization, social education portrait, business practices, social
business traditional business, solving current problems, entrepreneurship innovation podcast, social impact conference, societal, partnership,
social good, environmental, social problems, solve social, entrepreneurship focussed organizations, social costs, mitigating sensitive social
problems, social business social business, social welfare, creative courageous enterprising, social business differs, area cooperative, green
economy, development training programs, positive impact, circular economy sector, solve relevant social, including innovative thinkers,
innovators, social integration, traditional business social enterprises, business strategy, orientation open innovation, sustainability including
procurement, business models, responsibility, social business financing, solve social problems, social initiatives social business, long term
impact, social initiatives social, innovation process, volunteering, largest social impact conference, social, environment society, formal
innovation programs, young social business, support social, socially, media corporate entrepreneurship, distinguishes social business, global
entrepreneurship, good practice people, climate neutral strategy, boost internal innovation, improving living standards, environmental
corporate legal model, country social business, impact measurement, human resource development, special social business, innovativeness,
manner involving stakeholders, development goals, entrepreneurship department, socially excluded people, innovation mission structure,
social inclusion, impact investment, municipal social entrepreneurship, social charitable activities, future generations, today social business,
business social, social support functions, entrepreneur, proposing innovative ideas, community development, innovate, sustainability report,
eco friendly, positive social, transparent manner involving stakeholders, sustainable living plan, conceptual frameworks entrepreneurship
corporate, skills development training, innovative, ecosystem, global entrepreneurship monitor, collaboration, impact creating companies,
circular economy, market social integration, social exclusion, local communities, sustainability advisory board, social business seeks, good
practices, decision making skills, social activities, long term strategy, social capital, entrepreneurship companies, awareness generational
change, social good summit, safe working conditions, socially excluded areas, entrepreneurial activity, decision making process, social impact
bonds, personal values, innovations, public sector corporate, impact investment steering, growing social exclusion, social economy satellite
account, entrepreneur manages independent projects, services describes social, business community, internal processes, leadership, local
community, combating social exclusion, conscious human resource, ecological, regulate social business, problem solving, higher education
institutions, business initiatives, labor market social, ethics, start social business, distributed energy sustainability, problem solving activities,
factors environmental social, independent sustainability advisory, entrepreneur manages independent, exceptionally creative courageous
enterprising, external orientation open innovation, awareness, traditional business social, energy consumption, competitive advantage, saving
energy efficiency energy, energy efficiency, environment, business enterprises, inclusive, change solve problems, confuse social business,

The separation-volume diagram for CSE vs. geographical tags – extracted from Phase II Report
corporate legal model, civil society, high social potential, long term solutions, social fund, opportunities, opportunity, social business forum,
specific innovation challenges, green, community, transparency, environmentally, flexible working hours, reduce social exclusion,
communities, woman teaching social, energy saving energy efficiency, decision making processes, awareness generational change
contributes, corporate governance factors, long term commitment, individual work training, annual social business, woman teaching social
entrepreneurship, solving current problems business, stakeholder, conscious human resource development, enterprise model, lifelong
climate neutral, network partner companies, supply chain, internally, municipal social, address social issues, saving energy efficiency, society,
integrated, local development strategy, entrepreneurs, social banking, environmental commitment, environmental issues, social science
education, gender equality, impact, mission, human resources, management innovation agency, renewable, municipal social support,
recycled, investment impact partnerships, energy efficiency energy renovation, create services describes social, vulnerable groups,
corporate governance, spirit generating creative, business companies, socially vulnerable families, renewable energies, project based
professional volunteering, annual social business forum, county social business, long term vision, public private, boost social activism, vision,
mitigating sensitive social, inclusion, impacts, eco, generating creative destruction, public sector organizations
Extracted from Annex 3 of the Horizon Scanning Mechanism, Phase I Report

Nevertheless, taking note of the novelty of the topic, these predictors help with better guidance in searching and
finding information about the concept. The list of predictors is not exhaustive, but broadly covers the field and
gives an indication of the vast range of practices related to CSE.

Conclusion 2
In terms of time trends, the CSE related texts as identified by the linguistic markers show a larger density in 20142015 compared to the latter period, which may be an indication that the CSE as a phenomenon is in risk of fading
(while still consistent in absolute numbers).
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Figure 11. Time distribution of the CSE density

Conclusion 3
In terms of geographical co-occurrences, out of the countries most often mentioned in CSE news, the UK stands
out, followed by Germany and France. Other frequently mentioned countries are Russia, Spain, Italy, Netherlands,
Ireland and Belgium.
Figure 12. The separation-volume diagram for CSE vs. geographical tags
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Conclusion 4
The sectorial distribution is relatively even, having in forefront the energy, engineering and transport followed by
agriculture and food and psychology, sociology, social sciences, social services, then by communications and IT
and finally by banking, finance and economics. On the other hand, the “public relations” sector, is the field where
CSE practices are found the least.
After tagging the news corpus with these fields and intersecting them with CSE, figure 13. emerged.
Figure 13. The separation volume diagram for CSE and given fields

Conclusion 5
The analysis of the key terms describing CSE20, showed that sustainability is highly overlapping with CSE while
the other related dimensions are not so frequently met.

20Business ethics, business responsibility, employees empowerment, ethical actions, intrapreneurship, organizational
transformation, social impact, social value, sustainability, values based organisations
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Figure 14. The separation-volume diagram for “key news”

Conclusion 6
The rather continuous distribution of relevance for the selected news suggests that CSE cannot be easily
differentiated from other related practices (e.g. intrapreneurship, CSR)
EMBRACE partners and the readers should note that the present conclusions are derived from a linguistic analysis
and should be considered from this perspective. This provides a good starting point for further work to identify
patterns and good practices in what are considered CSE related aspects.

Directions for further work21
A particular avenue for future research is to conduct a human evaluation 22 of the news (the top 1000 selected)
in order to set some revelant thresholds and to identify which of them are related mainly to CSE and which are
rather overlapping with other concepts (CSR, intrapreneurship, social entrepreneurship etc.)
A wider topic which can be addressed is to explore the news presenting information on environment and ecology
to see if they enter in the logic of CSE or are specific to environmental field.
A third possible direction is to use the markers identified in phase I of the analysis in searching for news on CSE in
the next coming years in order to test their ability to predict and also to identify new information on CSE.

21 Starting from the results of the current linguistic analysis
22Suggestion: when testing the curriculum with students
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Last but not least, the results of the linguistic analysis can be transformed in study material for the
EMBRACEedulab.

Final remarks on the Horizon Scanning Mechanism
The Horizon Scanning Mechanism, employed by P5 (SNSPA), started to identify the linguistic markers that
characterize the CSE topic, making use of data provided by the EMBRACE partners. 492 examples of CSE
processes, procedures and practices; related peer reviewed journal articles and relevant news articles were
provided by the partners
P5 (SNSPA) designed the process in two phases:
•

•

Phase I - identified a series of linguistic markers (ngrams) that characterize the texts describing diverse
CSE practices; these markers were extracted from the samples provided by partners and then validated
manually;
Phase II - uses the markers to find texts about CSE in the Radar repository (consisting mainly of news
about technology) and in various other databases/repositories; subsequently, they were subjected to a
geographical and temporal analysis.

Although the list of relevant markers is not exhaustive, and does not generate unanimity among EMBRACE
partners, we can assess it generally covers the field and provides a fairly clear picture of practices related to CSE.
CSE remains an ambiguous topic, even at a specialized level. While the discussion about CSE has remained constant
throughout the time interval subjected to the analysis, the number of texts identified by the linguistic markers
show a larger density in 2014-2015 compared to the latter period.
In geographical terms, the country mentioned most often in CSE news are the UK (which stands out), followed by
Germany and France. Other frequently mentioned countries are Russia, Spain, Italy, Netherlands, Ireland and
Belgium.
CSE practices are discussed mostly in energy, engineering and transport followed by the agriculture and food
sector. The PR sector is where discussions of CSE are rarest.
CSE is mostly associated with issues of sustainability. The other dimensions of the concept register very low levels
of association.
While the conclusions are a welcoming starting point for the study of the discourse associated with CSE, as a
concept and the related practices, further efforts are undoubtedly warranted. Combining these results with the
results of the desk research, interviews and questionnaires, the image of CSE practices and trends becomes a
clearer one, and a valuable insight for designing the European CSE curriculum.
Inasmuch as the project’s objectives are concern, the Horizon Scanning Mechanism validates a series of
assumptions integral to the EMBRACE project:
-

Setting up a definition of CSE is necessary, simply because of the fluidity of associations over time and
space, highlighted by the scanning mechanism.

-

The development of a European curriculum can address the uneven relevance of CSE across the
continent, highlighted by the scanning mechanism

-

The same process can also increase the salience of CSE’s additional dimensions, fostering
intrapreneurship or building strategic alliances needed for solving economic and social problems.

-

The work of the project is increasingly relevant, simply because for the last six years, the debate
concerning CSE seems to have drifted away from the positive markers associated with the concept.
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-

The research strongly supports the importance of connecting businesses to society, employees and to
consumers based on trust and ethical/sustainable practices, a dimension that needs to be present in the
curriculum development and the EMBRACEedulab.
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4. BENCHMARKING GOOD PRACTICES
OF CORPORATE SOCIAL
ENTREPRENEURSHIP (CSE)
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4. BENCHMARKING GOOD PRACTICES OF CORPORATE SOCIAL ENTREPRENEURSHIP (CSE)
4.1. Strategy and scope of the benchmark work
Based on the key-elements and sub-dimension and CSE definition it was possible to identify the best CSE practices
that configurated the Top 5 best cases (organizations). This analysis will be important to build more resilient
companies in the future.
It’s also relevant to consider the following definitions:
Table 26. Concepts used for the benchmark
Concept

Models and
strategies

Norms23
Activity 24
Tools and
instruments

Description
Business models are necessary features of market economies where there is consumer
choice, transaction costs, and heterogeneity amongst consumers and producers, and
competition. Organizational Model (OM) strategy is a dynamic long-term plan that maps
the route towards the realisation of an organisation’s goals and vision. The goals of the
organisation may remain the same, but the OM strategy they adopt can change. OM
covers everything from the identity of the organisation to its reason for existing. OM
strategy begins with what the organisation wants to achieve and then breaks that down
into various sets of activities.
“Designing good business models is an ‘art’ ... the chances are greater if
entrepreneurs and managers have a deep understanding of user needs and are good
listeners and fast learners” (Teece, 2010).
Corporate norms and values guide behaviours and decisions within the company. They
support a company’s efforts to fulfil its vision and goals.
A situation in which a lot of things are happening or being done
A tool is a specialized implement, designed or crafted for a task. An instrument is the
next level or two up. Something more sophisticated than a tool, usually designed for
measurement.

Rationale for the selection and methodology
As reported before, there are good examples in Europe that refer of the implementation of Corporate Social
Entrepreneurship (CSE) practices either by public or private sector organisations.
This benchmark is focused on the given good CSE practices, allowing the companies to assess their environment
regarding CSE and, subsquentely, take decisions about how to promote and include this concept in their
organisations culture, strategies and “way of doing business”.
As mentioned previously, the material used for this report has been principally derived from three sources: i) Desk
Research | Axis 1; ii) Survey of Corporate Entrepreneurs and iii) Interviews with CSE experts and company
managers.
The rationale for the selection of the cases was based in the 5 key-elements proposed by Austin and Reficco
(2009) and it’s subdimensions – as per table 5. Following those key-elements, the, practices were classified into 4
categories: i) models/strategies, ii) norms, iii) activities and iv) tools/instruments.
Bearing in mind that each EMBRACE partner provided a set of CSE practices and and processes, through the Desk
Research | Axis 1, in public and private sector organizations in their countries. These practices were evaluated

23
24

Cambridge Academic Content Dictionary © Cambridge University Press
Cambridge Academic Content Dictionary © Cambridge University Press
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using a frequencie scale, from 1 = “never” (0 practices); 2= “rarely” (1 to 2 practices); 3= “occasionally” ( 3
practices); 4= “frequently” ( 4 practices) and 5 = “very frequently” ( more than 4 practices). When the number of
practices in each dimension is 1 the scale adopted were from 0 to 1.25
After,
hrough the analysis of interviews to CSE experts and to company managers, a cross-comparison was made.
Afterwards, it was possible to select the 5 companies with the best CSE practices. (table 28.).

4.2. Cases analysis: TOP 5 of organizations with good CSE practices
Table 27. The 5 Best Cases: organizations used for the benchmark
BEST CSE CASES
Company

Country

Delta Cafés
Gebiedscoöperatie
Westerkwartier
Telefónica
Paroc

Portugal
Netherlands

Synerb Venture Catalyzer

Romania

Spain
Lithuania

It will be now presented a brief identification and presentation of the Top 5, considered the best organizations
with CSE Practices. In this description, only some representative examples of implemented practices and
operations are given. The information was retrieved from the official websites of the organizations and other
sources of information such as news.

Case 1 | Delta Cafés
Table 28. Case 1 | DELTA CAFÉS
COMPANY PROFILE & HISTORY
“Well versed in the coffee market and an entrepreneur by nature, Rui
Nabeiro decided to create his own brand of coffee in 1961. In the Alentejo
town of Camp o Maior, in a small warehouse with 50 square metres of
space and without many resources, activity started with just two small
roasters with a capacity of 30 kg.”
In 1994, the enterprise becomes the first enterprise certified in the coffee
Sector, secured by the enterprise Manuel Rui Azinhais Nabeiro Lda., as a
result from the separation of the commercial activity and industrial
activity. In 1998, the company suffers a restructuration and 22 enterprises
are created, forming the Group Nabeiro/Delta Cafés. The main activity of
Delta is the production and distribution of coffee at international level.
CSE PRACTICES
Enable
Environment

The vision and strategy of the company, namely the level of the corporate
responsibility and the environment, go in accordance to the changes occurred on
the procedures and practices. On other hand, Delta Café S.A. ensures the creation

25 The results of these classification are showed in figure 24., figure 25, figure 26., figure 27. and figure 28.
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of economic value, through the sale of a product – coffee – or service – e.g. Business
Solutions; at the same time, Delta Café S.A. creates social value, supporting local
development, namely such as job creation in regions of the interior of the country,
creation of wealth. It becomes a win-win situation.
- Delta mission is “It comes from our core values, and it has given rise to a mission that is very
much focused on our clients and a management model based on sharing and dialogue.”
[official website].
- Promotion of the professional capacitation of its workers as “active citizens” for the creation
of “competitive communities” through the dynamization of partnerships and networks that
involve collaborators, media, commercial partners, private or public entities, civil society
organizations among others.
- The creation of a project called Ambiente Delta with the main objective of reducing the
environmental impact, resulted also in the creation of a network of Sustainability
Ambassadors: composed by one employee and commercial department. It allowed the
consolidation of the policy of sustainability.

The development of tools, such as the “Human Face System” and the “The Guiding
Principles of the Business” considered innovative and disruptive, as Delta Café S.A.
states, help to achieve advanced forms of CSR.

Corporate social
intrapreneur

-The CEO of Delta Café S.A. combines traits of corporate entrepreneur and social
entrepreneur. On one hand, his company intends to find innovative forms of production of
coffee and its expansion/commercialization. On the other hand, his company, since it
foundation, demonstrates a concern for its employees and collaborators, as well the concern
of creation social impact to areas affected/involved by the coffee production. It’s also claimed
that “The origin, personality and character of our founder determine our values and the
development of a responsible management of the human face that constitutes our
organizational DNA”. [official website]
- The “Human Face System” may also demonstrate that the CEO and managers are active
listeners of their stakeholders once it incorporates the stakeholder needs and interaction
between the company and stakeholders
“The Guiding Principles of the Business were therefore developed to serve as a management
tool with which compliance is vital to the development of a healthy and long-lasting
relationship with the stakeholders.” [official website]

As shown in the company’s mission and in the Delta Café S.A. social and
environmental responsibility projects, the social and environmental values are given
centrality in the structure of the organization. Therefore, the creation of economic
value is sustainable. The company is also in compliance with the law.

Corporate
purpose: valuesbased
organizations

- Delta, in their economy activities, “Purchases Faire Trade coffee with the purpose of
improving producers’ life conditions.”
- The business “It has contributed to job creation and the promotion of socio-economic
development in North Alentejo region.” due to the establishment of jobs for one of the stages
of the coffee transformation process
- Partnership established with the Lisbon Prison for the implementation of remunerated
activities to the prisoners; the activities consist in the repairment of machinery. The main goal
is to improve the self-esteem and skills of the prisoners
- Partnership with a HEI (Egas Moniz School) where a health project was developed in order
to identify the risk factors of heart diseases in the collaborators of Delta.
- Promotion of activities aimed at the well-being of children and aged people.
- Support the development of an entrepreneurship manual, named “Having Ideas to Change
the World”, based on entrepreneurial projects or ideas of children aged from 3 to 12 years
old.
- Delta monitors “its carbon footprint during the product life cycle and carries out the
respective compensation” [official website]. As a matter of fact, Delta claims to be the “was
pioneer in the commercialization of carbon neutral products.”
- “Developed a range of sustainable coffees: Biological Coffee, Fair Trade Coffee and the
Origins Range containing 30% of coffee with Rainforest Alliance certification”.
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Value creation
and double
return

The creation of infrastructures, both in the country and internationally, as well the
support services that benefit the stakeholders such as local communities, consumers
and other interest groups demonstrate the optimization of activities/services that
are affected directly by Delta Café S.A. production.
Through the creation and promotion of social impact and innovative and creative
solutions to solve social, environmental and economic problems

Co-generating
value

- Different infrastructures and a network of companies belonging to the Delta Group (as
known as Grupo Nabeiro)
- The engagement with external organizations (such as HEIs and local associations) to develop
social and business activities
- The establishment of strategic alliances for the development of social and business activities
(for example, municipalities)

Case 2 | Gebiedscoöperatie Westerkwartier
Table 29. Case 2 | GEBIEDSCOÖPERATIE WESTERKWARTIER
COMPANY PROFILE & HISTORY
Gebiedscoöperatie Westerkwartier is a social enterprise that functions as a
booster for social and economic innovation. Together with the stakeholders
in the region the cooperative wants to develop new knowledge and insights
and apply these on regional problems. The target region is municipality
Westerkwartier, but there is a strong relationship with the urban area
around the city of Groningen (30-40 km. around the city). The cooperative
has designed a “Kenniswerkplaats” or “Knowledge working place” where
regional problems are collected and being researched by students, teachers
and experts. In this working place new feasible projects are developed
based on these problems.
Gebiedscoöperatie Westerkwartier is a regional cooperative which main
mission is to preserve and develop the municipality of Westerkwartier. In
order to do this the cooperative stimulates, develops and realises
sustainable economic activities that are beneficiary for Westerkwartier as a
whole and for its members in particularly.
CSE PRACTICES
Enable
Environment

Corporate social
intrapreneur

The entire enterprise is shaped so that all the people working there and external
member can provide inputs to create change and innovation.
The hold meetings very regularly, the organize workshops, facilitate between
members and more in order to enable everyone involved to become active in
stimulating social, ecological and economic value creation for the region and its
local stakeholders.
Each employee is free to develop projects that relate to their general topic/theme
for which they are responsible. They can do this in many different ways and on
different scales as long as it is contributing to the mission and vision of the
company.
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Corporate
purpose: valuesbased
organizations

Co-generating
value

The cooperative brings multiple stakeholders together in order to create a more
sustainable (ecologically, socially and financially) economy. The members are
smaller and bigger enterprises, and most are profit oriented. Meanwhile all
activities must be carried out in a sustainable way. There we have the double
return: socially and economically.

This key element forms the basis of the cooperative. A cooperative is not a
cooperative when there is no co-generating value.

Case 3 | Telefónica
Table 30. Case 3 | TELEFÓNICA
COMPANY PROFILE & HISTORY
Telefónica, S.A. is a Spanish multinational telecommunications company
headquartered in Madrid, Spain. It is one of the largest telephone operators
and mobile network providers in the world. It provides fixed and mobile
telephony, broadband and subscription television, operating in Europe and
the Americas.
As well as the Telefónica brand, it also trades as Movistar, O2 and Vivo. The
company is a component of the Euro Stoxx 50 stock market index. As of May
2017, Telefónica was the 110th largest company in the world, according to
Forbes.
The company was created in Madrid in 1924 as Compañía Telefónica
Nacional de España (CTNE) with ITT as one of its major shareholders. In
1945, the state acquired by law a share of 79.6% of the company. This stake
was diluted by a capital increase in 1967. Until the liberalisation of the
telecom market in 1997, Telefónica was the only telephone operator in
Spain and it still holds a dominant position (over 75% in 2000).
Nowadays, Telefónica is present in more than 20 countries around Europe
and America.
Their mission is to make our world more humane by connecting people's
lives.
CSE PRACTICES

Enable
Environment

The official website has a very complete employability portal with free MOOC's,
available job offers, reports on the most demanded key competences and other
interesting resources on the world of work. They also have training programs for
workers adapted to new work realities. In addition, they are committed to open
innovation.
- “Open Future”: Partnerships between Telefonica and public/private institutions for the
ecosystem acceleration, focusing on local startups on a seed stage. They have 43 spaces in 9
countries of Europe and LATAM.
- Whitepaper: “Lean Elephants Addressing the Innovation Challenge in Big Companies”

Corporate social
intrapreneur

Telefónica I+D coordinates the global digital innovation and R&D strategy for the
entire Group. Their innovation aims at an efficient creation of the future of
Telefónica's business, in a period of one to five years.
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- Telefónica Innovation Ventures (TIV): is Telefónica’s corporate venture vehicle to invests and
build strategic partners aligned with Telefónica’s global strategy. TIV invests directly in tech
startups, or through a network of leading venture capital funds in which TIV participate as a
limited partner in key markets for Telefónica
- 5th edition of its Sustainable Innovation Initiative (SII) among employees, suppliers and
startups linked to Wayra and Open Future.
Sustainability in the world of innovation. This is the main premise of the Sustainable
Innovation Initiative (SII), Telefónica's in-house project in which it invites its employees,
suppliers, startups linked to Wayra and Open Future, as well as collaborating universities, to
create ideas that have a positive environmental or social impact. With the Sustainable
Development Objectives (SDI) as a framework, this IIS, which has held its fifth edition, has
presented its three winners.

Corporate
purpose: valuesbased
organizations

Value creation
and double
return

Fundación Telefónica and Telefónica Open Future_ share the idea that building an
innovative and competitive society requires entrepreneurship and job creation. For
this reason, and through their employability programs, they promote opportunities
among young people by providing them with the appropriate tools and encouraging
their business opportunities in order to connect them with new employability.
- Conecta Empleo is Fundación Telefónica's Digital Training and Entrepreneurship Program
that seeks to increase employment opportunities for youth
- Through its Foundation, Telefónica makes a large contribution to the economic, social and
cultural development of the countries in which it operates, improving their quality of life and
promoting equal opportunities among citizens

Telefónica promotes numerous initiatives to encourage responsible use of digital
tools among adults and, above all, among minors. Because education and awareness
are key to the future of the digital society.
Telefónica has drawn up a global strategy based on six key lines of action: alliances
with interest groups; blocking content; promoting an appropriate audio-visual
environment; developing products and services that promote responsible and safe
use of the Internet; working with different providers to encourage plans that help to
protect minors; and setting up education and awareness campaigns for all audiences
to facilitate coexistence in an increasingly digital society.
- Telefónica is committed to innovative ideas and does so through Wayra, the most global,
connected, and technological innovation hub in the world. Wayra operates through 11 hubs
in ten countries, bringing the entrepreneurial talent of its ecosystems on a global scale.

Co-generating
value

Telefónica's commitment to its employees, in accordance with the Principles of
Responsible Business, is to encourage their professional development, provide them
with fair compensation and ensure respect for human rights
- The organizations have created DatAcademy, the learning environment for training
Telefónica professionals in the Big Data World and opportunities for the company

Case 4 | PAROC
Table 31. Case 4 | PAROC
COMPANY PROFILE & HISTORY
Is part of Owens Corning, adheres to the Owens Corning Code of Conduct and
the Ten Basic Principles. They are designed to ensure that employees operate
in accordance with these principles and business ethics, while avoiding
dishonesty. Each of the guiding principles supports one or more business
conduct policies that provide detailed information related to expectations.
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“Every day is a new opportunity for us to save energy, conserve resources and
make decisions that will help save our planet. We work together to reduce the
negative and expand the positive impact on the environment around us.”
PAROC products contribute to sustainability by creating an energy-efficient,
non-combustible and noise-reducing environment. Company pay special
attention to environmental aspects such as energy saving, recycling and
pollution. As a responsible company, ensure long-term quality, compliance
and safety, faster installation and partnership promotion for our partners.
PAROC offer the company's staff a safe and pleasant workplace and the
opportunity to achieve their personal goals. The long-term success can ensure
continued employment and careers.
CSE PRACTICES
There are several key areas of work that will support the goals, and in some cases,
multiple goals will be affected by one focus area. Accountability for progress on
these critical priorities’ rests with the top executives, ensuring broad engagement
across the company in their sustainability work.
Enable
Environment

Corporate social
intrapreneur

Corporate
purpose: valuesbased
organizations

1. Blowing agent. Solve the technical, business, and commercial puzzles in both our global
foam insulation operations and our products to eliminate blowing agents that have high
global warming potential.
6. Circular economy. Develop business models and technical solutions to recycle Owens
Corning roofing, composites, and insulation products to advance the circular economy,
reduce waste-to-landfill, and enable us to take back scrap material from our customers’
processes.
7. Supplier sustainability. Inspire their suppliers to engage with us around sustainability
priorities like reducing our Scope 3 greenhouse gas emissions and certainty of compliance
with our human rights policy.
10.Inclusion and diversity. Identify and close gaps, measure progress, enable success with
business impact, and evolve our leadership voice.

The company analysis how the employees rated their priorities as individuals, how
the individuals contrast their priorities with the ones of Owens Corning. The
differences in priorities, provides valuable insight into their employees’
perceptions of the company, as well as the company own values. In many cases,
the observed differences fit with what one might expect between an individual and
a company.
For example, their employees saw sustainable growth as an area that should be
more focused by company – therefore, the values of the organizations shifted.
Because the companies analyse their data, it was possible to derive insights about
the sustainability priorities of different groups within their workforce.
It is notable that leadership’s broader view of the company’s operations, allows an
potentially more holistic view of the company’s impact, reflected in priorities that
differ somewhat from those of the general employee base.
After reviewing the company’s prior work on sustainability and materiality,
researching best practices, examining peer companies within our industry, and
interviewing subject matter experts, the following Material Topics and their
defined scopes were determined to represent Owens Corning’s 2019 Material
Topics for Sustainability. Some are described below:
- Air Quality Management
- Biodiversity
- Circular Economy: a circular economy is one in which virgin raw materials, waste, energy,
and emissions are minimized through intelligent design, renewable and recycled inputs,
energy efficient production, and enabling the recyclability of products at the end of their life
cycles. We are committed to supporting the global transformation to a circular economy.
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- Combating Climate Change
- Community Engagement: Owens Corning strives to contribute to thriving communities
where we work, where we live, and where we have the potential to make a positive impact.
Employee Experience We believe our employees should grow as people and as professionals
while working at Owens Corning. We seek to attract the best people and provide every
employee with the opportunity to develop and reach their full potential, in a work
environment full of both challenge and optimism

Since 2009, Paroc published independent sustainability reports. As of 2018, as part
of Owens Corning, our sustainability data will be included in the Owens Corning
sustainability reports.

Value creation
and double return

“Implementation of activities with stakeholders and operations
i) Energy Efficiency & Sourcing Renewable Energy - determined to continue decreasing their
dependence on fossil fuels, both by improving efficiency in their operations and by meeting
more of their energy demands through renewable sources
ii) Health & Wellness
iii) Human Rights Owens Corning iv) Inclusion & Diversity
v) Living Safely As a company, - We utilize innovation and the principles of product
stewardship to ensure that our products are fundamentally safe and sustainable in their
design, creation, use, and eventual disposal. We also seek to drive continual improvement in
the sustainability of the products we offer, both in their creation, and in their ability to help
the world meet its sustainability needs.
vi). Responsible Water Sourcing & Consumption
vii) Supply Chain Sustainability
- They strive to hold our suppliers to the same high
standards we hold ourselves. We see our suppliers as a key contributor to our overall
sustainability vision and seek to ensure all our suppliers fully comply with all applicable
legislation, regulations, and legal requirements on human rights, labor, the environment,
anticorruption, and trade and customs
viii) Waste Management
ix) Sustainable Growth”

Case 5 | Syner Venture Catalyzer
Table 32. Case 5 | SYNERB VENTURE CATALYZER
COMPANY PROFILE & HISTORY
Synerb Venture Catalyzer works to help purpose-driven entrepreneurs to
grow social ventures. The support is given through 4 programmes:
(i) We Wilder - The goal of this programme is to design and create
effective, scalable Community Enterprise Networks that can respond to
some of the environmental and socio-economic problems in WWF’s
biodiversity hotspots.
(ii) Social Venture Ideation- Synerb directly supported 7 local NGOs from
Romania to find, assess and develop a number of income, generating
activities or social venture ideas and design functional prototypes or
test services.
(iii) The sustainability accelerator - The goal of this acceleration programme
is to support two local community organizations from Boldești-Scăeni,
a town in southern Romania, to set up a social enterprise that will
create decent jobs for the local community members.
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(iv) Workshops for NGOs and social ventures- Synerb delivers various
workshops and professional trainings for sector organizations –
intermediaries, funders, agencies – or social enterprises.
Synerb helps organizations and purpose-driven entrepreneurs to grow
social ventures and economic development programs that serve vulnerable
or marginalized communities. Their final impact translates into decent jobs,
income for the vulnerable, skilled people, strong, sustainable local
organizations and prosperous communities. The values are: empathy,
education, evidence-based management, excellence, and environment.
CSE PRACTICES

Enable Environment

Corporate social
intrapreneur

The entrepreneurial mindset, the vision and the strategy is aligned with the
organisational structure and processes - Synerb helps organizations and purposedriven entrepreneurs to grow social ventures and economic development
programs that serve vulnerable or marginalized communities and this is seen in
their working programmes: We Wilder, Social Venture Ideation, The sustainability
accelerator, Workshops for NGOs and social venture.
The founders and the mentors advocate the integration of social values and
works around that values set in the mission of the organisation. As the
organisation is focused on social impact in its mission, coordinators align interests
and incentives in their social actions conducted.

Values are the core pillar of the organisation activity. Also, it is focused on social
and economic value as well environmental value. The organisation has 4 focus
areas related to social values:

Corporate
purpose: valuesbased organizations

“- Access to markets: We support social ventures that build themselves as market access
points for small independent workers, including small producers or artisans, who find it
difficult to get their product to the customers.
- Decent employment: We support grassroots rural or urban social ventures that create
decent jobs for marginalized community members. We also seek to work with complex
social businesses that rethink and incorporate education and social inclusion in their core
business vision, in order to improve the lives of the vulnerable people and prepare them for
the labour market.
- Green and conservation enterprises: We support ventures focused on improving the
sustainability of value chains through meeting a triple bottom line: people, planet and
profit. We invest great trust and resources to discover and grow conservation enterprises,
located in rich biodiversity locations, that increase self-reliance and motivate communities
to reduce threats to biodiversity.
- Community and economic development: We welcome initiatives, NGOs or enterprises,
owned, developed or accountable to community members that aim to generate meaningful
impact in the community as a whole. We work with purpose-driven entrepreneurs and
organizations that have proven potential to grow, attract resources and create economic
opportunities for the vulnerable members of their communities, while employing
responsible management practices for the sustainable use of local resources”

Value creation and
double return

In the organisation, there is observed that social and economic values are
identified among transparent accountability and accessible to all internal and
external stakeholders.

Co-generating value

The organisation mentions that “We partner and learn from our local, regional
and global like-minded organizations”.
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4.3. Benchmarking of good CSE practices
Desk Research | Axis 1
Having detailed each of the CSE practices in the 5 cases analysed, a comprehensive review was undertaken to
identify commonalities and differences.The figure 15. shows the variation for the Delta Cafés in their CSE practices
considering the 5 key-elements of Austin and Reficco (2009). The analysis illustrates the path taken by Delta Cafés
in the CSE area.
Figure 15. DELTA CAFÉS – CSE practices variation
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The company presents a positive variation in the 5 key-elements of analysis, except of value creation and double
return (in which there is no information available in the website). In the other dimensions it is possible to see that
there is a high level of practices.
Another analysis is in regard to the study-case of Gebiedscoöperatie Westerkwartier, which presents a less
amount of CSE practices.
Figure 16. Gebiedscoöperatie Westerkwartier – CSE practices variation
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Nevertheless, the Gebiedscoöperatie Westerkwartier presents weaknesses, due to the lack of data available to
construct and proceed to a benchmark: if considering a more complete analysis, the orientation of these
conclusions may change. Despite these limitations, with the exception of value creation and double return, all the
key-elements were covered, once it’s possible to identify CSE practices – nevertheless, in a low frequency.
In the case of Paroc Owens Corning, the most punctuated CSE key-element was value creation and double return
as present in the following radar (figure 17).
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Figure 17. Paroc Owens Corning - CSE practices variation
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The practices that occur the less are inserted in the key-elements corporate purpose: value-based organisations
and the enable environment’ key-element. Focusing the corporate social intrapreneur key-elements, it’s possible
to affirm that CSE practices occur occasionally. No data is available regarding the co-generating value. As a matter
of fact, and as mentioned during the interviews, one of the company goals is to identify and close gaps, measure
progress, enable success with business impact, and evolving their leadership voice.

The Synerb Venture Catalyzer helps organizations and purpose-driven entrepreneurs to grow social ventures and
economic development programs that serve their communities.
Figure 18. Synerb Venture Catalyzer - CSE practices variation
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The company establishes (and learns from) partnerships with local, regional and global like-minded organizations
which share the joint vision of supporting social entrepreneurs or visionary non-profit actors. Nevertheless, and
despite all their activities, no practices were identified in co-generating value key-element.
In the other key-elements as per Austin and Reficco (2009), Synerb Venture Catalyzer presents low frequency but
is also ongoing for further considerable improvements.

Telefónica’s only exception is enabling environment key-element (no practices were identified in this dimension).
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Figure 19. Telefónica – CSE practices variation
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In the other key-elements, Telefónica CSE practices are rarely identified. Nevertheless, all four key-elements are
being worked/in progress inside the organization. As a matter of fact, Telefónica is “building a company for the
future”.

Global analysis – a comparison between the 5 case-studies
Desk Research | Axis 1 & Interviews to company managers & Interviews to CSE experts
The comparison of the five company’s CSE key-elements (defined according to Austin and Reficco, 2009,
proposal), is available on the radar bellow.
Figure 20. Global analysis of the key-elements & practices variation (Desk Research)
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Given Delta Cafés high level of achievement through their CSE practices, it is natural that in most of the keyelements an excellent position is consolidated. As referred, the Delta Cafés is exceptional regarding the value
corporate purpose: value-based organisations and co-generating value key-elements. In these areas, Delta Cafés
not only has a high indicator level but is also producing practices to consolidate further considerable
improvements.
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Reinforcing these results - provided the Desk Research | Axis 1 data – the interviews with Company Managers
also allowed a deeper understanding (figure 21.).
Figure 21. Global analysis of the key-elements & practices variation (Interviews with Company Managers)

Co-generating value

Enabling environment
4
3
2
1
0

Value creation and
double return

Corporate social
intrapreneur

Corporate purpose:valuebased organisations

Delta Cafés

Gebiedscoöperatie Westerkwartier

Telefónica's company

Paroc Owens Corning

Synerb Venture Catalyzer

Delta Cafés’ information, provided during the interviews with Company Managers, is in line with the analysis
retrieved from the Desk Research: there is a confirmation of high level of frequency of practices, in the keyelements co-generating value and corporate-purpose: value-based organisations.
Contrarily, the corporate social intrapreneur key-elements are at a lower level of CSE practices. This lower-level is
in relation to when a comparison is made with the other 4 organizations. The CSE practices in the enable
environment key-element also present a low frequency. However, those practices are embedded in the economic
and social values because the Delta Cafés is, by definition a family business, allowing the transmission of its family
values to the organization.
There are support documents where it’s possible to see (i) the business guiding principles, (i) the sustainability
strategy, (iii) social responsibility activities; in these documents, the organizational values are also expressed as
the values are documented. It’s possible to affirm that Delta Cafés cannot dissociate economic and social values.
The role of the company is important for the region where it was founded and still has a strong economic and
business activity. It’s also affirmed, during the company manager interview, that Delta is important and
competitive, in the region, once it has competitive (and some local) human resources force.
It is also said that Delta Cafés is highly dependent of the community where it is located. As a matter of fact, the
healthy partnership between Delta Cafés and the evolving community, forces the organization to have a position
of proximity, development and co-responsibility to create joint value. Delta Cafés designs regularly a plan of
initiatives and main objectives, which are reported and accessible in their Sustainability Report.
The KPIs defined by Delta, also integrated the social and economic areas. Finally, the Company Manager
interviewee affirms that, more than having one specific department, there is a strong participation of the
collaborators in CSE projects. These people share economic and social values within the organisation in order to
promote work across departments; it is embedded in the application surveys, sessions to raise awareness around
these themes, internal communication panels, internal newsletters, TalkShows and DNA (Delta Natural Attribute).
Regarding their stakeholders, Delta Cafés promotes meetings with those that are the key decision-makers for
specific projects or events.
Gebiedscoöperatie Westerkwartier does not have KPIs or other impact measurement systems –its a lengthy
process and it requires the development of expertise. Also, on the corporate intrapreneur key-elements, it is
affirmed that there is not a team or department specific for CSE and all the collaborators are focussed in societal
Corporate Social Entrepreneurship Curriculum (EMBRACE) Project No: 612464-EPP-1-2019-1-IE-EPPKA2-KA

Page 101 of 115

or sustainability issues. In this organization, the work is developed in a unique way and very intensive with
stakeholders that compose the quadruple helix. Their main concern, besides the ecological and economic welfare
of their region is the social concern, which is central to decision making across the organization.
The corporate purpose: value-based organizations key-element presents a low level of frequency. This
organization reports their activities through different sources: big reports, informal posts on social media. Other
times, sessions are held and the collaborators explain new projects that are created; therefore, people understand
the specific value of a project. Normally, they work with HEIs, municipalities, the local government and the
national government too, as well industry, big companies and SMEs.
Paroc Owens Corning has a code of conduct policy shared with its employees. This code is certificated every year.
An integrated global corporation sustainability policy is essential for the daily routines and strategy defined by the
organization.
The company performance is based on high sustainability and transparency standards in such categories as the
environment, employee relations, financial and human rights. At the moment, the organization doesn’t have
innovative CSE practices. The organization conducts internal audits and is implementing the ISO26000 standards.
However, this standard is not yet implemented. Apart from these standards, the company organizes events for
external parties, participates in charitable activities and encourages the broadest possible employee involvement.
The social and economic value of CSE is not determined and the value/return is not shared with investors,
partners, stakeholders and employees. They report their CSE activities through all internal and external channels.
Synerb Venture Catalyzer is an incubator whose target are social enterprises and visionary NGOs and other NGOs.
By definition, the organization directly supports those structures at the intersection of economic and social
through complex programs that combine training, mentoring and funding.
The KPIs are related to (i) the number of NGOs and social enterprises supported and their economic and social
results, (ii) the evolution of their economic and (iii) impact indicators during the support program.
The practices reported in the corporate intrapreneur key-elements are strictly related to their mission. Regarding
the corporate purpose: value-based organizations key-element, a higher level of practices is presented. Once a
year, the organization presents (online): (i) the impact figures of the social enterprises they support and (ii)
respectively aggregate turnover, (iii) the number of jobs created and/or maintained, and (iv) other impact figures.
Related to the value creation and double return key-element (social and economic), Synerb Venture Catalyzer
reports, to their internal and external stakeholders, the CSE activities, through social media (Facebook and Linkedin) and their institutional website. The company’ main competitors are other social enterprises incubators and
various accelerators.
The company involves customers and partners in the creation or development of economic and social products
and services. Also, meetings are arranged with their stakeholders in order to analyse business challenges and
define strategies to succeed in the market. Synerb Venture Catalyzer defines its strategy and actions with its
stakeholders to optimize their social impact - especially with employees, team leaders, and customers.
Telefónica integrates both social and economic values and has the belief that society does it too and that it is a
current topic in today’s public agenda.
In recent years, the company has made great efforts to achieve this integration of values: in fact, the sustainability
factor is already integrated into the company's main objectives and strategies. It has a department of sustainable
innovation where an intrapreneurship programme is located. The actors who work in that specific department
have management experience as well as years of experience in other areas of the company; therefore, the
business language is understood.
The company carries out environmental and social impact assessments. They also have obligations to provide
non-financial information. Telefónica is evaluated by other companies such as Human Digital Rights; Digital
Inclusion Ranking; Dow Jones Sustainability Index; Sustainalytics). These evaluations are normally very strict and
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rigorous. Their GRI's (Global Reporting Initiative) follows the United Nations’ social impact standards - which is
the one that covers all international organisations – as well the sustainable development goals. Telefónica has
physical spaces (offices) dedicated only to "investor relations", "shareholder relations" and "institutional
relations".

Map 1. Identification of models or strategies within the 5 case-studies (No.)
The following map aggregates the information
regarding specific models or strategies that
have been developed in all the 5 companies.
According to the Desk Research | Axis 1 results,
it was possible to identify 10 models or strategic
practices
at
Delta
Cafés.
Then
Gebiedscoöperatie Westerkwartier with the
identification of 2 models or strategies. Finally,
Paroc Owens Corning with a lower level of
frequency, just 1 practice categorised as model
or strategy.

Map 2. Identification of activities within the 5 casestudies (No.)
Synerb Venture Catalyzer, Delta Cafés and Telefónica’s
reported high level of activities. Globally, the company
managers interviewed, have distinguished the good
practices of their companies. All agreed that this is the
path to promote a better integration of social and
economic values in order to make a disruptive change.

Norms and tools/instruments are less mentioned by the Company Managers. Nevertheless, the companies are
conscious about the importance of this practices in order to achieve a better economic and social result.
The five selected companies focused the CSE practices on models or strategies and activities. It was possible to
identify the practices by sub-dimensions as shown in graphic 27.
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Graphic 27. Global number of CSE practices
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Experts emphasized that organisations produce a huge social value every day that must be measured. Businesses
need to do this without seeking short-term benefits for themselves from social activities. However, they recognize
the complexity of measuring social value and it is due to the nature of the social phenomenon.

4.4. Final outcomes of the benchmark
Desk Research ! Axis 1 & Interviews with company managers & Interviews with CSE experts
The data collected through the Desk Research | Axis 1, interviews with company managers and with CSE experts
is complementary. Therefore, it was possible to proceed to an integrated analysis.
The findings above, given by the radar analysis of CSE practices as well the analysis of the interviews with Company
Managers– and considering the key-elements defined by Austin and Reficco (2009) - should not be evaluated
simply based on performance indicators. These findings must be contextualized with reference to their global
results and in relation to the practices and processes developed in each dimension.
Also, the typology of company must be a criterion when CSE practices are analysed. CSE experts, according with
their own experience, think that i) public enterprises - especially government-related - are very slow to develop
activities and have to deal with more prominent stakeholders and, oftenly, with bureaucracy demands and ii)
private enterprises are more flexible and independent, but they may be too oriented to short term profits.
Likewise, they note that private organizations have greater ability to make a quick change26. All of these
arguments must be considered to understand the practices of CSE on the companies.
The management of innovation and the existence of innovative companies, promotes very disruptive decisionmaking, marked by the flexibility and agility of their CSIntrapreneurs. Therefore, a methodology was not found
that has been adopted across the countries, in order to measure the social impacts of each organization’s
investments. Nevertheless, almost all companies have implemented programs and projects that considers
economic, ecological and social values. This can indicate that there is a set of good experiences in this area
(integration of social, economic and environmental values), allowing the development of CSE practices. It can also
allow the integration and promotion of social and economic values in the companies’ vision and strategy.
It is clear that the corporate social enterpreneurship is considered. The implementation of CSE practices (i)
supports actors’ day-to-day life both at home and in society, (ii) makes the employees more aware of the context
of their work and better able to seize opportunities and (iii) provides a foundation for entrepreneurs setting up
social or corporate activities.
Also, the common characteristics of the CSE practices focused (i) on experiential learning (pratices that emerged
during the companies’ experiences/ not premeditated), (ii) in the ability to cope and manage with the scarce
26 A more detailed analysis is developed in pages 52 and 53.
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human resources and funding, (iii) in the importance of having a network with external stakeholders and (iv) in
the importance of having strong internal and external cooperation.
The factors that promote the implementation of good CSE practices include (i) organizations specializing in their
own strongest area and (ii) leveraging others’ expertise in other areas, (iii) existence of effective communication
and promotion strategies (iv) and deliberately and selecting partners from the business sector.

Main challenges identified for the integration of CSE related practices into the organizations
The inexistence of practices in some dimensions, lead us to think that are still challenges that the organizations
will face in the coming years in order to proceed to a more sustainable transition.
Some obstacles and needs were identified by the Company Managers:
-

Finding a business model that funds the organization’ work. → It underlines the importance of being
economically sustainable.
Achieving a balance between both social and economic values
Difficulties of measuring social value and inexistence of established criterea to have quantitative
measurements.

Based on CSE experts interviews the following main challenges were identified:
- Corporate self-awareness - legal regulation and social responsibility
- How to create new business opportunities
- The relevance given to the production of social impact
- Inexistence of effective communication that promotes the benefits of integrating social values
- Lack of financial support in social organisations.
- Need to adopt a more strategical reflection, namely in social organizations
- Lack of ability to deal with the daily complexity
- Lack of capacity to communicate for the organizations
- Lack of agile tools

There is path to be done and completed. Organisations have been seeking to introduce practices that address
social needs and, at the same time, are economically viable. The opinions gathered in the statements of company
managers and CSE experts, although presenting some converging points, are oriented towards relatively different
perspectives on future challenges. On the one hand, company managers are more focused on the economic
sustainability of the business, although they also consider the importance of the balance between social and
economic. On the other hand, the experts, through their experience in the subject under analysis, have a deeper
insight into the needs and challenges to overcome in order to carry out a more disruptive change, focusing mainly
on social weaknesses as business opportunities.

Limitation regarding the data collection
The methodology used, based on the analysis of the data collected, turns out to be a limitation itslef: there is
subjectivity inherent in the process of data collection and content analysis.
The discourses of the interviews, which are used for the benchmarking process, are based on the perceptions of
the company managers and CSE experts.
On the other hand, the content analysis of institutional websites (data collected through Desk Research | Axis 1)
may not be sufficient to make a robust analysis since not all practices may be being portrayed.
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An analysis of practices by country could not be carried out as the number of responses and information collected
varies significantly between countries.
In the future, it would be interesting, in addition to the study already carried out, to benchmark practices between
countries, keeping in mind the uniformity of the sample size. It would also be interesting to carry out a temporal
study, comparing and verifying the progress in the implementation of the practices identified in the 5
organisations analyzed in this study.

Policies and trends
This benchmark makes comprehensive public policy recommendations aimed at, primarily, encouraging more
organisations to adopt corporate social entrepreneurship (CSE) activities and to make these activities more
effective.
Thus, as is shown by the key-elements and the impacts discussed in the previous sub-point CASE ANALYSIS: TOP
5 ORGANIZATIONS WITH GOOD CSE PRACTICES., the reasons that can be put forward from the CSE literature to
explain the need to incorporate economic and social values, are responses in terms of public policies and
governance implemented in the short, medium and long terms.
The analysis focuses precisely on exploring the CSE practices from public and private sectors organisations. These
organizations also faced challenges and needs when confronting to the incorporation of social measures.
The following points highlight some of the general policy recommendations identified in these five case studies:
1. Educational policies → To place in the educational/school curriculum the existence of subjects that favour
and/or foster the development of CSE-related skills, important in the long term, from the earliest levels of
education such as primary school. Synergies should be developed between different social actors, in particular
school-business-community. Various activities could be dynamised such as, for example, involvement of students
in community activities, setting up projects with businesses and schools... Another suggestion is the allocation of
government/European grants, destinated to educational policies and strategies, towards the implementation of
school activities related to CSE allowing the establishment of networks.
2. Public policies → the government could design and implement integrated strategies that facilitate the access
to national, regional or European financial instruments (e.g. grants, funds...). The need for greater regulation of
legislation is also stressed so that the public sector and the private sector have equal access to opportunities.
3. Business and societal policies → Need for a change in mentality, while placing the social & economic (together)
at the centre/strategy/identity of business. There is a potential for opportunities when the community (or society)
feels an integral part of the decision-making process that takes place in business.
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5. THE FUTURE: EDUCATION AND
TRAINING IN CSE
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5. THE FUTURE: EDUCATION AND TRAINING IN CSE
Survey of corporate entrepeneurs
The creation and need of education and training courses or programmes in the CSE field was also questioned - to
the 220 corporate enterpreneurs who replied the survey – and studied both trough content analysis and
quantitative analysis.
Regarding the need and corresponding demand for the training and education in CSE, we obtain the results as
follow:

STRONGLY AGREE +
AGREE

NEUTRAL

6,4

5,9

28,2

24,5

65,4

69,5

Graphic 28. Need and demand of CSE training and education (%)

DISAGREE + STRONGLY
DISAGREE

There is a need to develop education courses/module/programmes to deliver joint
business and social value through innovative processes
There will be a demand for aforementioned courses/module/programmes

As presented in graphic 28., most of the participants recognized (69,5%) that there is a need to develop education
and training in order to deliver joint business and social value, through the implementation of innovative
processes. Focusing on the demand for the education and training aforementioned, the majority of the
participants do agree that there will be a demand (65,4%).
The demand is going to be mainly located among the workers (64,8% affirm that there will be a demand in this
group) and not among the several departments of their organizations in the enterprise’s administration level.

Interviews with company managers
Presented here is the code matrix, with the codes and sub-codes regarding the representations of CSE training
and education programmes. As in the following graphic 29., the most representative theme is «opportunities»
(36,3% of the code segments). The theme least explored is «cooperation with HEIs» (10,5%).
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Graphic 29. Code matrix: Representations of CSE training and education programmes (%)
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The delivery of CSE courses should be based on an inclusive and transformative perspective of education,
integrating organizations actively in the training of young people.
As mentioned while conducting the interviews, young people, namelly graduate and undergraduate students,
should be encouraged to identify and respond in real time to the needs of communities and contexts.
Company managers see a need to develop education courses/modules/programmes to deliver this disruptive
change, as stated in:
“I think there is a huge need for organisations to work even more closely with higher education” (interview 3).
“Absolutely – I would see education in this area as being a real benefit as it would seem to be am area within HR that
will continue to grow “ (interview 5)

The cooperation between companies and HEIs and schools, it is a necessary thing to help to develop and train
future entrepeneurs:
“If we look to our values, and we want people to live them, much of what we do is about ensuring that employees
feel challenged and feel that what they do adds value to the organisation and is fulfilling for them so very definitely
it's important for people to know the “how” of doing their job so an educational programme that would help to grow
and develop people is a good thing. That would feed into this and be very valuable.” (interview 3)

The skills (table 33.) identified in the interviews reflects the future challenges of mismatched gaps in order to
promote CSE practices, mindsets, etc...
Table 33. Important skills for a graduate student
To deal more positively with error
To have an open mindset/accept the advice (humility)
To have vision and resilience
To have a broad and diverse spectrum of knowledge
To be transparent/advocate for transparency
To believe in the skills of the human being
To have the hability to embed him/herself within the organizations
To have flexibility to solve problems/ Problem-solving skills
To acquire knowledge of internal processes
To be independent
To be curious
To have an holistic thinking
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To have knowledge (e.g. business models with functional social
impact)
To have leadership skills
To have negotiation skills

Company Managers also point out to examples to design and develop and implement such courses and
modules/programmes and for which their is a target audience:
-

-

In the form of ANC (Agency for National Qualification) courses, initially through POCA / POCU
(operational programmes) projects, in order to ensure an initial traction of the topic in the market,
without an entry cost for the beneficiaries.
Modules
Theoretical and practical part (balanced)

Interviews with CSE experts
We proceed to an analysis regarding the representations and perspectives that CSE experts have, considering
training and education in CSE (Annex 7., figure 36.).
Considering the key elements of CSE, proposed by Austin & Reficco (2009), the CSE training or education should
be based on an inclusive and transformative perspective of education. In this context, the code segments bear in
mind the positive attitudes towards the creation of education courses/modules/programmes in the area of CSE.
Therefore, it was analysed:
(i) What skills they consider important for a graduate student to have in order to promote CSE in the
organisation?
(ii) They consider relevant the cooperation with High Education Institution’s (HEI’s)?
It was possible to identify opportunities and underline companies that already have developed or are currently
developing programmes or initiatives with HEIs.
The experts have convergent opinions related to the creation of education courses/modules/programmes.
Regarding the levels/degrees of education, one CSE expert affirms that could be delivered at i) bachelor level, ii)
master level, iii) executive training.
“I think on three levels. The first level is in the bachelor's and master's degrees, because I think nothing happens, zero.
But this is very important, to change mentality. The second level is executive training. It has to be in executive training:
ideally it would be transversal. Not being, it specifies. The other thing, I think is an unexplored dimension, is the
placement of professionals. To create here almost a figure - the intra-entrepreneur - I think there is a set of
organisations that are being born that need these resources and that can get there. It seems like an almost
reformatting of people to be able to integrate into the labour market, and I think that's important. And it will help
companies in that convergence. (...) There must be people trained to help these organisations. Then it's the
production of science, of knowledge, like projects like this.” (interview 14)

According to the CSE experts interviews, the programmes should be inclusive and transformative. They should be
delivered or operationalized in real contexts (e.g. business context), in order to create opportunities for
participation and development of creativity, innovation and the ability to imagine alternative ways of life:
“Companies bring all the opportunities they have to impose students - whether in masters, executive training,
postgraduate - who will solve these challenges that companies face. (…) It is important that companies bring
challenges, that they understand how this is done and how-to bring challenges into the classroom. I think there is a
double benefit. I've seen that relationship. It even has another consequence: the employability potential of these
people, right after.” (interview 14)
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The CSE experts identified three main factors to be considered in the design of such
courses/modules/programmes: (i) companies - through the identification of their needs, (ii) pedagogy - inclusive
and transformative approaches to teach and learn - and (iii) educational systems – considering the whole
ecosystem, based on learning in real context, with programmes designed to solve real future challenges) (figure
22.).
Figure 22. Representations of CSE training and education programmes: main actors
Companies

Pedagogy

Educational system

Implementing changings within these 3 systems, can mean the transformation of people who are able to change
their own practice as professionals, critics and reflectors.
Some themes/topics that experts considered important to provide are:
-

Social business, social impact, social entrepreneurship and intrapreneurship.
Technology
Business, micro or macro economics

In their opinions the target audience is undergraduate or recent graduate students (in formal education context)
or senior leaders and employees (in business context).
The insertation of such courses may tackle what is considered, by the CSE experts, the needs of businesses,
communities and people, as an integral part of society. Together, these transformative perspectives will help to
analyse the extent to which CSE is incorporated into students' curriculum programs.
A set of skills to promote CSE was mentioned by experts.

Table 34. Students skills in order to promote CSE
To have empathy
To be resilient
To be preserverant
To have creativity skills
To be able to work in team (teamwork)
To be self-awareness
To have communication skills
To be courageous
To have an entrepreneurial spirit
To have knowledge in business and social
To be flexible
To have the ability to “think outside the box”
To have the ability to build and manage a project

Pedagogical-business interactions are not robust enough to empower young people to act in a meaningfully and
relevant ways towards the complexity of their contexts. This highlights the need to adopt sufficiently reflective
and collaborative pedagogies to encourage young people, and those who work to support them, with the skills
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needed (table 34.) to respond to complex contextual challenges and shared global concerns in dynamic and
evolving ways.

MAIN REMARKS
Survey: It is possible to conclude that there is a slight difference. On the one hand, there is a higher percentage of
respondents affirming that there is a need for the development of CSE related courses; however, this percentage
decreases when asked if they think that there will be a demand. Also, the neutral position and the disagree & strongly
disagree positions increase when asked about the demand. So, this led us to believe that there is a recognition that this
CSE training and education should be developed although there is a slight part of uncertainty regarding the demand for
those courses.
Interviews with Company Managers: Corporate Managers agree that there is a need to develop joint programmes and
courses. Target audiences would be students in HEIs.
The typologies of courses would be:
In the form of ANC (Agency for National Qualification) courses, initially through POCA / POCU (operational
programmes) projects, in order to ensure an initial traction of the topic in the market, without an entry cost for
the beneficiaries.
There should be a theoretical and practical learning to equal parts
Integration of mentorship time
Including themes such as: business, CSR, environmental protection, technological process, marketing,
media/methods.
Interviews with CSE Experts: The contents of the interviews with the experts made it possible to construct a general
assessment of the paths and potentialities of CSE training and education courses:
Implementation of reflective actions, which encourage critical thinking and, at the same time, the adoption of
a benchmarking approach, visiting international good practices;
Articulation between teaching and practice in a business environment;
Potentializing and enhancement of new tools and practices;
Sharing knowledge produced internally;
Promotion and enhancement of human capital;
Improve access to and retention in quality basic education;
Reorient educational priorities;
Improve public understanding and awareness of CSE;
Provide training to different sectors within the learning community;
Transformative leadership as a driver of change.
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Final Remarks
• Difficulties felt regarding the conduction of WP3
The main difficulties felt in regard the conduction of WP3 were due mainly to the COVID-19 pandemic. Some
struggles in establishing and engaging with contacts in the business industry emerged, making difficult to obtain
responses in a time adequated to the project development.
• Main limitations considering the data collection & the data gathered
We would like to underline that the samples – both from the survey and interviews - are illustrative of CSE reality
in terms of practices and dynamics. However, they are not statistically representative. Indeed, the criteria of
representativeness were not in our mind when we started gathering the data.
Since CSE is a recent concept, it’s dificulte to categorize and analyse the activities developed by the companies.
Also, the subjectivity inherent to the content analysis approach, conducted for both interviews and desk research
must be considered. Therefore, we cannot claim that it is a reliable portrait. It is only a portrait of the vision and
discourses of the aforementioned actors.
The study doesn’t allow the possibility of doing generalizations once: i) the number of responses obtained varied
across the countries; ii) the sample is not large enough to provide an accurate framework; iii) the regional/national
context was not taken under consideration.
•

Main considerations and limitations regarding data analsysis for the implementation of CSE practices and
mindsets

The general feel, after analysing all the data collected, reveals a strong proximity between CSR and CSE practices.
Most of the companies implement activities that promote the creation of social impact but not in a structural way
(for instance, inherent to the company identity) – for instance, the social values are strongly integrated in the
mission, vision, code of ethical conduct, activities promoted.... In other words, most of these activities are not
disruptive once they are not innovative and are still very close to the traditional social responsibility practices (e.g.
donations, using recycling bins, etc).
It’s also possible to point that there is a lack of awareness regarding the concept and the approach, once the
activities were not recognized as inside the CSE domain – this was especially clear in the company managers
interventions.
Despite this obstacle, other challenges were mentioned by the participants involved in this research: i) lack of
mechanism/tools to measure both economic and social values as well lack of KPIs definition to measure the impact
of CSE related actions implemented by companies; ii) internal inconvergences regarding the implementation of
CSE related activities and operations; iii) lack of resources/scarces resources – financial/economic, human
resources; iv) inexistence of departments/actors/teams responsible for the promotion of advanced forms of CSR
or CSE; v) bureaucracy and legal framework inherent to the implementation of activities in the companies; vi)
need to change the scope and type of relation with stakeholders; vii) need to identify common goals and objetives
within the communities and social groups affected; viii) lack of effective communication in order to promote the
implementation of CSE related practices …
There is still a long path to be done in terms of implementing CSE. CSE, as defined by the EMBRACE consortium,
it’s still perceived and understood as new concept and approach.
A set of practices are being implemented, focusing not only economic impact but as well social and environmental
impacts. Most of these practices still refer to a traditional approach of corporate social responsibility.
Nevertheless, some innovative and disruptive practices are being created not only to fulfil legal requirements
regarding corporate social responsibility, as it is showed, for instance, by the TOP 5: BEST CSE COMPANIES (pp.9097) or in the examples of good CSE practices. Specially in these companies, it’s possible to see the integration of
disruptive and innovative initiatives and goals in their operations and strategies and, ultimately, shaping their
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identity. The new approaches used by those companies, are implemented at several levels, since human resources
to the relationship with stakeholders. The companies with more innovative business models tend to be more
disruptive.
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