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INTRODUCTION 
 

Today, more than ever before, organisations give increasing attention to the integration 

of social, economic and environmental values in their business models, by implementing 

different activities and practices in these domains. However, a long journey is still to be 

made when it comes to Corporate Social Entrepreneurship (CSE). 

This Handbook is part of a broader research that is being developed within the scope of 

the European funded project EMBRACE - European Corporate Social Entrepreneurship 

curriculum. 

Corporate Social Entrepreneurship (CSE) is a specific concept and concerns new practices, 

which justifies why there are still ambiguities and many discussions around the term and 

its meaning (Couto, Parente, Cruz, Castro & Alegre, 2020). 

Corporate Social Entrepreneurship emerged as an approach resulting from the evolution 

and discussion around corporate social responsibility (Bowen, 1953; Azevedo & Carlos, 

2015: 63). According to Austin and Reficco  (2009) CSE embodies elements and criteria of 

corporate entrepreneurship, in a classic assumption as defined by Say, Schumpeter, 

Drucker and Stevenson, and of social entrepreneurship, most recently affirmed with the 

proposals of Dees (2001). 

CSE is considered to be “the process of extending the firm’s domain of competence and 

corresponding opportunity set through innovative leveraging of resources, both within 

and outside its direct control, aimed at the simultaneous creation of economic and social 

value” (Austin, Leonard, Reficco and Wei-Skillern, 2006). Considering Austin and Reficco’s 

perspective, CSE is not just another form of corporate social responsibility (CSR), but 

rather a process for invigorating and advancing the development of CSR. CSE aims to 

provide an approach that will accelerate the CSR journey. The fundamental purpose is 

therefore to accelerate companies’ organisational transformation into a more powerful 

generation of societal betterment (Austin & Reficco 2009: 2-3). 

Aligned with the Harvard approach by Austin and Reficco (2009), the EMRACE Project 

consortium, based on research conducted in 34 countries involving the analysis of 75 

organisations, 41 interviews with company managers (25) and experts (16) and 220 

responses to an on-line survey, define CSE as: 
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This Handbook bridges the lack of awareness regarding this emergent business model 

approach, by exploring CSE cases and practices that have been used across Europe by a 

heterogeneous set of organisations (companies, from different economic sectors, for 

profit, not-for-profit, public sector, and civic society organisations (CSO)).  Examples from 

nine European countries, Germany, Greece, Hungary, Ireland, Lithuania, Netherlands, 

Portugal, Romania and Spain, that are part of the EMBRACE project, were considered as 

part of the research to develop this Handbook.  

The data presented here is, therefore, a result of a robust empirical research made 

between May and September of 2020 based on a mixed method approach, that included 

a qualitative component, comprising interviews to two different profiles of key-actors: 

company managers (25) and experts on CSE (16), content analysis of 75 institutional 

websites of different organisations and a quantitative approach, based on an online 

survey applied to corporate entrepreneurs (220) from different organisations, small and 

medium enterprises (SMEs), big companies, multinationals, non-profit organisations, 

public sector organisations, and CSOs. 

With this Handbook, organisations can learn and explore how to create and implement 

social and economic value through Corporate Social Entrepreneurship (CSE) practices.  

The EMBRACE CSE self-assessment of organisations (see Chapter 4) will enable public and 

private sector organisations to understand, and address, their organisation's position in 

relation to CSE practices. 

Welcome to this Handbook! We wish you a good journey through this EMBRACE CSE 

approach!  

«is '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».  

(EMBRACE Consortium, 2020) 
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HANDBOOK FRAMEWORK: EMBRACE APPROACH 
 

To assist the reader, understand how to use and the purpose of this Handbook, a 

reflection of the concepts and pathway that leads us to Corporate Social 

Entrepreneurship (CSE) is presented here: 

Figure 1. Timeline of the broader concepts 

 

 

 

 

The first moment refers to when the concept began: the process of creating and 

developing new businesses – ENTREPRENEURSHIP (Drucker, 1985).  

 

 

 

 

This process (as the following processes) occurs always within a socio-economic context 

(Thornton, 1999: 20), justifying that, along the time, the core component of the 

organisations has been changing. During the 19th century, Jean-Baptiste Say highlighted 

the component of creating value in the entrepreneurship process. Entrepreneurs are 

those who, through a creative-destruction process, innovate (Schumpeter, 1934). Lately, 

in 1970s the entrepreneur is considered as an innovator who exploits an invention and 

creates a new way of producing it (Drucker, 1985). In other words, the entrepreneur takes 

advantage of the opportunities that are caused by changes – in technology, norms, the 

consumer preferences… - and exploits them. Later on, Covin and Miles (1999) defined 

corporate entrepreneurship focusing the importance of the innovation. 

 

 

The entrepreneur sees, in change, an opportunity and not a problem. 

 

In the broad sense, entrepreneurship refers also to the process of introducing 

innovations in organisations, markets, products and processes (Ruef & Lounsbury, 2007). 

+INFO – Concept 

In the strict sense, entrepreneurship refers to the process of creating new organizations and 

developing them, assuring their sustainability. (Ruef e Lounsbury, 2007) 

 

DID YOU KNOW? 

Covin and Miles (1999) support the idea of the presence of innovation with the objective of reforming 

and renewing organizations, markets and industries to create or sustain competitive advantages. 
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More recently, another concept has emerged to label this internal dimension of 

entrepreneurship process, the intrapreneurship. There is evidence to suggest that 

intrapreneurship helps top management level actors to renew and revitalize the 

businesses where they are inserted, to innovate such businesses and to enhance their 

overall business performance (Kuratko, Montagno & Hornsby, 1990; Antoncic & Hisrich, 

2001). 

 

 

 

 

 

 

Although it is not a new area (Carroll, 2008), during the 20th century, the social 

responsibility of the companies started to gain importance and a new understanding. This 

shift was mainly due to economical and institutional transformations such as the 

globalization and the financialization, which affected not only the work of organisation 

and production and business management but also life and work conditions (Parente, 

2005). A new paradigm, regarding the extensive role of organisations in contemporary 

societies – the responsibility of doing more than just business – gained a new weight and 

emphasis in the business agenda. For example, in 1993, Jacques Delors, then the 

President of the European Commission, mobilized the business managers of 20 

enterprises in the fight against social exclusion (Commission of European Communities 

[CEC], 2001).  

Within this framework, the entrepreneurial responsibility, or the CORPORATE SOCIAL 

RESPONSIBILITY (CSR) can be understood an integration of social and environmental 

concerns in business operations and in their relationship with stakeholders. CSR opens a 

voluntary way of foster change and aligning social development with a renewed 

competitive sense” (Commission of the European Communities, 2001).  

 

 

 

 

 

NOTE THAT… 

“The terms ‘intrapreneur’ and ‘corporate entrepreneur’ have been used synonymously and generally 
refer to corporate managers who exhibit entrepreneurial spirit in terms of idea generation, creativity 
and drive in the course of carrying out their work: marshalling resources and influencing and 
championing ‘new ideas from development to complete profitable reality’” (Kuratko, Montagno & 
Hornsby, 1990: 50 as cited in Hemingway, 2013: 86).  

 

+INFO – Concept 

CSR can be understood as “a concept whereby companies integrate social and environmental 

concerns in their business operations and in their interaction with their stakeholders on a voluntary 

basis. (…) It opens a way of managing change and of reconciling social development with improved 

competitiveness.” (CEC, 2001: 7). 
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It is not only fulfilling legal frameworks – such as acquiring certifications and standards - 

and expectations but also goes beyond with investment in social and environment 

aspects.  

There is indeed a relation between sustainable development and entrepreneurial 

responsibility, because it is important to conciliate the economic growth, ecologic 

equilibrium and the social progress in order to balance human needs in between present 

and future (World Commission on Environment and Development, 1987):  

 

 

 

 

 

 

Internally, within organisations, “socially responsible practices involve primarily 

employees and relate to issues such as investing in human capital, health and safety, and 

managing change.” (CEC, 2001: 8).  

Externally, organisations play a central role within their local communities and as well as 

having responsibility towards society as a whole: “Issues, such as human rights and 

environmental protection, have a comprehensive dimension as they are relevant at 

company, local and global level. They involve employees, shareholders, business partners 

and suppliers, customers, public authorities and NGOs representing local communities, as 

well as the environment.” (CEC, 2001: 11).   

Through this framework, we can argue that we have pass from a philanthropy 

perspective, where companies have always been promoters, helping their employees, 

families and community, to the beginning of social capitalism, where new relationships 

with stakeholders are stablished and where there is an association between social and 

ethical dimensions to both profit and wealth components of organisations (Freeman, 

1984). Thus, it is revealed, the opportunity of promoting the well-being of the society (in 

other words, creating social value) at the same time that value is added to the 

organisation (generation of economic value).  

With this is mind, it is possible to ponder about SOCIAL ENTREPRENEURSHIP and its 

emergence. During the ‘80s and ‘90s of the 20th century, in the USA the application of 

classic entrepreneurship was discussed – namely the value creation, innovation and 

ability to identify and explore opportunities - on new social practices (Parente & Quintão, 

2014). In other words, Dees (2001) Mair and Marti (2006), Nicholls (2006), for example, 

propose social entrepreneurship as incorporating business concepts, setting up a vehicle 

DID YOU KNOW? 

The World Commission on Environment and Development first met in October 1984. and published 

its Report 900 days later, in April 1987. This report state that “humanity has the ability to make 

development sustainable to ensure that it meets the present needs without compromising the 

satisfaction of the needs of future generations” (World Commission on Environment and 

Development, 1987).  
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for innovation with the main objective of overcoming new social challenges, such as 

problems of poverty and social exclusion, with no response by the market or State.  

 

 

 

 

 

In fact, already in the 19th century, the social economy concept arose, and can was viewed 

as the origins of social entrepreneurship. Currently, the social economy is defined by the 

European Commission (EC) (2013) as a specific part of the economy where a set of 

organisations, characterized by participative governance systems, pursues social goals. 

For two centuries social economy organisations – non-profit organisations (NPOs) - such 

as cooperatives, mutual, associations and foundations engaged in the production of 

goods and services throughout the market, interacting with private corporations, and the 

State (EC, 2013: 12). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 NOTE THAT… 
It is possible to differentiate several schools of thought regarding the social economy sector. 

On the one hand, the francophone perspective where the social economy was understood as 

hybrid dynamic between the market, the State and the family/community/citizens.  

On the other hand, the anglo-saxon perspective, that separated the market and the State from 

NPOs. The newer anglophone schools also diverged into different perspectives. The «school of 

Business Management or income generation» (Boschee & McLurg, 2003) sees social 

entrepreneurship as the use of mechanisms and tools used in entrepreneurial planning and 

management; it also included the development of comercial activities as a way to guarantee the 

sustainibility, eficacy and prossecution of social goals in the non-profit sector.  

The «social Innovation school» (Dees, 1998; Bornstein, 2007; Mulgan, 2007) confered a central 

role to social entrepreneurs and their personal qualities; social value was created in innovative 

ways nabling a response to problemsin the context of scarce resources.  

The «new social and solidary economics in the European semi-periphery and Latin America» 

(Souza, 2010; Laville, 2015, Laville & Gaiger, 2009), combined the principles of the European 

cooperatives (such as self-management, democratic participation and leadership, economic 

redistribution, employment for the most vulnerable groups…) and the development of i) a culture 

that respects both the environment and society and ii) an economic, social and political project 

that can be an alternative to the capitalist model. 

Finally, there is the «social enterprises school» in Europe (Defourny & Borgaza, 2001; Spear, 2006; 

Defourny & Nyssens, 2010). This is  a new example of social economy which combines social goals 

(e.g. employment of people excluded from the labour market, to serve the local community, 

limited distribution of profits…), economic goals (e.g. production of services/goods, job creation, 

economic risks…) and governance forms (e.g. independent management, democratic decision-

making processes…). 

 

NOTE THAT… 

In North American approaches, the trends are clearly towards the market and the dialogue with the 

State does not assume the same centrality, compared to European approaches (Parente & Quintão, 

2014). 
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Nevertheless, there are some mistaken views between social entrepreneurship and 

social innovation.  

 

 

 

 

The social entrepreneurship process emphasises the fact that the value created can be 

returned to society, satisfying multiple stakeholders and promote new methodologies for 

sustainability (Moss, 2013). Nevertheless, the creation of economic value is crucial in the 

long run in order for the organisations to stay in business (Mair & Martí, 2006; Moss, 

2013). 

This tendency to take charge of social needs as part of all organisations, regardless of 

whether they are in the private or public sector, under the term social entrepreneurship 

increased and new types of organisations gained importance in the 1980s, configurating 

social enterprises (EC, 2013: 9). 

Social companies are an example of the new social economy that appeared as coping 

mechanisms against the economic crises and massive unemployment of vulnerable 

groups. These entities are known as enterprises whose primary objective is to achieve 

social impact, rather than generating profit for owners and shareholders. Thus, they 

operate in the market in an entrepreneurial and innovative way, aiming to produce new 

goods and services, therefore using their earnings to achieve social goals. Ran by social 

entrepreneurs in a responsible and transparent way, social companies involve in 

particular workers, customers and stakeholders affected by its business activity. (EC, 

2013: 16). 

From the corporate social responsibility and social entrepreneurship perspectives, from 

their limits and their potentialities, emerges, recently, the concept of CORPORATE 

SOCIAL ENTREPRENEURSHIP (CSE).  

 

 

 

 

 

The term reflects the reformulation of the value creation concept, where the idea of 

shared value is adopted (Porter & Kramer, 2006). Such value, integrated in the 

+INFO – Concept 

Social innovation is “(…) new ideas that meet social needs, create social relationships and form new 

collaborations. These innovations can be products, services or models addressing unmet needs more 

effectively” (Hubert, 2010: 9). 

 

+INFO – Concept 

This newest concept is described as “the process of extending the firm’s domain of competence and 

corresponding opportunity set through innovative leveraging of resources, both within and outside its 

direct control, aimed at the simultaneous creation of economic and social value.” (Austin, Leonard, 

Reficco & Wei-Skillern, 2006).  
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organisation’s strategy and scope, should combine and prioritise both social and 

economic value.  

In other words, there is a reformulation of the businesses and organisational forms and 

performance: instead of producing socially responsible activities and initiatives, 

businesses should endogenize, in their core, the social and environmental dimensions, 

namely, at present time, in their mission, but also, considering the future time, in their 

vision. 

For instance, the transformation and development of socially responsible initiatives into 

commercial and economic values should be integrated in the business strategy and 

operationalized in the organisation actions. Nonetheless, these strategies imply an 

interdependency relation among the organisation and the external stakeholders: the 

initiatives carried by the organisation should benefit the external stakeholders but should 

also be beneficial for the organisation.  

These arguments are attested by Schwab that described CSE as “the transformation of 

socially responsible principles and ideas into commercial value” (Schwab, 2008: 108) 

where “pioneering companies integrate social entrepreneurship into their main activities, 

channelling their research and development capacities towards socially innovative 

products and services" (Schwab, 2008: 114). In its turn, Tasavori and Zaefarian argued 

that CSE is “the process of discovering, defining and exploring opportunities through 

corporate ventures (internal and external) and innovation, as well as strategic renewal 

that results in the creation of social (and environmental) value” (Tasavori & Zaefarian, 

2012: 13). 

On one hand, this new concept can be confused with CSR. Austin and Reficco (2009) 

argued that CSE is, in fact, a process that allows and enables businesses to produce more 

advanced forms of CSR.  

On the other hand, we can argue that the conceptualisation of social enterprise 

resembles the definition of corporate social entrepreneurship in terms of i) the 

production of services and products in an innovative way, ii) the importance of social 

goals, that guide the organisation strategy and are considered structural for the 

development of the activities and operations of the organisation and iii) having the 

mission of creating social impact for the betterment of the society and the involvement 

of stakeholders.  
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 NOTE THAT… 

In 2020, aligned with the Harvard approach by Austin and Reficco (2009), and based on research 

conducted in 34 countries involving the analysis of 75 organisations, 41 interviews with 

practitioners and experts and 220 responses to an on-line survey, the consortium of the EMBRACE 

project defined CSE as “a way of doing business' so that all staff ( top, down) 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”.  (EMBRACE, 

2020). 

 DID YOU KNOW? – Part 1 

According to a bibliometric analysis, using the online search engine Web of Science (WoS), the 

concept «corporate social entrepreneurship» first appeared with Christine A. Hemingay in 

2005 after the publication of a scientific article at Loughborough, Leicestershire, United 

Kingdom, as a result of her thesis. 

The research around this topic is still very recent. Nevertheless, since 1997, 45 documents 

were published containing simultaneously the terms or the thematic «corporate», «social» 

and «entrepreneurship».  However, only 11 documents refer to the concept of “corporate 

social entrepreneurship”. More than a half of the publications appear from 2015, and we can 

think of it as a concept with around 5 years old.  
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In line with this historical perspective, in the following chapters we intend to explore a 

more practical side, close to the understanding of companies and their company 

managers. We will address current CSE EMBRACE practices, examples and tools that will 

help you embrace this concept and introduce it in your organisation!   

 DID YOU KNOW? – Part 2 

The top 10 countries and Higher Education Institutions (HEIs) that have worked on the CSE 

theoretical framework are:    

For the 45 documents published, and regarding the period between January 1997 and 

February 2021, this is the top 10 of HEIs that have been working this thematic:  

 

Also, for the 45 documents published between January 1997 and February 2021, the top 

10 countries that worked the most on the CSE theme are:  
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CHAPTER 1. CORPORATE SOCIAL 

ENTREPRENEURSHIP IN 

ORGANISATIONS 
 

1.1. UNDERSTANDING CORPORATE SOCIAL 

ENTREPRENEURSHIP 

Why implement CSE? 

Nowadays, organisations are increasingly motivated to become more socially responsible 

because of life sustainability: economic, social and environmental spheres.  

The Sustainable Development Goals (SDGs) follow the Millennium Development Goals 

(MDGs), expanding the challenges that must be addressed to cover a wide range of 

interrelated topics, in the economic, social and environmental dimensions of sustainable 

development. For the implementation of the 2030 Agenda on the SDGs, it is imperative 

that organisations integrate these goals in their decision-making and that they contribute 

with their power of innovation for a more sustainable and inclusive future. 

 

Cohesion policy also contributes to a better integration of environmental concerns in 

other policy areas and economic sectors, namely through investments in clean energy, 

sustainable urban transport and urban development projects. In this sense, CSE is a step 

for organisations to successfully implement social innovation in the world, through new 

forms of business models that can be used to reach low-income markets. The CSE will 

allow organisations to align themselves with society, to exploit it and not stay out of it, 

placing the economy at the service of people and not at the service of the economy.  Our 

planet faces enormous economic, social and environmental challenges. 

The CSE promotes the creation of shared value and, therefore, social innovation, so the 

history and resources of the company, with all the accumulated knowledge, play a vital 

role, since the CSE is a long-term strategy, but basic capabilities can be a crucial advantage 

for a particular company. When it comes to CSE actions, organisations must allocate 

resources that are requirements for innovation and the creation of a new business model.  

The consumers are also increasingly aware of the sustainability of life (social, 

environmental and economic spheres). In this sense, the organisations have evolved with 

respect to the awareness of the necessary co-responsibility of organisations for the direct 

impacts generated on the ecosystem, as well as the increasing involvement of 

stakeholders. 
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What is the fundamental purpose of CSE?  

 

 

 

 

 

How, then, can we contribute to improving the relationship between 

organisations and society?  

Porter and Kramer already stated in their work in 2006, that reinventing capitalism with 

benefits for both parties, goes through initiatives to share the value created; that is, 

entrepreneurs, instead of putting profit first, must place the value they create, which is 

the difference between results and costs for organisations and society. 

 

So, what means shared value? 

 Figure 2. Definition of shared value 

 

 

 

 

 

Nowadays, new businesses are 

emerging: (…) they are created because of new 

understanding of social values. The big change 

is being observed during past 10-20 years. 

Interview to CSE expert from organisation 16| 
Lithuania 

 

 

The fundamental purpose of CSE is to 

accelerate companies’ management 

to be more powerful generators of 

societal betterment. 

Shared value is defined as “the 

policies and operational practices 

that improve a company's 

competitiveness while advancing 

economic and social conditions in 

the communities in which it 

operates” (Porter & Kramer, 

2006). 

The shared value differs from 

other social responsibility 

initiatives because they do not 

presuppose the distribution of a 

result already acquired by the 

company, but creation of global 

value for society and for the 

company itself. So, shared value 

is analysed from the social value, 

environmental value and 

economic value (figure 2), central 

for the CSE process. 
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What are the main dimensions that compose the CSE process?  

Figure 3. CSE dimensions (EMBRACE Consortium, 2020) 

 

 

 

 

 

 

 

 

 

 

 

 

The dimensions (figure 3), in accordance with the EMBRACE definition and follow-up 
work, are aligned with the Harvard approach proposed by Austin and Reficco (2009). 
Then, based on these authors' work as well in the information collected during the 
EMBRACE project, it was possible to pinpoint the following sub-dimensions (table 1). 
These served as bases for the next chapters. 

Table 1. CSE: EMBRACE key-elements and sub-dimensions  

Dimensions | 
Key-elements 

Sub-dimensions 

Dimension 1: fostering an 
enabling CSE culture 

1) entrepreneurial mindset and external environment that enables the 
transformation of the organization; 
2) to integrate the social, environmental and economic values in the 
mission and vision of the organization; 
3) To articulate the performance measurement indicators for the 
social, environmental and economic value generated; 
4) To promote internal synergies in the decision-making processes; 
5) Dissemination of the organization’ culture in order for all actors 
involved to be aware of the CSE values and that those values are 
present in the operations and activities of the organization; 

There is a set of key-elements which 

are central to the CSE process 

(figure 3). 
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Dimension 2: promoting 
corporate social 
intrapreneurship 

6) Internalization and maintenance of the CSE processes by all actors 
of the organization; 
7) Existence of individuals who combine traits of social entrepreneur 
and corporate entrepreneur; 
8) Existence of Individuals who are ambassadors for the integration of 
the three values: economic, social and environmental values; 
9) Existence of individuals who are good communicators and active 
listeners; 
10) Existence of individuals who are innovators once they make use of 
new resource configurations, actions and relationships in order to 
create innovative solutions; 
11) Existence of individuals who are contributors that support the 
success of others by enabling them to achieve their maximum 
performance; 
12) Existence of Individuals who are catalysts for changes who inspire 
and motivate the others as well promotes the synergies in the work of 
others; 
13) Existence of individuals who are cost-conscious once they are 
aware of the corporate realities and risks associated to it; 

Dimension 3: amplifying 
corporate purpose and values 

14) Social and environmental values of the organization are seen as 
the core in its operations, strategies and mission as well economic 
value; 
15)  Consistency and integrity between the values promoted and 
diffused by the organization and the actions carried out; 
16) creation of social, environmental and economic value (triple 
bottom line); 
17)  Compliance with the law at the same time that set new standards; 

Dimension 4: building 
strategic alliances to co-

generate value 

18) To change the scope of the value creation, optimizing the returns 
to internal and external stakeholders; 
19) Collaboration with external organisations, establishing 
partnerships, to promote innovative solutions to previously identified 
social, environmental and economic issues or problems; 
20) The social, environmental and economic returns produced, are 
complementary and synergistic between different stakeholders, 
promoting a win-win relation; 
21) The social, environmental and economic values are reported in a 
transparent way and accessible to all, using financial and non-financial 
tools. 

 

1.1.1. THE STAKEHOLDERS INVOLVED IN THE CSE PROCESS 
 

In the new paradigm, the organisations are not only economic actors, but also a societal 

actor. The management of organisations should be guided by the interests of all 

stakeholders (employees, managers, suppliers, customers, environmental groups, 

government, politicians, local communities, legislation and regulation entities) involved 

with the company, and not only focused on the interests of shareholders/owners 

(Freeman, 1984). 
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Top and middle level managers must consider expectations and commitments to 

different stakeholders (Bourne & Walker, 2006; Svendsen, 1998) and the deeper 

knowledge of stakeholder expectations allows for more effective communication and 

involvement (Water, 2014). 

Currently, stakeholders demand an increasingly significant participation in strategic 

decisions, resulting in new challenges and opportunities for organisations. 

Figure 4. Typologies of stakeholders that can be involved in CSE process  

 

 

 

 

 

 

 

 

 

 

There are many stakeholders who could be involved in the process of CSE (figure 4). The 

diversity of the stakeholders and their roles and functions within the innovation process, 

as well as their network interaction are indeed important in view of the complexity of the 

global challenges.  

Stakeholders are showing an increased interest in supporting responsible business 

practices. They are also demanding more information on how organisations are 

addressing risks, how are the opportunities related to social and environmental issues 

being explored and how the organisations incorporate social concerns into business 

operations 

 

 

 

  

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 to company manager from organisation 20 | Hungary 
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CHAPTER 2. CORPORATE SOCIAL 

ENTREPRENEURS’ ECOSYSTEM: KEY 

EMBRACE CSE DIMENSIONS AND 

EUROPEAN PRACTICAL EXAMPLES 
 

This chapter contains information retrieved from the Desk Research, through the content analysis 

of 75 organisations’ institutional websites, and testimonies of 41 key-actors interviewed: 25 

company managers and 16 CSE experts. 

With the word «organisations» we are referring to private and public entities and 

non-profit organisations that are in the process of implementing a CSE process. 

The concept «social, environmental and economic values», that refers to the most 

important values of CSE, reflects the «shared value», discussed at page 17. 

We consider 3 management levels, when we refer to «management level». For 

instance, the top management level is represented by, for example, business 

owners or chief executives and the middle management level represented by 

departmental managers. The company managers, that were interviewed, are 

inserted mainly in top management levels. 

Although there were not identified organisations with a full implementation of 

CSE, there is a path that can be done. The path done until now by some 

organisations, it is explained or used as example in the following chapters. 

 

2.1. DIMENSION 1: FOSTERING AN ENABLING CSE 

CULTURE  

  Fostering a supportive environment to implement CSE  

 

Addressing social, economic and environmental challenges can start from within the 

organisation, namely through the organisation strategy. CSE intends to explore the 

opportunity to produce both social, environmental and economic values– therefore, the 

entire structure and organisation of the company is marked by it. 

Starting from inside the organisation, the implementation of CSE is performed by 

corporate social intrapreneurs – as we will see further ahead – that is, people who change 

the direction of a company or people who develop or improve existing products, services 

and technologies (European Social Fund, 2021).  

 



Corporate Social Entrepreneurship Curriculum (EMBRACE) Project No: 612464-EPP-1-2019-1-IE-EPPKA2-KA 

Page 24 of 72 

 

 

 

 

There must be a MINDSET and an internal and external ENVIRONMENT that enables 

the transformation of the organisation. The culture of the organisation shifts in order to… 

1. To integrate, in the MISSION and VISION of the organisation, the 

social, environmental and economic values 

The social, environmental and economic values must be reflected transversely in the 

organisation’s structure, processes and strategies adopted. 

For example, i) if the organisation produces a product with the purpose of generating 

social or environmental value for a specific stakeholder but being profitable at the same 

time, to guarantee the sustainability of the organisation (strategic goals including social 

or environmental and economic value), the organisation must i) ensure that the 

operations and processes carried to develop such activity are socially responsible, 

internally and externally, and ii) well communicated and translated in its mission and 

vision.  

In other words, the operations and activities developed in the organisation, to produce a 

product or service, must be designed and guided considering the creation of the three 

main values, internally and externally.   

The CSE related values, social, environmental and economic, should be clearly described 

in the mission and vision of the organisation. 

2. To articulate the performance measurement indicators for the 

SOCIAL and ECONOMIC value generated  

As argued by managers and academics, to achieve the best performance organisations 

must behave ethically, morally and socially as well as in financially responsible ways 

(Paine, 2003).  

 

 

 

 

The organisations should use indicators to measure the economic value, the social value 

and the environmental value generated. 

 

 +INFO - Books 

Paine, L. S. (2003) – Value shift – Why Companies Must Merge Social and Financial Imperatives to 

Achieve Superior Performance. New York: McGraw-Hill. 

 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 to company manager from organisation 14 | Spain 
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3. To promote INTERNAL SYNERGIES in the decision-making 

processes 

With the implementation of a new entrepreneurial culture the organisations seek to 

“bring down the castle walls” and to create internal synergies in their decision-making 

processes (Austin & Reficco, 2009).  

How? Through the insertion of employees and collaborators in the business planning, 

process and through the frequent listening of needs, ideas, given by the employees…  

 

 
 

 

4. To DISSEMINATE the organisation’s culture. 

It is not only important to make sure that the CSE values of the organisation are well 

known by all actors involved in the organisation, regardless of their units, departments 

or management level. It is equally important that such values – socially, ethically, 

environmentally and financially responsible – are present in all operations and activities 

of the organisation. 

 

 

 

 

Therefore, it is expected that the organisation’s top management level team (e.g. 

business owners, senior managers and middle managers) is also composed by those 

whom the creation of social and environmental value is prioritized – contrary to 

traditional organisations where the management teams are mainly composed by those 

who create revenue (Austin & Reficco, 2009).  

 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 to company manager from organisation 12 | Romania 

Our company developed a really unique structure and an 

informal environment. We have about eighty employees and involve 

every one of them in business planning at all levels. (…) We allow 

employees to «travel» where they want inside the company. We share 

the information and keep all the doors open. 

Organisation 22 [institutional website] | Lithuania 

Our great goal is that the values of the organisation work as a mirror for the employees (...) 

The employees are the thermometer and they make sure that the temperature, that is the 

organisational culture, is correct. 

 Interview to company manager from organisation 7 | Portugal 

 

. 
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I would say that social values are integrated into our company by default. Firstly, because it 

is a cooperative, and because it is a cooperative, people are worth more than money. I would say that 

this social vision, right from the start, because of the format of the company we chose. Then because 

of the business model we designed: we produce electricity on the roofs of third parties and we sell the 

energy and pay a rent. And we monetize roofs that previously served no purpose. Not only do we 

produce clean energy but we are also monetising a roof that was unused. 

Interview to company manager from organisation 5| Portugal 

 

2.2. DIMENSION 2: PROMOTING CORPORATE SOCIAL 

INTRAPRENEURSHIP 

The actors responsible for the implementation of CSE 

inside the company 

 

Implemented by who? 

The implementation of CSE can be led by a TASK FORCE - a group of people in charge 

of CSE implementation - but it should be carried and embraced by all actors of the 

organisation. Those actors can be named as CORPORATE SOCIAL INTRAPRENEURS 

(CSIntrapreneurs). 

 

Who are they? 

The CSIntrapreneurs are individuals who are 

eager to bring social change in their respective 

communities – regardless of their position in the 

company.  

They are valued because they bring a unique set 
of skills that complements traditional 
management practices. They have developed 
skills to drive creativity and innovation inside 
organisations (Austin & Reficco, 2009).  
They have a particular mindset of social 

entrepreneurs, their nature, their skills and 

competences. Therefore, based on the 

CSIntrapreneurs characteristics, proposed 

by Austin and Reficco, 2009, they can be 

described as… 

1. Individuals who combine traits of SOCIAL ENTREPRENEUR and CORPORATE 

ENTREPRENEUR. 

They combine not only the ability of pursuing and exploring opportunities in innovative 

ways – creating business – but also the ability to incorporate social and environmental 

worries, values and impact as the guiding principles of their businesses  

 

 

 REMINDER  

In the HANDBOOK FRAMEWORK, the 

«entrepreneur» is defined as the actor 

who explores opportunities and 

creates value, using innovative ways 

(Covin & Miles, 1999) 

The «intrapreneur» corresponds to 

the actor, inside the company, who is 

tasked to develop innovative ideas 

(European Social Fund, 2021). 

And the «social entrepreneur» is the 

actor who creates and explores 

opportunities of creating values, with 

the purpose of social value and impact 

(Dees, 2001). 
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Our culture reflects our lean and self-organisation attitude. We encourage our 

colleagues to take risks, make decisions, work in a collaborative way and talk to 

everyone to enhance communication. 

Organisation 6 [institutional website] | Portugal 

. 

2. Individuals who are ambassadors for the integration of the three values: 

ECONOMIC, SOCIAL AND ENVIRONMENTAL VALUES.   

They must ensure that economic, social and environmental values are in the core of all 

the organisation operations, internally or externally.  

 

 

 

  

3. Individuals who are GOOD COMMUNICATORS and ACTIVE LISTENERS. 

CSIntrapreneurs are individuals who are good communicators not only internally but also 

externally, working as thermometers that measure the environment internally and 

externally. They are also active listeners of their stakeholders, both internal and external. 

They are able to manage the internal and external boundaries to align interests and 

incentives. 

That allows them to show how social and environmental actions and changes are 

fundamental not only for the intrapreneur’s organisation but for the other parties also, 

ending up being COORDINATORS.  

 

 

  

 

 

 

 

 

4. Individuals who are INNOVATORS and creators of innovative solutions. 

 

One of their main aims is to foster and transform their organisations internally, 

through the use of innovation, through the use of different and/or new resources, 

configurations, actions and relationship. 

 

 

But we have a team of ‘frontrunners’. They are tasked to go out in their 

communities and find ways that Univé can contribute. In reality all Univé 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 to company manager from organisation 24 | Netherlands 

.= 

The important thing is to collect stakeholders' perspectives, incorporate them 

into management models and then measure whether what we have done has reduced 

the gap or potential for improvement for the supplier. That is defensible and it is done. 

Interview to company manager from organisation 7 | Portugal 

. 

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 to company manager from organisation 12 | Romania 

. 
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SAP has established an intrapreneurship programme which aims to motivate 

employees to put forward innovative business ideas which are then rated by internal 

juries and possibly receive funding. SAP encourages this kind of thinking by offering 

MOOCs (Massive Open Online Courses) on intrapreneurship at openSAP. The latest 

course titled ‘Intrapreneurship – Employee-driven Innovation’ started in February 

2020 and already counts more than 6.000 participants. 

Organisation 18 [institutional website] | headquarters in Germany 

I shouldn't say this, but being good at math was very important. Looking at 

certain accounts and seeing easily that they couldn't be right helped a lot. 

Organisation 17 [news article] | Portugal 

. 

5. Individuals who are CONTRIBUTORS that support the success of others  

CSIntrapreneurs are team players who enable other individuals to achieve their maximum 

performance, success… 

Sharing ideas inside the organisations company 

Some organisations are developing internal activities and programmes, aiming to support 
the development of ideas and projects though by their own employees. 

 

 

 

 

 

 

 

 

 

 

6. Individuals who are CATALYSTS for change 

They inspire, motivate and create synergies in the work of others. 

 

 

 

 

 

8. Individuals who are COST-CONSCIOUS  

They are cost-conscious and mindful of the bottom line, once they are aware of the 

corporate realities and risks associated to it. 

 

 

  As an employee you should feel that if you have a good idea then it can be 
realised 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 to company manager from organisation 10 | Hungary 

  The important thing is not so much that many people want to participate, but 

that these people realise that there is a company initiative and that the company itself 

is encouraging them to participate in something like this. This is how organisational 

culture is created. 

Interview to company manager from organisation 21 | Spain 

  

 Each member of staff can put a suggestion forward, if it is picked, they are 

accompanied by a team and get the resources they need to set up a team and 

implement the idea.                               

Interview to company manager from organisation 10 | Germany  
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Promoting the corporate social culture 

The CSIntrapreneurs have several roles to do within CSE culture. These actors not only 
triggers transformation of the organisational culture (or create it from scratch!) but also 
as the duty of maintain it! Such actors need to be able to assess if their business and 
organisational culture are aligned with the CSE process, ending up acting as an 

INTERNAL AUDITOR of the values and principles referred and used in the organisation.  

 

The mindset of a CSIntrapreneurs empowers the transformation of the organisational 
culture:   
 
 

 

And this contaminates the culture: then people will see other problems of a different 

nature and turn them into business opportunities. (...) But first you have to take this step: these 

people [intrapreneurs] have that role. To trigger these reflective and then intervening processes. 

Interview to CSE expert from organisation 13 | Portugal 
 

 

 DID YOU KNOW? Important skills and competences for the 

CSIntrapreneurs 

While performing the research, CSE experts and company managers were asked, which were the most 

important skills for a future CSIntrapreneur to have. Here are some of the mentioned skills: 

Figure 5.  CSIntrapreneur skills 
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Nonetheless, these actors can also have a role of generating new ideas, which may 
include an opportunity or new solution to a problem identified: 

1. It is necessary to define the social, environmental and economic issues which are going to be 

address.  

2. Then it is time to quantify the size of the problem and identify the targets.  

3. The following step is to identify and analyse the obstacles that make it difficult to solve this 

problem and to identify the means of action that are available. 

 

  
 We are innovating when we create solutions for our social clients.  (…).  the projects we take 
on, are about creating something new and giving the [internal] team, the opportunity to define with the 
client what is the solution needed to accomplish and the technologies that will most effectively meet 
the clients need.  

 
Interview to company manager from organisation 11 | offices in Ireland 
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2.3. DIMENSION 3: AMPLIFYING CORPORATE PURPOSE 

AND VALUES 

Organisation’ culture boosting creativity and innovation: the core 

values translated to actions 

 

“The values-based organisations see themselves as trustworthy, moral 

agents, capable of generating trust based on sustained ethical behaviour 

and innovative solutions to social problems. (…)  

In these organisations, social values are not viewed as a shiny patina meant 

to embellish the "real" company, but rather as a structural component, a 

cornerstone of their organizational identities.”  

(Austin & Reficco, 2009: 3) 

 

VALUES-BASED ORGANISATIONS (VBOs) are characterized as satisfying places to 

work, where the collaborators are highly engaged in the company activities. The 

organisational culture promoted in VBOs conducts the workers to boost their own 

creativity and innovation and can lead to the improvement of their own performance 

(The Big Picture People, 2020). Why? Because it is believed that VALUES-BASED 

LEADERSHIP (VBL) “guides members towards goals which benefit the organisation, its 

members, stakeholders, and society” (Kanungo, 2001 as cited in Viinamäki, 2012: 43), 

leading them to identify with the organisation projects!  

One of the CSIntrapreneurs tasks inside the organisation, is to make sure that the social 

and environmental values of the organisation are seen as the core in its operations, 

strategies and mission.  

 

The values presented by the company must be present in 

everything that is done. In other words, there must be consistency 

and integrity between the values promoted and diffused by the 

organisation and the actions carried out. 
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 FACTSHEET  

The key elements of a value-based organisation are… 

→ The values are shared and understood by all members of the organisation (The Big Picture 

People, 2020) 

→ Having a values and ethics strategy (e.g. Codes of Ethics, Code of Conduct, internal policies…) 

(Fraser, 2014: 2) 

→ To raise awareness of the values and ethics of the organisation by training and other activities 

(Fraser, 2014: 2) 

→ To count with an extensive and intensive participation of stakeholders (Viinamäki, 2012: 44) 

→ 2020) 

→ To communicate the values in a clear and straightfoward way (Viinamäki, 2012: 44) 

→ The leadership fosters a good image and perception (Viinamäki, 2012: 44) 

→ To make decision-making a team task (The Big Picture, 2020) 

 

To the former key-aspects, we add the following to an organisation be considered value-based 

AND corporate social ... 

→ To be in compliance with the law and setting up new standards 

→ To optimise returns to stakeholders and external actors affected by the organisation 

operations 

→ To assure that social and environmental values are the core values of the organisation. 

Nevertheless, the economic and environmental value should also be present. 

(Austin & Reficco, 2009) 

To advance from corporate responsibility to CSE is essential that… 

 

EXAMPLE 

A certain company can translate its values into action through the support of employee community 
service and become a leading innovator:  

 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. 

CSE expert from organization 23 | Romania 
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2.4. DIMENSION 4: BUILDING STRATEGIC ALLIANCES TO 

CO-GENERATE VALUE 

Creating value and impact internally and externally 

 

1. Changing the scope of the value creation: OPTIMISATION 

OF RETURNS to stakeholders and other external actors. 

In CSE, the returns generated - through a strategic renewal that allows the creation of 

triple bottom line values (Tasavori & Zaefarian, 2012) - should be optimised to the 

stakeholders and other groups who can be affected by the organisation’s actions (Austin 

& Reficco, 2009). The company will be more sustainable, once serving a broader 

constituency, once these stakeholders affected by the company can also impact the 

organisation (Austin & Reficco, 2009). 

 

2. Therefore, it is possible to make the organisation’ 

RETURNS COMPLEMENTARY AND SYNERGISTIC. 

On the contrary, when compared with organisations that are in the scope of 

entrepreneurship - where the ventures must be competitive players in their sectors and 

industries (Covin & Milles, 1999) in order to survive and be sustainable –, the CSE 

organisations should make the social, environmental and economic returns produced, 

complementary and synergistic between different stakeholders (Austin & Reficco, 2009). 

 

The win-win relationship between the organisation and its stakeholders 

Collaborating with other organisations is important for co-generating value, as it allows 

the organisation to access other resources, absorb, transfer and accumulate knowledge 

and other competences.  

Through these synergies, society as a whole can benefit from innovative solutions to 

previously identified issues and problems. 

In order to create social and economic values, it is important to establish external 

relationships that can be leveraged through partnerships. These strategies must be an 

integral part of the company's culture. 
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PRACTICAL EXAMPLE 1 - Portugal 

Organisation 7 has protocols with the third sector to establish partnerships and Fair-

Trade networks, which guarantee the payment of a fair price to the producer and support 

development projects for the producing communities. 

The campaign "A coffee for Timor, which aimed at building infrastructures and schools for 

the population, was recognized by the Social Accountability International with a" positive 

Community Impact Award "in 2003. The intervention in Timor was intended to empower 

coffee producers, value Timorese coffee, investment / offer of equipment for coffee 

dehulling and support for the reconstruction of schools, with a view to promoting the 

sustainable development of communities.” (Organisation 7 [institutional website]). 

This partnership contributed to the knowledge of quality coffee production and allowed 

the creation of a process that brought a higher quality of life to producers and the 

betterment of sustainable local development. 

 

 

 

 

PRACTICAL EXAMPLE 2 - Lithuania 

“In 2013, we concluded agreements with Vilnius Gediminas Technical University and 
Kaunas University of Technology to make our contribution to cooperation between 
companies, universities, and students in order to prepare qualified Lithuanian specialists 
and thus to create added value both to the science and businesses in Lithuania.” 
(Organisation 1 [institutional website]) 

In 2013, organisation 1, that is one of the largest logistics centres in terms, cooperated 
with Kaunas University of Technology. With this cooperation students of logistics from 
the Management Programme have direct insights into business peculiarities through 
practice at the company, discussions held during lectures with business representatives, 
or looking for solutions to business problems. These types of cooperation’s between 
science and business will create added value to both parties and also allows that young 
specialists from economics and management areas not only to have practice, but to start 
their professional career as well. 
 

 

 

 

 

 

 

 +INFO - Project 

Projects – Sustainability | Delta Cafés: https://www.deltacafes.pt/pt/sustentabilidade/cadeia-de-

valor/projectos 

 

 +INFO - Project 

News: https://old.post.lt/en/about-us/news/lithuania-post-will-cooperate-kaunas-university-

technology 

https://www.deltacafes.pt/pt/sustentabilidade/cadeia-de-valor/projectos
https://www.deltacafes.pt/pt/sustentabilidade/cadeia-de-valor/projectos
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PRACTICAL EXAMPLE 3 - Hungary 

The Centre for Higher Education and Industrial Cooperation @ Budapest University of 

Technology and Economics has projects with organisation 19. Through this partnership, 

it is possible to establish synergies between different areas as well as enhance links 

between industrial needs and human capital from university; there is a huge potential in 

the technological information dissemination and management and knowledge sharing 

with SME´s, assisting tender applications and providing them with information 

background. Industrial partners, on the other hand, gain efficiency and increased 

competitiveness based on regulations on smart technology and technological integration. 

It brings benefits to both parties, since it leverages basic knowledge of universities 

through the use of the skills of their human capital, which are students combined with 

the industrial component. 

The main goal of this project was to build an open access laboratory infrastructure 

network, which enables the development and education of safe, controlled technologies 

with knowledge-based, innovative and highly digitized procedures, as well as the 

implementation of related interdisciplinary sub-programs.  

 

 

 

 

3. The social, environmental and economic values are 

reported in a TRANSPARENT WAY and ACCESSIBLE to all. 

The CSE organisations should report their performance to internal and external 

stakeholders.  

Keeping track of the economic but also of the social and environmental activities, helps 

the organisation to measure its impact and guide its strategy: 

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 to company manager from organisation 18 | offices in Hungary  

 

 

 

 

 FACTSHEET  

While performing the research, and content analysis, on the 75 organisations’ websites, we noticed 

that there are many companies already sharing their accountability or financial reports, activities 

reports, and sustainability reports. 

The interviews with the 25 company managers also reveal that the main recipients of the reports 

are investors, employees, partners, sponsors, consumers and the community. Nowadays the most 

common way to share results is through online platforms. 

 +INFO - Project 

CENTER FOR UNIVERSITY-INDUSTRY COOPERATION (FIEK): https://www.bme.hu/Center-for-

University-Industry-Cooperation?language=en 
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Reporting is a key aspect in CSE. But how can you measure what 

you should report? Consult the following pages! 

 

Measuring social, environmental and economic impact 

Currently, there are a set of reports that can be used to report economic, social and 

environmental values, besides the FINANCIAL REPORTING: 

 

 

 

 

 

 

 

 

 

 

 

Measuring social impact is becoming an increasingly important issue for organisations 

running activities to address social problems and the funders and networks that support 

them. In other words, a sustainable business must operate in an integrated manner 

with society. The Sustainability can refer to the initiatives that allow a certain organisation 

to continue to develop and be economically viable. In addition to the financial, the 

concept of sustainability has been closely associated with environmental issues. 

 
 

 

 

 

 

 

 EXAMPLES of non-financial reporting (Iansen-Rogers and Molenkamp, 

2008: 337-339) 

. Sustainability report 

. Corporate social responsibility report 

. Environmental report 

. Social report 

. Triple bottom line report 

. Corporate citizenship report 

. Health, safety and environment report 

. Community report 

 

 DID YOU KNOW?  

The global community today recognises that climate change is a threat and a problem that needs 

urgent solutions.  

Even before, through the Meadows Report, published in 1972, and coordinated by a MIT team 

coordinated by Dennis L. Meadows and, crucial and central issues that also focused the sustainable 

development and the environment was publish and was a tremendous success. In that year, the 

Stockholm Conference organized by United Nations Organisations (UNO), was a mark to try discuss 

the effects of the Human in the Environment. 

Later on, this recognition was marked at the Paris Climate Conference in December 2015, where 

195 countries adopted the first global, universal, legally binding climate agreement. 

 +INFO – Tools for reporting 

https://ec.europa.eu/info/business-economy-euro/company-reporting-and-auditing/company-

reporting/non-financial-reporting_en 
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The integration of corporate social responsibility practices is also the result of the 

integration of such concerns in business management. Social responsibility indicators in 

organisations started to be used to monitor the engagement with regard to sustainability. 

 
 
 
 
 

 

 

The analysis of KPIs can vary in approach… 

For instance, if you pay attention to DIFFERENT STRATEGIC areas of your organisation, 

you might consider… 

Table 2. Examples of economic KPIs 

Examples of capacity KPIs 
- Total daily attendance 
- Follow-ups done in the month 
- Total qualified leads monthly 
- Customer service per month 
- Items produced per hour  

Examples of productivity KPIs 
- Cost of Customer Acquisition (CAC) 
- Cost per Lead (CPL) 
- Total items produced per employee 
- Relationship between costs per employee 
and the revenue each represents 
- Monthly sales volume 
- Profitability index 

Examples of quality KPIs 
- Products delivered defective 
- Return rate 
- Delayed deliveries 
- Deliveries not made  

 

Examples of strategic KPIs 
- Profitability rate 
- Return on Investment (ROI) 
- Market Share 
- Average ticket 
- Conversion rate 
- Clients satisfaction 

Source: Adapted from Datapine (2021) 

In the KPIs presented previously, several indicators and tools can be used to collect 

information and assess the sustainability of the organisation.  

 

If you consider an approach based on the DIMENSIONS that can be considered and the 

main INDICATORS, take a look on the following table 3.  

Table 3. Examples of KPIs per dimension  

Dimension Indicator Main data or cofactor sources 

Economic 

Gross domestic production (GDP) National statistics 

Gross and/or local value added (G/LVA) Industry, (Inter)National statistics 

Trade National statistics 

Environmental Greenhouse gases National statistics 

 +INFO - Concept 

KPI is an acronym that comes from the English for Key Performance Indicator. It is a management tool 

used to analyse the most important indicators of a business or company. 
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Dimension Indicator Main data or cofactor sources 
(GHG) 

Fossil fuel use National statistics, industry 

Fine particle emission Industry, literature, 
derivable from other indicators 

Water contamination Industry 

Land use and land 
use change 

National statistics, Industry (e.g. wood 
use) 

Biodiversity Experts, industry 

Social 

Human health and wellbeing Questionnaires, industrial accounting 

Equity National statistics, industry 

Accidents and work-related diseases National statistics, industry, Insurance 
institutions 

National supply security 
and self-reliance 

National statistics, industry 

Employment National statistics, industry 

Capacity and freedom Questionnaires 

Participation Public documentation 

Rural development National statistics, Industry 

Source: Adapted from Karvonen et al. (2017) 

 

Finally, if you consider an approach based on the TOOLS and METHODS, for the 

economic and environmental areas, below you can see the most common ones found in 

the literature (table 4).  

Table 4. Examples of KPIs tools and methods by area 

Tools Orientation How 

Cost benefit analysis Economic 

Combination with other tools 

to monetize the non-monetary 

values and vice versa, for 

example with input-output 

Input-output (IO) methods Economic 

Extensions to environmental 

(EE) 

dimension (EE-IO). 

Life cycle analysis (LCA) 

methods 

Environmentally extended IO 
LCA databases or MFA 

calculations may be applied 

Environment LCA (ELCA) 
Combination with material 

flow analysis possible. 

Social LCA (SLCA) Data from other LCA methods 

Economic LCA (LCC) 
Combining with OI, MFA or the 

other LCA methods is possible 

Material flow analysis (MFA) Environment 

MFA-model tools are capable 

to add many different 

indicators 

if the functional unit permits it. 

Combination with LCA is 

possible 

Multi-criteria analysis (MCA) Any Multi-criteria analysis can use 
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Tools Orientation How 

results of any impact 

assessment method. MCA 

method then has to be chosen 

in accordance with the task 

complexity and data 

availability. 

Adapted from Karvonen et al. (2017) 

All these approaches, presented in the previous pages (table 2, table 3, table 4), have 

particular scopes and processes that must be adapted to each specific company – and 

that can be challenging! And there are just some of the possible approaches. 

 

There are several TOOLS that can be used, for example: 

→ The Social and Human Capital Protocol is a methodological framework developed by the World 

Business Council for Sustainable Development (WBCSD) and emerges to respond to the need to try to 

create a homogeneous framework for the measurement and assessment of corporate social impact.  

 

 

 

 

 

→ The Business for Societal Impact (B4IS), formerly known as London Benchmarking Group (LBG) 

Framework, an international tool, is a model for the measurement, management and communication of 

initiatives and projects of strategic investment in the community or social action based on an input 

framework (resources set by the company) and output (results obtained through the inputs). It is also a 

useful framework for the measurement, management and communication of projects of third sector 

organisations, and is recognized by the Dow Jones Sustainability Indices (DJSI) as a best practice to inform 

the contribution to social action. 

  

 

 

 

→ The Impact Reporting and Investment Standards (IRIS) framework, characterised by being a 

catalogue of benchmarks of performance (metrics) that guide and help impact investors to know the social, 

environmental and financial impact of an organisation. It includes the identification of metrics or key 

measurement indicators. Each of the performance indicators are selected by each organisation based on 

its measurement objectives. 

 

 +INFO - Tool 

Consult the wbcsd website, namely the Social & Human Capital Protocol at 

https://www.wbcsd.org/Programs/Redefining-Value/Business-Decision-Making/Assess-and-

Manage-Performance/Social-Human-Capital-Protocol. 

 +INFO - Tool 

Official website: https://b4si.net/ 

 +INFO - Tool 

Official website: https://iris.thegiin.org/metrics/ 

https://www.wbcsd.org/Programs/Redefining-Value/Business-Decision-Making/Assess-and-Manage-Performance/Social-Human-Capital-Protocol
https://www.wbcsd.org/Programs/Redefining-Value/Business-Decision-Making/Assess-and-Manage-Performance/Social-Human-Capital-Protocol
https://b4si.net/
https://iris.thegiin.org/metrics/
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 +INFO - Research 

Acevedo T.A., Ruiz M.M., & Lobato-Calleros O. 
(2015). Additional Indicators to Promote Social 
Sustainability within Government Programs: Equity 
and Efficiency. Sustainability 7, 9251–9267. 
doi:10.3390/su7079251. 
 
Cao, V., Margni, M., Favis, B.D., & Deschênes, L. 
(2015). Aggregated indicator to assess land use 
impacts in life cycle assessment (LCA) based on the 
economic value of ecosystem services. J Clean Prod 
94, 56–66. doi:10. 1016/j.jclepro.2015.01.041 
 
Champernowne, D.G. (1974). A comparison of 
measures of inequality of income distribution. Econ 
J 84(336), 787–816. doi:10.2307/2230566, 
http://www.jstor. org/stable/2230566.  
 
Dalton G, Lewis T (2011) Metrics for measuring job 

creation by renewable energy technologies, using 

Ireland as a case study. Renew Sustain Energy Rev 

15: 2123–2133. doi: 10.1016/j.rser.2011.01.015 

 

 TIPS 

In important step is to decided which 

impact measurement are going to be 

used. Indicators can clarify and guide 

your impact measurement. These 

indicators can serve as encouragement 

for designing personalised indicators 

development. Also, it is important to 

consider whether an indicator will work 

in your particular context. 

 

→ The Social Return on Investment (SROI), which includes the concept of social value (SROI), entails 

experiences, qualitative information, quantitative information and financial information about the changes 

that have occurred as a result of the results of an organisation, project or initiative, thanks to which we can 

support strategic decisions. 

 

 

 

 

 

→ The Socio-Economic Assessment Toolbox (SEAT) that identifies and manages social and 

environmental impacts since the exploration stage to the closing of the operation, reflecting the complexity 

of managing such impacts in large-scale extractive operations at the local level. 

 

 

 

 

 

 

  

 

 

  

 +INFO - Tool 

A guide to Social Return on Investment (2012). Available at 

https://www.socialvalueuk.org/app/uploads/2016/03/The%20Guide%20to%20Social%20R

eturn%20on%20Investment%202015.pdf 

 +INFO - Tool 

Manual of SEAT. Available at https://www.commdev.org/pdf/publications/Anglo-American-Socio-

Economic-Assessment-Toolbox.pdf. 

http://www.jstor/
https://www.socialvalueuk.org/app/uploads/2016/03/The%20Guide%20to%20Social%20Return%20on%20Investment%202015.pdf
https://www.socialvalueuk.org/app/uploads/2016/03/The%20Guide%20to%20Social%20Return%20on%20Investment%202015.pdf
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CHAPTER 3. CURRENT TRENDS AND 

PROCESSES OF CSE INSIDE 

ORGANISATIONS  
3.1. THE 12 CSE CASE STUDIES 
CSE is the mark of a new paradigm of planetary sustainability. It is a vision of the future 

for organisations. However, many of them are already aligned in this trajectory and are 

building their CSE process. Others will emerge and will be created in this new 

paradigmatic register in which the mission, the vision and the values of the organisations 

are considered in this triple economic, social and environmental dimension, a mark of the 

new millennium. 

The following cases have been identified on the basis of the analysis carried out in 9 

European countries that have participated both in the Desk Research, through the 

content analysis of the organisations’ institutional websites, as well in the interviews to 

the company managers. As standard of CSE, we have used the definition of Austin and 

Reffico (2009) with the adaptations made by the EMBRACE consortium (EMBRACE, 2020).  

We found that organisations are at different stages in the process of CSE construction, 

considering its main dimensions and its 27 different subdimensions (see table 1). The 

organisations have different indicators in mind, each one building its individualized CSE 

process based on the various contingencies, be they national and sectorial, market and 

technological, or human, among others and according to variables such as dimension, 

seniority, ... (Mintzberg, 1995).  

It follows a brief analytical description of the 12 organisations spread across Europe that 

are PROMOTING GOOD CSE PRACTICES (see table 5). 

Table 5. The 12 CSE case studies 

COMPANY COUNTRY 

Organisation 3 Romania 

Organisation 4 Romania 

Organisation 2 Romania 

Organisation 5 Portugal 

Organisation 7  Portugal 

Organisation 8 Portugal 

Organisation 9 The Netherlands 

Organisation 10 Germany 

Organisation 12 Romania 

Organisation 14 Spain 

Organisation 15 Lithuania 

Organisation 21 Spain 

Organisation 24 The Netherlands 

CLICK on top of each company 

name to access to a more detailed 

description. 
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3.2. CSE INITIATIVES TAKING PLACE IN EUROPE 
From the 12 organisations studied, there are several concrete initiatives, that are taking 

place in Europe, which demonstrate the diverse way to act and implement CSE.  

 

 

 

DIMENSION 1. FOSTERING AN ENABLING CSE CULTURE 

Creating an enabling and supporting environment that implements the CSE process 

within an organisation is not always easy. For example, some organisations do it by 

looking to the economic, environmental and social factors when stablishing their mission, 

their business strategy and internal operations:  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The vision and strategy of the company aligned with the 

changes of the organisation’ structure and processes: 

"Our whole mission is to create a stronger environment 

for the people of our area. And then we look at 

economic, ecological and social factors." 

Interview to company manager from organisation 9 | 

CASE D | The Netherlands 

The entrepreneurial culture promotes the creation of 

internal synergies in the organisation’ decision-making 

processes: 

"Everything is agreed with the company's works 

council. There are low levels of staff turnover, 

because workers tend to stay in the company. " 

Interview to company manager from 

organization 14 | CASE G | Spain  

There is dissemination of organisational values in the 

different units and their integration into the organisation 

internal processes: 

"We cannot dissociate one thing from another 

[economic and social values]. (…) we are a company 

that is important for the region. But the region was 

firstly important for Delta Cafés, and only then 

Delta Cafés was important to the region. Delta 

Cafés company would never be competitive if it did 

not have competitive human resources. And so, 

there is always the symbiosis of interdependence 

between social and economic values: without 

competitive communities there are no competitive 

companies. It is this link, interconnection, that 

makes Delta Cafés or any company stronger." 

Interview to company manager from  organization 

7 | CASE B | Portugal 

CLICK on top of each statement to 

access to each company case file. 
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DIMENSIONS 2. PROMOTING CORPORATE SOCIAL 

INTRAPRENEURSHIP  

Fostering an internal cooperative culture where it is promoted the combination of social 

and economic values!  

 

 

 

 

 

 

 

 

 

 

 

 

 

DIMENSION 3. AMPLIFYING CORPORATE PURPOSE AND VALUES 

Note that CSE organisations are organisations with social, environmental and economic 

values strongly present in their core and also organisations that translate such values into 

actions! The business strategy that is adapted to the values. It is important to ensure that 

the economic, social and environmental returns produced by the organisation are 

optimized whenever it is possible.  

 

 

 

 

 

 

 

 

 

Creation of new solutions, through the use of new resources, 

configurations, actions and relationships, are important for the 

implementation of CSE… 

"We work in quite a unique way, very intensively with stakeholders 

from the quadruple helix. You don’t see this anywhere else.” 

Interview to company manager from organisation 24 | CASE M | 

The Netherlands  

There is good communication externally and internally in order to show how 

changes and social action are fundamental: 

“We report our CSE activities via all internal and external channels. For 

example, for company employees is reported through internal 

communication channel as Intranet. Also, communication news 

emailing to all employees and each department board." 

Interview to company manager from organisation 16 | CASE H | 

offices in Lithuania  

…as well the support of the success of others:  

"An innovation centre. Each member of staff can put a suggestion 

forward, if it is picked, they are accompanied by a team and get 

the resources they need to set up a team and implement the idea. 

"  

Interview to company manager from organization 10 | CASE E | 

Germany  

The social values as structural of the organisation identity: 

"The GLS Bank was the first social-ecological bank in Germany, 

founded in 1974. GLS stands for "Gemeinschaftsbank für Leihen und 

Schenken", which translates to a "Bank-Cooperative for loans and 

donations". In banking with us your money can support a variety of 

projects and businesses like organic farms, institutions for natural 

health, nursing homes, projects for the unemployed, health food 

stores, communal housing projects, sustainable businesses, as well as 

independent schools and kindergardens." 

Organization 10 [institutional website] | CASE E | Germany  

It is equally important to create social, environmental and economic value (triple bottom line): 

"We used, we when we started Coopérnico, we realised that we could have more social impact if we worked 

with IPSS, so we rented the roofs to them. (…) We work with other cooperatives (...) with agricultural 

cooperatives and wineries to whom we rent the roofs or because they buy electricity [green energy] from us. 

And we work with some larger social economy co-operatives (…)” 

Interview to company manager from  organisation 5 | CASE A | Portugal 
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DIMENSION 4. BUILDING STRATEGIC ALLIANCES TO CO-GENERATE 

VALUE 

Building alliances to create impact internally and externally could be a goal for the CSE 

organisation. It is extremely important to report and measure all the impact generated 

by the organisation, whether it is social, economic or environmental! 

 

 

 

 

 

 

 

 

 

 

Also, the CSE process promotes a win-win relation between the organisations and its 

stakeholders. How? Through the establishment of synergic relations between the 

organisations and its stakeholders that can benefit society or social groups, by creating 

social, environmental and economic impact.  

 

 

 

 

 

 

 

 

 

 

 

The returns produced by the organisation are 

complementary and synergistic rather than 

competitive: 

“All our projects create social value, 

through direct collaboration or by 

assigning part of the results obtained to 

social economy or educational 

organisations.” 

Interview to company manager from 

organisation 5 | CASE D  | Portugal  

There is an engagement in operations/activities/etc with external 

stakeholders in order to create social impact: 

“Social Venture Ideation” - Synerb Venture Catalyzer 

directly supported 7 local NGOs from Romania to find, 

assess and develop income, generating activities or social 

venture ideas and design functional prototypes or test 

services. 

Organization 2 [institutional website] | CASE J | Romania  

When possible, it is important to establish strategic alliances to 

create innovative solutions, to solve economic and social 

problems, and to promote the success of emerging innovative 

business strategies: 

“We create a large community of citizens and companies 

willing to contribute to a new energy, social and business 

model.” 

Organisation 5 [institutional website] | CASE A | Portugal  
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CHAPTER 4. HOW TO IMPLEMENT THE 

EMBRACE CSE PROCESS?   
 

Having followed this path, as you read this HANDBOOK, you will understand a little more 

about what the CSE process is. However, it is necessary to move from words to action.   

To facilitate this process, we have built two tools that will help you to create and organise 

your EMBRACE CSE business model as well as diagnose the stage your organisation is at 

in this process.  

You can use both tools or just one, depending on your goals and the goals of your 

organisation. For example: 

❖ If you have an entrepreneurial mind, probably you have several ideas that never 

got off the ground. If you are in the stage of brainstorming but have not yet 

figured out how to organize yourself correctly, the subject that it will address is of 

interest to you. Do you want to learn how to creates, delivers and captures value? 

Consult 4.1. EMBRACE CSE CANVAS 

❖ If you belong to an organization and you just want to assess your position in 

relation to CSE, consult 4.2. EMBRACE CSE CHECK-LIST 

 

4.1. EMBRACE CSE CANVAS 
 

The EMBRACE CSE canvas will allow to understand how you can think about 

and/or promote CSE in your organisation’s cultures, strategies and ways of 

doing business. 

 

Osterwalder and Pigneur (2005) were pioneers in designing a canvas to organize and present a 

business model idea.  Their business model canvas is divided in nine components: 1) customer 

segments; 2) customer relationships; 3) distribution channels; 4) value proposition; 5) key 

resources; 6) key activities; 7) partners, 8) cost structure; 9) revenue streams. 

Currently, there are several different canvases that can be used, varying according to the main 

goals that the entrepreneur wants to achieve (more social, more economical…).  

One of the models proposed is the Triple Bottom Line Business Canvas (Erkko Autio, Imperial 

College London, 2018). The key purpose of the Triple Bottom Line Business Canvas is to support 

the definition and operationalisation of the social and environmental impact missions of your 

business right at the beginning, thus ensuring that these missions are built straight into the 

activity system of your business. By building the social and environmental impact missions into 

your business model from the outset, you will be better able to build synergies with your primary 

business mission, such that the three become mutually reinforcing. There is no law of nature 

stating that your social and environmental missions will always have to act as profit drags. Used 
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correctly, the Triple Bottom Line Business Canvas should also help you discover how you can 

harness your social and environmental missions to drive your profits (Erkko Autio, Imperial 

College London, 2018). 

 

WHY USING A CANVAS?  

- To help to have a bigger picture of your overall business framework 

- To help you to organize your ideas in a simple, visual and practical 

- To create a new strategy 

- To discover new opportunities 

 TIPS 

In order to use the canvas in the next page, you can do it in two ways: 

• On paper, you can do a brainstorm using sticky notes 

• Digitally, you can use this app copying the CSE EMBRACE canvas 

template presented! https://www.strategyzer.com/app. 

https://www.strategyzer.com/app
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EMBRACE CSE CANVAS  

What is the mission? (social, environmental and economic mission) 

Key stakeholders 
Who do you want to work with in 
order to co-generate value? 
Don’t forget the role of these 
stakeholders in your social and 
environmental mission!  
 

 

Key activities 
What does your organisation do to 
deliver to their stakeholders the co-
generating value? 

Stakeholder value 
proposition 
What can you create to help 
internal and external stakeholders?  
What needs do you try to alleviate 
for your stakeholders?  
 
 

Stakeholders relationships 
What kind of relationships do you 
except to establish with your 
stakeholders?  
How do you want to maintain 
them? 
How do you want to integrate the 
stakeholders in your strategy? 

Stakeholder groups 
Define the different groups 
that you want to want to 
reach out. 

Stakeholders channels 
How do you want to communicate 
with your stakeholders internally 
and externally?  
How can stakeholders can enter in 
contact with you? 

Key resources 
What resources do you need to 
implement your idea? 

Social and environmental 
impact goals 
How can you improve people’s lives 
and the general societal well-being 
beyond your core business mission? 
How do you operationalize it? 

 

Governance 
Who will ensure you do not lose 
track on your social and 
environmental mission being 
profitable at the same time? It will 
be a task force or just one person? 

Cost Structure 
What are the direct costs generated by your internal activities? 
What are the costs generated through outsourcing, license agreements, 
and similar? 
What are the associated with your social and environmental impact 
missions? 

Surplus streams 
Does your business generate 
specific surpluses to support your 
social and environmental impact 
missions?  

Revenue streams 
How does your business generate primary and secondary sources 
of revenue? 

Feasibility 
Can you 

deliver it?  Desirability 
Do stakeholders 

want it?  

Viability 

What is it worth? 
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4.2.  EMBRACE CSE SELF-ASSESSMENT FOR 

ORGANISATIONS  
 

The self-assessment of organisations will enable the CSE Task Force to 

understand their organisation's position in relation to CSE stages.  

For this self-assessment exercise to produce results, it is necessary that you: 

1. Schedule the time needed to fill it out. While making the assessment, be objective 

and reflect consciously and rigorously what practices you have in place in your 

organisation. 

2. Fulfil the EMBRACE check-list: read each practice/initiative, think  

about initiatives or practices you have developed, and note them  

in the evidence space. Don’t forget to make check! 

3. Based on the following scale.… 

EMBRACE self-assessment scale 

Nº of 
practices/initiatives 

checked 

Value conversion 
(scale 0 to 10) 

CSE stage 

27 10 

GOLD | 
Advanced 

 
26 10 

25 9 

24 9 

23 9 

22 8 

21 8 

20 7 
19 7 
18 6 

SILVER | 
Medium 

  
17 6   

16 5   

15 5   

14 5   

13 5   

12 4   

11 4   
10 4   
9 3 

BRONZE | 
Initiation 

 
8 3  

7 3  

6 2  

5 2  

4 2  

3 1  

2 1  

CLICK to access the 

EMBRACE check-list. 
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1 0  

3.1. …count the total number of practices/initiatives you have checked.  

3.2. According to the number of practices/initiatives, verify the CSE value from 

0 to 10. 

3.3. Finally, check the phase where you company is. There are 3 phases: 

Bronze | 0 to 3 points (initiation phase) 

Silver | 4 to 6 points (medium phase) 

Gold | 7 to 10 points (advanced phase) 

The lower the score the closer the company is to social responsibility; on the other hand, 

the closer the score is to 10, the closer the company is to achieve a full and advanced CSE 

process. 
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CSE EMBRACE CHECK-LIST 

FOSTERING AN ENABLING CSE CULTURE 

Practice/initiative 

Check Evidence Illustrative 
cases 

1. Make sure the vision and strategy of the company are aligned with social, environmental and 
economic values and present in the organisation goal and strategy. 

 ………………………………………………………………
……………………………………………………………. 

CASE H 

2. The indicators for social and economic value generated are measured in an ethically, morally, 
socially and financially responsible way.  
 
Examples: 
. Production of financial and non-financial reports that include social and/or environmental and 
economic KPIs  

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE I 

3. Include everyone in the company on the elaboration of the vision and strategy of the organisation.  
 
Examples: 
. All information is shared internally  
. Existence of mechanisms that allow the employees to present their suggestions about the process 
and procedures of the organisation / employees are allowed to question and give their opinion 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE D 

4. Assure that the organisational values are present and integrated in all organisation units. 
 
Examples: 
. Posters or sentences on the walls of the organisation 
. Training to all employees about company policy and objectives 
. Individuals/actors responsible for the assessment/tracking of the implementation of sustainability, 
social and economic values, in each area of the business 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE A 

5. Implementation of reward and incentive system and enhancing talent retention. 
 
Examples: 
. Event to celebrate talented employees 
. Bonus payment when the collaborator engages in a specific project and achieve a set of goals 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CSE L 

CLICK on top of each 

illustrative case to have 

more information about it. 
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6. Promote internal synergies in the decision-making processes. 
 
Examples: 
. Foster the creation of a network of volunteers, among the employees, who are willing to form a 
micro community in their workplace, bridging the top management and their organisational unit, 
helping the communication between departments and units. These members meet regularly and 
share their experiences and news regarding the organisation. 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE D 

PROMOTING CORPORATE SOCIAL INTRAPRENEURSHIP 

Practice/initiative 

Check Evidence Illustrative 
cases 

7. There is full integration of economic, social and/or environmental values and such values are 
recognized by all individuals that comprise the organisation. 
 
Examples: 
. Code of conduct shared and recognized by everyone 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE D 

8. Creation of department, working group(s) or existence of individuals, responsible for the 
assessment of intrapreneurship, innovation and development in the organisation and for the creation 
of programmes to foster intrapreneurship. 
 
Examples: 
. Support (funds, partnerships, …) of R&D centres or programmes that research intrapreneurship and 
open innovation activities and practices 
. Creation of CSE and intrapreneurship programmes for internal or external audiences 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE J 

9. The concerns and goals related to social and environmental operations are presented and explained 
to the stakeholders. 
 
Examples: 
. Involvement of the stakeholders in the strategic sustainability of the organisation can promote a 
higher awareness around social, environment and economic values 
. Improving the sustainability in the supply chain 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE K 
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10. The external stakeholders’ concerns and needs, regarding social, economic or environmental 
values, are taken into consideration and, if needed or applicable, applied in the organisation strategy 
or operations. 
 
Examples: 
. Regular meetings with the external stakeholders 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE M 

11. The employees’ concerns and needs are taken into consideration and, if needed, applied in the 
organisation strategy or operations.  
 
Examples: 
. The employees ARE encouraged to present their own suggestions and to share their experiences… 
. Monthly survey to assess the employees needs 
. Open conversations, monthly between lower and upper management levels 
. Existence of meetings with employees and their representatives where their issues are addressed 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE J 

12. The employees are motivated to promote and develop their own ideas and projects. 
 
Examples: 
. Foster the creation and generation of attractive ideas for your business; once per month or during 
a specific event or training, the employees are encouraged to present their own ideas 
. Open call for employees to respond to specific challenges that have a strong social and 
environmental component 
. training to develop entrepreneurial mindset open to all 
. Employee, during her/his working hours, dedicates a specific amount of time to a intrapreneurship 
cause or initiative 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE J 

13. Existence of activities to promote a culture of trust and synergy inside the organisation and among 
the employees. 
 
Examples: 
. Teambuilding activities 
. Space of leisure in the working environment (gym, yoga, swimming, …) 
. Possibility for employees to develop and drive their career needs through conversations with HR or 
other managers 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE F 
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14. Creation or adaptation of measurement tools or KPIs as well as reports to measure the social and 
economic impact of your organisation’s activities and operations. 
 
Examples: 
. Combination of different areas of KPIs to create an adjusted measurement tool for the organisation 
activity 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………….…… 

CASE I 

AMPLIFYING CORPORATE PURPOSE AND VALUES 

Practice/initiative 

Check Evidence Illustrative 
cases 

15. The operations and practices developed by the organisation considers the creation of social, 
environmental and economic value. 

 ………………………………………………………………
……………………………………………………………… CASE D 

16. The operations and practices promoted by the organisation have social, environmental and 
economic impact for the internal stakeholders (employees). 

 ………………………………………………………………
……………………………………………………………… CASE C 

17. The practices and operations promoted by the organisation foster social, environmental and 
economic impact for external stakeholders (e.g. local communities, society, environmental groups, …). 

 ………………………………………………………………
……………………………………………………………… CASE E 

18. The main operation/activity developed by the organisation is ethically and economically 
responsible. 
 
Examples: 
. Defining internal policies (e.g. Human Rights policy, Risk Policy, Marketing Policy, …) 
. Having certifications (e.g.: ISO, SA, …) 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE J 

BUILDING STRATEGIC ALLIANCES TO CO-GENERATE VALUE 

Practice/initiative 

Check Evidence Illustrative 
cases 

19. The partnerships established with external stakeholders produces returns that benefit not only 
your organisation and the stakeholder, but also the surrounding community or society. 

 ………………………………………………………………
……………………………………………………………… CASE G 



Corporate Social Entrepreneurship Curriculum (EMBRACE) Project No: 612464-EPP-1-2019-1-IE-EPPKA2-KA 

Page 54 of 72 

20. Your organisation uses/fills reports that measure or quantify social and/or environmental values 
(non-financial reporting). 
 
Examples: 
. Sustainability report 
. Corporate social responsibility report 
. Environmental report 
. Social report 
. Triple bottom line report 
. Corporate citizenship report 
. Health, safety and environment report 
. Community report 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE F 

21. Your organisation uses/fills reports that measure or quantify the economic value generated 
(financial reporting). 
 
Example: 
. Accountability report 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE K 

22. The financial reports and the non-financial reports of your organisation are public and available to 
all. 
 
Examples: 
. Publication of the reports in the institutional websites 
. Sending the reports to external and internal stakeholders 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE B 

23. Your organisation has partnerships with social enterprises / cooperatives / associations / 
foundations with social and/or environmental purposes. 

 ………………………………………………………………
……………………………………………………………… CASE C  

24. Your organisation has partnerships with R&D structures or Higher Education Institutions (HEIs) in 
order to promote the research towards the CSE agenda (CSE, intrapreneurship, open innovation…). 

 ………………………………………………………………
……………………………………………………………… CASE J 

25. Your organisation has partnerships with local identities. 
 
Examples: 
. Partnering with day nurseries, pre-school establishments, old people centres 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE E 

26. Your organisation develops operations or activities with external stakeholders in order to create 
social impact. 

 ………………………………………………………………
……………………………………………………………… CASE G 
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27. Your organisation develops activities that do not affected the environment or reduce the risks of 
armouring the environment. 
 
Examples: 
. Existence of activities and meetings that raise awareness and that might include environmental 
requirements and involve external and internal stakeholders 

 ………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
………………………………………………………………
……………………………………………………………… 

CASE H 

TOTAL NUMBER OF PRACTICES/INITIATIVES CHECKED = 
………………………………………………………………………………………………………… 

 

 

 

 

 

CLICK here to go back to the 

self-assessment instructions.  
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THE FUTURE IS SOCIAL… 
 

 

Transforming complex problems into social and environmental and 

economic solutions might not be for everyone – but it can be for YOU! 

There are multiple and collaborative ways for contributing to the creation 

of new social, environmental, and economic solutions that work, so we 

hope that we have contributed with examples and good practices that 

make you feel motivated and inspired to CSE. 

CSE is a continuous process that needs to be integrated within the overall 

strategy and conduct the mission and vision of your organisation. Economic 

dimension and the social and environmental dimensions must be 

intertwined. If you need to change, change! 

Remember: 

  

«is '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».  

(EMBRACE Consortium, 2020) 

 



Corporate Social Entrepreneurship Curriculum (EMBRACE) Project No: 612464-EPP-1-2019-1-IE-EPPKA2-KA 

Page 57 of 72 

BIBLIOGRAPHY 
 

Antoncic, B. & Hisrich, R.D. (2001). 

Intrapreneurship: Construct refinement and 

cross-cultural validation. Journal Business 

Venturing, 16 (5), 495–527. 

Austin, J., & Reficco, E. (2009). Corporate Social 

Entrepreneurship. (Working paper 09- 101). 

Boston: Harvard Business School. 

Austin, J., Herman, H., Reficco, E. & Wei-Skillern, 

J. (2006). Social and Commercial 

Entrepreneurship: Same, Different, or Both?. 

Entrepreneurship: Theory & Practice, 30(1), 1-22. 

Autio,E. (2018). Template for designing triple 

bottom line business models. Imperial College 

London.  

Azevedo, C. & Carlos, F. (2015), 

‘Empreendedorismo Social Corporativo – 

Conceitos e Práticas’, Proceedings of the 5th 

Conferência Ibérica de Empreendedorismo 

(CIEM), ISBN: 978- 989-97513-4-7, 15-18 

October 2015, Oeiras, Portugal. 

Bornstein, D. (2007). Como mudar o mundo: os 

empreendedores sociais e o poder de novas 

ideias. Alfragide: Estrela Polar. 

Boschee, J., & Mcclurg, J. (2003). Towards a 

better understanding of social entrepreneurship: 

some important distinctions. Accessed March 

2021. 

http://www.caledonia.org.uk/papers/Social-

Entrepreneurship.pdf 

Bourne, L. & Walker, D.H.T. (2006). Visualizing 

stakeholder influence—two Australian 

examples. Project Management Journal, 37 (1), 

5–22. 

Bowen, H. (1953) Social Responsibilities of the 

Businessman. Iowa: University of Iowa Press. 

Carroll, A. B. (2008). A History of Corporate Social 

Responsibility; Concepts and Practices. In Crane 

A. et al (Ed.). The Oxford Handbook of Corporate 

Social Responsibility (19-47). New York,: Oxford 

University Press. 

Commission of European Communities [CEC]. 

(2001). Green Paper - Promoting a European 

Framework for Corporate Social Responsibility. 

Accessed May 2020.  

https://ec.europa.eu/transparency/regdoc/rep/

1/2001/EN/1-2001-366-EN-1-0.Pdf 

Couto, A. I., Parente, C., Cruz, S., Castro, F. & 

Alegre, T. C. (2020). “The state of Corporate 

Social Entrepreneurship (CSE) in Higher 

Education Institutions (HEIs): the Portuguese 

case”, Proceedings of the 36th IBIMA - 

International Business Information Management 

Association IBIMA Conference, Granada, Spain. 

Covin, J. G., & Miles, M. P. (1999). Corporate 

entrepreneurship and the pursuit of competitive 

advantage. Entrepreneurship Theory and 

Practice, 23 (3), 47-63. 

Dees, G. (1998). Enterprising Nonprofits. Harvard 

Business Review, 76 (1), 55-67. 

Dees, J.G. (2001). The meanings of “social 

entrepreneurship”. (Working paper). Standford: 

Stanford University. 

Defourny, J., & Borzaga, C. (Eds.) (2001). The 

Emergence of Social Enterprise. London: 

Routledge. 

Defourny, J., & Nyssens, M. (2010). Conceptions 

of Social Enterprise and Social Entrepreneurship 

in Europe and the United States: Convergences 

and Divergences. Journal of Social 

Entrepreneurship, 1(1), 32-53. 

Drucker, P. (1985). Innovation and 

Entrepreneurship: Practice and Principles. New 

York: HarperCollins Publishers. 

EMBRACE (2020). Review of Corporate Social 

Entrepreneurship (CSE) Programmes in HEIS – 

Comparative Report. http://csembrace.eu/wp-

content/uploads/2020/08/Review-of-CSE-in-

HEIs.-Final.pdf. 

EMBRACE (2021). Corporate Social 

Entrepreneurship Curriculum. Comparative 

Analysis of Practices of Corporate Social 

Entrepreneurship. Unpublished manuscript. 

European Commission [EC]. (2013a). Social 

economy and social entrepreneurship: Social 

http://www.caledonia.org.uk/papers/Social-Entrepreneurship.pdf
http://www.caledonia.org.uk/papers/Social-Entrepreneurship.pdf
https://ec.europa.eu/transparency/regdoc/rep/1/2001/EN/1-2001-366-EN-1-0.Pdf
https://ec.europa.eu/transparency/regdoc/rep/1/2001/EN/1-2001-366-EN-1-0.Pdf
http://csembrace.eu/wp-content/uploads/2020/08/Review-of-CSE-in-HEIs.-Final.pdf
http://csembrace.eu/wp-content/uploads/2020/08/Review-of-CSE-in-HEIs.-Final.pdf
http://csembrace.eu/wp-content/uploads/2020/08/Review-of-CSE-in-HEIs.-Final.pdf


Corporate Social Entrepreneurship Curriculum (EMBRACE) Project No: 612464-EPP-1-2019-1-IE-EPPKA2-KA 

Page 58 of 72 

Europe Guide. Luxembourg: Publications Office 

of the European Union, 4. Accessed May 2020. 

https://sofisam.se/download/18.3453fc521483

6a9a472a0430/1472023483855/EU+kommissio

nen,+Social+Economy+and+Social+Entreprenre

urship.pdf 

European Social Fund. (2021). Stimulating 

Intrapreneurship – A Transnational Exploration. 

https://ec.europa.eu/esf/transnationality/TPI-

83#:~:text=Intrapreneurship%20is%20the%20pr

actice%20of,things%20or%20existing%20things

%20differently. 

Fraser, A. D. (2014). Creating and sustaining a 

values-based organisation: Key factors important 

to embedding and embodying organisational 

values. Society of Corporate Compliance and 

Ethics, 28(5), 1-6. 

Freeman, R. (1984). Strategic management: A 

stakeholder approach. Cambrigde: Cambrigde 

University Press. 

Freeman, R.E. (1994). The politics of stakeholder 

theory: some future directions. Business Ethics 

Quarterly, 4, 409-421.   

Hubert, A. (2010). Empowering people, driving 

change. Social innovation in the European Union. 

Brussels: BEPA. 

https://ec.europa.eu/docsroom/documents/13

402/attachments/1/translations/en/renditions/

native 

Iansen-Rogers, J. & Molenkamp, G. (2008). Non-

financial report. In W. Visser and D. Matten 

(Eds.). The A to Z of Corporate Social 

Responsibility (337-339). Sussex, England: John 

Wiley & Sons, Ltd.  

Karvonen, J., Halder, P., & Leskinen, P. (2017). 

Indicators and tools for assessing sustainability 

impactsof the forest bioeconomy. Forest 

Ecossystems, 4(2), 1–20. 

Kuratko, D.F., Montagno, R.V., & Hornsby, J.S. 

(1990). Developing an intrapreneurial 

assessment instrument for an effective 

corporate entrepreneurial environment. 

Strategic Management Journal, 11, 49–58. 

Laville, J. (1994). L’économie solidaire, une 

perspective international. Paris: Desclée de 

Brouwer. 

Laville, J. (2009). L’économie solidaire dans le 

débat théorique. Revista de Economia Solidária, 

(1), 31-70. 

Mair, J. & Martí, I. (2006). Social 

Entrepreneurship Research: A Source of 

Explanation,Prediction, and Delight. Journal of 

World Business, 41 (1), 36-44. 

Moss, T. (2013). Social entrepreneurship. In E. 

Kessler (Ed.), Encyclopedia of Management 

Theory. (720-723). Thousand Oaks, CA: SAGE 

Publications, Inc. 

Mulgan, G. (2007). Social innovation: what it is, 

why it matters and how it can be accelerated. 

Bethnal Green: The Young Foundation. 

Nicholls, A. (2006). Social Entrepreneurship: New 

models of sustainable social change. Oxford: 

Oxford University Press. 

Osterwalder, A. (2005). What is a business 

model?. Accessed March 2021. https://business-

model-design.blogspot.com. 

Parente, C. (2005). Sobre as teorias da empresa. 

Sociologia: Revista da Faculdade de Letras da 

Universidade do Porto, 15, 165-215. 

Parente, C., & Quintão, C. (2014). Uma 

abordagem eclética ao empreendedorismo 

social. In Parente, C. (Ed.), Empreendedorismo 

Social em Portugal (11-76). Porto, Portugal: 

Universidade do Porto – Faculdade de Letras. 

Porter, M.E., & Kramer, M.R.  (2006). Strategy & 

Society: the link between competitive advantage 

and corporate social responsibility. Harvard 

Business Review, 84, 78-82. 

Ruef, M. & Lounsbury, M. (2007), Introduction: 

the sociology of entrepreneurship. In M. Ruef 

and M. Lounsbury (orgs.). The sociology of 

entrepreneurship (1-29). Oxford: Elsevier Lda.  

Schumpeter, J. A. 1934. The Theory of Economic 

Development. Cambridge, MA: Harvard 

University Press. 

Schwab, K., (2008). Global corporate citizenship: 

working with governments and society, Foreign 

Affairs, 87(1), 107-118. 

Souza, A. R. (2010). A economia solidária é uma 

miragem. Proceedings 34th Encontro Anual da 

Associação Nacional de Pós-Graduação em 

https://sofisam.se/download/18.3453fc5214836a9a472a0430/1472023483855/EU+kommissionen,+Social+Economy+and+Social+Entreprenreurship.pdf
https://sofisam.se/download/18.3453fc5214836a9a472a0430/1472023483855/EU+kommissionen,+Social+Economy+and+Social+Entreprenreurship.pdf
https://sofisam.se/download/18.3453fc5214836a9a472a0430/1472023483855/EU+kommissionen,+Social+Economy+and+Social+Entreprenreurship.pdf
https://sofisam.se/download/18.3453fc5214836a9a472a0430/1472023483855/EU+kommissionen,+Social+Economy+and+Social+Entreprenreurship.pdf
https://ec.europa.eu/docsroom/documents/13402/attachments/1/translations/en/renditions/native
https://ec.europa.eu/docsroom/documents/13402/attachments/1/translations/en/renditions/native
https://ec.europa.eu/docsroom/documents/13402/attachments/1/translations/en/renditions/native
https://business-model-design.blogspot.com/
https://business-model-design.blogspot.com/


Corporate Social Entrepreneurship Curriculum (EMBRACE) Project No: 612464-EPP-1-2019-1-IE-EPPKA2-KA 

Page 59 of 72 

Pesquisa em Ciências Sociais (ANPOCS), Minas 

Gerais. 

Spear, R. (2006). Social entrepreneurship: a 

different model?. International Journal of Social 

Economics, 33(5/6), 399-410. 

Svendsen A. (1998). The Stakeholder Strategy: 

Profiting from Collaborative Business 

Relationships. San Francisco CA: Berett-Koehler. 

Tasavori, M. & Zaefarian, R. (2012). Social 

entrepreneurship. Journal of General 

Management, 37(4), 87-88. 

The Big Picture People. (January 2020). Becoming 

a values-based organisation. Accessed February 

2021. 

https://thebigpicturepeople.co.uk/blog/values-

based-organisation/. 

Thornton, P. H. (1999), “The sociology of 

entrepreneurship”, Annual Review of Sociology, 

25, 19-46. 

Viinamäki, O. (2012). Embedding Value-Based 

Organisation: An Identification of Critical Success 

Factors and Challenges. The International Journal 

of Management Information and Information 

Technology, I(3), 37-67. 

Walker, W., Baccini, A., Schwartzman, S., Ríos, S., 

Oliveira-Miranda, M.A., Augusto, C., Ruiz, M.R., 

Arrasco, C.S., Ricardo, B., & Smith, R. (2014). 

Forest carbon in Amazonia: the unrecognized 

contribution of indigenous territories and 

protected natural areas. Carbon Management, 5, 

479–485.

  

https://thebigpicturepeople.co.uk/blog/values-based-organisation/
https://thebigpicturepeople.co.uk/blog/values-based-organisation/


Corporate Social Entrepreneurship Curriculum (EMBRACE) Project No: 612464-EPP-1-2019-1-IE-EPPKA2-KA 

Page 60 of 72 

ANNEX – THE 12 CSE CASES FILES 

CASE A – Organisation 3 
 

Organisation 3 is a non-profit organisation with an innovative entrepreneurial approach. Their goal it is to 

promote the creative industries in Romania, contributing for the development of creative entrepreneurship 

nationally, diversifying and increasing the audiences of agencies, small businesses, etc., and promoting 

entrepreneurs and other creative professionals.  

 The former divisions of the company were transformed into specialized entities, such as Romanian Design 

Week, Diploma, Internetics, Civil Society Gala, Creative Quarter, allowing the maximization of each project 

and the alignment with various social causes (social impact through Civil Society Gala, promoting local 

business – Creative Quarter…) aiming the development of the communities (creative communities, 

students or the non-governmental sector) where those projects are developed. In other words, these 

projects are also run by organisations that are socially responsible and aim to assure better conditions to 

local and small business, promote non-profit, support students, and promote digitalization for society, 

creating projects for the long run in the benefit of all parties involved: partners, creative people and general 

public alike. For example, the project Creative Quarter or the Civil Society Gala allow the construction of 

strategic alliances, benefiting the external society: the first project allows local business to recommend 

each other to the customers and to collaborate for new common projects; the second project because the 

representatives of companies or government agencies go to the Civil Society Gala team (one of the projects 

of the company) to identify, contact and mediate partnerships with their stakeholders in the associative 

sector. 

Therefore, the social values are integrated in the organisation’s approach, being central to each of the 

projects run. In fact, the social impact can be found in the decision-making process of the organisation. 

The employees are encouraged to work independently but inserted in teams that can produce very good 

projects. It is important, for Organisation 3, that people have a strong passion about what they do. 

Nevertheless, the company manager provides as much support as possible to the employees. In choosing 

partners, the organisation takes into consideration those who share common values and interests, once 

Organisation 3 creates projects that benefit all the parties involved. At the same time, a strong part of the 

strategy of the organisation in running projects is to have cooperation with other organisations. These 

partnerships are crucial for the success of the projects once they allow to fund, provide resources, etc., to 

implement the projects mentioned before. 
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CASE B – Organisation 4  

 
The main activity and aim of Organisation 4 is to increase the chances of social and professional integration 

of the vulnerable youth, with the support of a set of professionals (psychologists, vocational counsellors, 

trainers, ambassadors, mentors…) and through training and workshops and tutoring and, later on, through 

internship facilitation, exploratory visits and labour market opportunities with their partner organisations. 

The social values set consider the social and economic context and they are structural for the organisation 

identity. 

The returns that the organisation produces are returns are strongly focused on social impact and on the 

stakeholders. These results are communicated to all the stakeholders involved once they annually 

published online. The institutional partnerships are vital to their business – once it allows the development 

of projects, reach beneficiaries and report impact. Organisation 4 counts with a set of institutional partners, 

such as Ministry of Youth and Sports, General Directions of Social Work and Child Protection, High 

schools/Universities, Romanian Academy – Institute for Quality of Life Research, as well with media project 

collaborations.  

  



Corporate Social Entrepreneurship Curriculum (EMBRACE) Project No: 612464-EPP-1-2019-1-IE-EPPKA2-KA 

Page 62 of 72 

CASE C – Organisation 2 
 

The main aim of Organisation 2 is to help organisations and purpose-driven entrepreneurs to grow social 

ventures and economic development programs that serve vulnerable or marginalized communities.  

The values of the organisation are the core for its activity and structure. A strong importance is given to the 

social value as well environmental value. We can point the following social areas and initiatives: to support 

social ventures/independent workers to access to markets, support of social ventures that create decent 

jobs for marginalized community members, to work with complex social businesses that rethink and 

incorporate education and social inclusion in their core business vision. Regarding the environmental 

initiatives, the Organisation 2 supports ventures that focused in improving the sustainability of the value 

chain through meeting a triple bottom line: people, planet and profit and also invests in in grow 

conservation enterprises. The economic development is important for Organisation 2  in terms of 

community: in other words, the organisation welcomes initiatives/organisations/enterprises that aim to 

generate impact in the community. As so, they work with entrepreneurs or organisations that have 

potential not only to attract resources and grow, but that also create economic opportunities for the most 

vulnerable within the communities. 

The organisation gives support through 4 programmes: i) We Wilder with the goal of designing 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: Organisation 2  

directly supports 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, an acceleration programme to support two local community organisations from Boldești-

Scăeni, a town in southern Romania, in order to set up a social enterprise that will create decent jobs for 

the local community members, iv) and the delivering of workshops for NGOs and social ventures as well 

professional trainings for sector organisations – intermediaries, funders, agencies – or social enterprises. 

Their final impact is translated to into creation of decent jobs, generation of income for the vulnerable, 

fostering skilled people, and promotion of strong, sustainable local organisations and prosperous 

communities. 
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CASE D – Organisation 5 
 

Organisation 5 is a social - cooperative company that aims to create a "new social, economic and 

environmental paradigm". To achieve this goal, productive cooperation is 100% green since “all the 

electricity produced comes from renewable sources only”. 

The cooperative's founder is simultaneously a corporate entrepreneur, in the sense that he belongs and 

has experience in launching and setting up companies and a social entrepreneur, as he founded a social 

company in the form of a cooperative. The company manager sought a new solution, through the use of 

new resources, actions and relationships, implementing, for the first time in the country, a green energy 

alternative and, later, reinvesting the benefits generated by society, investors and the environment. 

Organisation 5 promotes the use of alternative energy sources, friendly to the environment. and develops 

several social projects with different entities. They soon realized that they could have more social impact if 

they worked with IPSS. They have established partnerships with other agricultural cooperatives and 

wineries to which they rent the roofs or partnerships that buy their energy. There is a mutual benefit here. 

They work with some larger social economy cooperatives such as CNIS [National Confederation of Solidarity 

Institutions], Misericórdias, CONFECOOP - Confederation of Portuguese Cooperatives, CONFAGRI 

[Confederation of Portuguese Agricultural Cooperatives], CASE (entity that oversees the social economy 

sector). 

There is a commitment related to the creation of economic value, which will be reinvested in society and 

in investors and other stakeholders, but in an environmental and sustainable way. Importance is also given 

to the creation of social value, namely at the local level: Organisation 5 establishes several projects to 

support associations and organisations with a social impact on communities. This cooperative aim to 

promote a disruptive, innovative and sustainable ethical model - defined by it as a “new energy, social and 

business model” - in order to promote the use of renewable energies in the country. 

Despite only 3 years of existence, increasing the salary of the people who work on the team is a priority, as 

they consider it a way to reverse the benefit - but not necessarily the profit.  

There is an optimization of returns to stakeholders and external actors in the sense that the cooperative 

reinvests its profit: “all of our projects create social value, through direct collaboration or by attributing 

part of the results obtained to social or educational economy organisations. Thus, it is possible to promote 

the use of complementary and synergistic returns instead of competitive ones. The impacts are measured 

through the installed power in renewable energies, the number of people who join the project, how much 

green energy they produce and sell. 

In addition to establishing partnerships with the agents with whom they have direct contact, they also have 

several partnerships with external associations, for example ChaZeMo to assist associates, families and 

organisations in the transit for electric vehicles and the partnership with Cloogy to promote efficiency 

between associates, families and organisations. 

They also participate in awareness raising actions with CONFRAGA: for example, through energy efficiency 

workshops for farmers, on solar energy and develop training actions.  

Organisation 5 creates a large community of citizens and organisations willing to contribute to a new 

energy, social and business model.  
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CASE E – Organisation 7 
 
The Organisation 7 main activity is the international production and distribution of coffee. Social and 

environmental values are central in the organisation's structure. Therefore, the creation of economic value 

is sustainable, for example, the creation of a project that has the main objective of reducing environmental 

impact, also resulted in the creation of a network of Ambassadors for Sustainability composed of a 

collaborator and commercial department. It allowed the consolidation of the sustainability policy. 

The company's vision and strategy, namely the level of corporate responsibility and the environment, are 

in line with changes in procedures and practices. On the other hand, Organisation 7 guarantees the creation 

of economic value, through the sale of a product - coffee, or service - business solution. At the same time, 

Organisation 7 creates social value, supporting local development, namely with job creation in the interior 

regions of the country. 

In this regard, internal communication plays an important role in the communication and promotion of 

certain projects, however, the HR Management department also has a great responsibility in this area: for 

example, betting on certifications, as is the case with SA8000 certification, and certification of reconciliation 

of work and family life. In this way they guarantee work and well-being internally. 

They address social, environmental and economic problems through the creation and promotion of social 

impact and innovative and creative solutions. Organisation 7buys coffee from Faire Trade with the aim of 

improving the living conditions of producers. The Campaign entitled Um Café por Timor is aimed at building 

infrastructures and schools for the population, and was distinguished with the Social Accountability 

International's Positive Community Impact Award in 2003.The intervention in Timor aimed to train coffee 

producers, enhance Timorese coffee, invest and provide equipment for coffee husking and support for the 

reconstruction of schools with a view to fostering the sustainable development of communities. These 

initiatives contribute to job creation and the promotion of socio-economic development in the North 

Alentejo region due to the creation of jobs for one of the stages of the coffee transformation process. 

The creation of infrastructures, both in the country and internationally, as well as the support services from 

which Stakeholders benefit, as well as local communities, consumers and other interest groups, 

demonstrate the optimization of activities / services that are directly affected by production Organisation 

7. 

The Business Guiding Principles were, therefore, developed to serve as a management tool whose 

compliance is vital for the development of a healthy and long-lasting relationship with stakeholders and 

also to guide company employees. Train professionals as “active citizens” to create “competitive 

communities” through the promotion of partnerships and networks involving employees, media, business 

partners, private or public entities, civil society organisations, among others 

Through the creation and promotion of social impact and innovative and creative solutions to solve social, 

environmental and economic problems, they get involved with external organisations (such as HEIs and 

local associations) to develop social and business activities, establish strategic alliances for the 

development of activities social and business. 
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CASE F– Organisation 8 

 

The Organisation 8 was born in the 1940s and develops its main activity in the area of Engineering & 
Construction, the sector that gave rise to it and in which it is one of the national reference groups. 

Aware of market demands, it has been expanding its activity to business areas synergistic with its central 
activity, namely Environment, Renewable Energies, Telecommunications, Real Estate and Ventures, adding 
competences in its various companies, which allows it to act complementary form and whose induced 
diversity allows it to open new doors of business entrance to its core activity. The Organisation 8 has a 
social responsibility policy based on sustainability strategies that contemplate the concern for the collective 
well-being and the social and environmental effects of its activity. 

Environmental and sustainability issues are also at the forefront of the group's concerns, as presented in 
their Sustainability Reports, for example. 

The growth and development of its various departments and companies made clear the need to integrate 
environmental issues into the management system, in order to satisfy socio-economic needs and protect 
the environment. 

Thus, Organisation 8 adopted a management policy that includes environmental criteria such as the 
development of processes and procedures that cause less environmental impact, practicing responsible 
consumption of natural resources and preventing and reducing the use of dangerous products and the 
production of waste. 

It is a cultural patron par excellence, with support for Culture and Art an inseparable part of its genetic 
code, which is reflected most visibly in its building culture brand signature. For almost 25 years, it has 
promoted the “Grand Prize of Literature”, nationwide, which joins other initiatives to support and 
encourage reading within the group and within the community, having launched in 2019 the 1st edition of 
“Camões Literature Award”. In addition to this support, it encourages participation in volunteer actions - 
Habitat for Humanity, with the Portuguese Blood Institute, the Cruz Vermelha Portuguesa (Portuguese Red 
Cross), the Food Bank and other associations / institutions.  
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CASE G – Organisation 9 
 

Organisation 9 is a social enterprise that acts as a driver of social and economic innovation. Together with 
stakeholders in the region, the cooperative wishes to develop new knowledge and insights and apply it to 
regional problems. The target region is the municipality of Westerkwartier, but there is a strong relationship 
with the urban area around the city of Groningen (30-40 km around the city). 

Organisation 9 is a regional cooperative whose main mission is to preserve and develop the municipality of 
Westerkwartier. To that end, the cooperative encourages, develops and carries out sustainable economic 
activities that benefit from Westerkwartier as a whole and its members in particular. 

The entire company is shaped so that everyone who works there, and outside members can provide inputs 
to create change and innovation. 

They hold meetings on a regular basis, organize workshops, facilitate among members and much more, in 
order to allow everyone involved to become active in stimulating the creation of social, ecological and 
economic value for the region and its local stakeholders. 

Each employee is free to develop projects that relate to their general theme / theme for which they are 
responsible. They can do this in many ways and at different scales, as long as they contribute to the 
company's mission and vision. 

The cooperative brings together several stakeholders to create a more sustainable economy (ecological, 
social and financial). The members are smaller and larger companies, and the majority are profit oriented. 
In the meantime, all activities must be carried out in a sustainable manner. There we have a double return: 
social and economic.  
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CASE H – Organisation 10  

 
Organisation 10, is a German ecological partner bank, founded in 1974. It provides loans to sustainable 

entrepreneurs in Germany, supporting a multitude of projects and businesses such as organic farms, 

natural health institutions, nursing homes, projects for the unemployed, health shops. healthy food, 

community housing projects, sustainable businesses, as well as independent schools and kindergartens. 

Organisation 10’ entire business model is based on social and ecological values combined with maximum 

transparency. About 82% of the financed companies have incentives to repair and reuse the products sold, 

in order to reduce waste. These companies save an average of 48% on water, plastics, paper, fossil fuels or 

chemicals when compared to conventional companies. On average, 90% of the revenue of companies that 

finance is obtained through products and services that meet basic human needs, promote human 

development, protect the biosphere or contribute to the solution of socio-ecological problems according 

to development objectives sustainable. 

A good example of funded projects is Little Sun, an art project, also a social enterprise and a design object. 

Little Sun emerges in 2011 from the reflection of Olafur Eliasson and Frederik Ottesen - two artists - on the 

importance of light in everyday life, with a focus on a more sustainable future, full of positive and renewable 

energies. The concept of the Little Sun solar lamp is to provide solar energy to more than one billion people 

in the world who live without electricity, inspiring people around the world for renewable energy, climate 

protection and sustainability. 

The bank works with partners in other countries such as local NGOs, a solar energy company that brings 

together potential sellers, small and micro-entrepreneurs, with social and ecological interest. Vendors 

receive basic information, marketing materials and commercial training and can sell the lamps in their 

communities and thus finance their livelihood. They also have large humanitarian partners that guarantee 

electricity in refugee camps, for example, in Ethiopia, where light plays an important role in security, 

especially for women and girls, at dusk. 

Organisation 10 establishes strategic partnerships in other countries, involving different stakeholders with 

the local community, which allows the creation of new projects that ensure local development, through 

the creation of jobs and, for example, the corporate partnership with Bio Foods (PVT) in Sri Lanka which 

has made it possible to finance fair wages for approximately 7,400 small farmers who produce spices, tea 

and other products according to Fair Trade standards. This partnership earned GLS Bank in 2020 the 

Deutscher Nachhaltigkeitspreis award (German Sustainability Award).  
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CASE I – Organisation 12 
 

Organisation 12 is one of the most dynamic consulting companies in Romania, specialized in projects with 

non-reimbursable funds, development strategies, innovation services and technology transfer. The 

company has evolved to become today a hub of ideas, resources and people that generate innovation, 

development and performance for organisations, companies and institutions in Romania and neighbouring 

countries. The solutions and services they offer are adapted to each type of organisation. Organisation 12’ 

vision includes the desire to generate a social and economic impact on the ecosystem in which it operates. 

This aim is formulated in the development strategy, and most of its projects have objectives and KPIs 

formulated from that point of view. The organisation's values are present in all units of the company (Start-

ups, Digitalization, Technology, Consulting). 

The company represents a pole of ideas, resources and people that generate innovation, development and 

performance for organisations, companies and institutions in Romania and neighbouring countries. They 

are characterized by being a group of different people, but with a common ambition to make a difference. 

They believe that passion is what drives them, and innovation is the creative and inspired answer to the 

question: "How can I transform something that is already incredible into something extraordinary?" 

They bring together people, skills and concepts to improve their customers' organisational performance, 

with Iceberg's main resources being its consultants. 

The company's mission and values reflect the company's focus on generating social value. Practically, by 

allocating resources to activities with a social impact, they increase the overall efficiency of the organisation 

and, consequently, increase its competitiveness in the market. The company is focused on providing the 

best return to its customers and society. They not only provide consultancy services, they strive to deliver 

the best results to their customers and stakeholders, with a direct positive impact on individuals and 

society. 

Organisation 12 collaborates with external organisations and they carry out activities with other 

stakeholders, generating social impact. An example is the support that InnoEnergy gives to Iceberg, through 

the EIT initiative. This translates into a multiplication of the impact of their efforts in spreading innovation 

in the business environment. The company collaborates with Romania's first unicorn (UiPath) to organize 

the training of business analysts. It also establishes partnerships in Bulgaria, Serbia and the Republic of 

Moldova with companies. Together with their clients, they organize summer courses promoting an 

innovative and durable society, have free innovation courses and are involved in the debate of public 

policies in the community.  
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CASE J – Organisation 14 
 

The Organisation 14 is a Spanish-owned family company that has 10 brewery centers (8 in Spain and 2 in 

the USA) as well 4 water springs. The company addresses social, environmental and economic values in 

their operations. Not only implement several policies regarding their purchases, financial risk, responsible 

spending and suppliers, but they also implement several social and environmental goals. For example, the 

Strategic Sustainability Framework Somos 2020 includes a set of actions that reflect social and 

environmental commitment. It is also emphasized the respect for the principles established in the United 

Nations Global Compact – such principles are shared with suppliers and distributors, highlighting the 

importance of responsible management throughout the supply chain and showing how CSE and socially 

responsible activities can improve a competitive position in the market. All these policies, agreed within 

the company’s work council, guide the entire organisational structure, operations and strategies of 

Organisation 14.  

Regarding innovation, the company has been immersed in digital transformation processes in the recent 

years, by creating an intrapreneurship area with a specific intrapreneurship program – Empreendemos, 

implementing new work methodologies – such as design thinking… 

The success and well-being of different actors is fundamental in Organisation 14. For instance, besides the 

social responsibility activities created for the employees, there is a Happiness Area, a strategical division 

responsible for the implementation of initiatives to promote positive emotions among its professionals. 

The internal talent is also promoted and valued: the intrapreneurship program Empreendemos, referred 

before, seeks to promote internal talent and new ways of working, by allowing the professionals to propose 

innovative ideas that be materialized into business opportunities. 

The company is certified in numerous areas, such as food and environmental standards. Nevertheless, is 

important to highlight that generating social impact is recognized as beneficial also for the company. For 

example, the company supports local farmers in a way that they engage in sustainability programmes 

specifically designed for them.  All these actions, policies and capital invested is available for all, online. The 

collaboration with several organisations, nationally and regionally, is central for the implementation and 

development of the goals and initiatives set by Organisation 14.  
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CASE K – Organisation 15 
 

The main activity of the company is to produce building and industrial material in an innovative and 

sustainable way. Regarding the implementation of social, economic and environmental values, the 

company implemented a set of goals to be achieved until 2030 in its Sustainability Report. The achievement 

of such aim is important not only for the sustainability of the products offered by Organisation 15 but also 

for the sustainability needed by the world, in terms of environmental impact. The values are known and 

disseminated by all the employees through the implementation of tools such as the code of conduct.  

There is a set of CSintrapreneurs in Organisation 15: there is, locally, an environmental manager position 

and all the leaders and HR ensure that the sustainability and social responsibility is integrated all the 

decision-making processes. Focusing the social impact of the company, the Organisation 15 strives to well-

being of the local communities where their activities are developed by, for example, engaging the 

employees in their own communities. The Organisation 15 strives also for the sustainability in its supply 

chain, working and partnering with stakeholders that have the same standards. The stakeholders also play 

a central role in the establishment of the vision defined by Organisation 15 and, therefore, they must be in 

fully compliance with legal requirements. Organisation 15 collaborates with various external organisations 

at local, regional and national level. 

The success of others, namely of their employees, is an important aspect for the company: it not only allows 

the employees to achieve their full potential but also contributes to the development of the organisation. 

Based on their Employee experience, the company believes that the collaborators can and should grow as 

people while working in Organisation 15 and that the collaborators are listened and understood and, as so, 

motivated.  

In order for the company to continue to progress and to achieve their ambitions regarding the 2030 

Sustainability Goals, it is required full engagement of all actors involved. The company reports all their CSE 

activities by using diverse channels such as intranet or emailing, if the communication is internal, or making 

the sustainability reports available online.  
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CASE L – Organisation 21 
 

Organisation 21 is a telecommunications company in Spain that offers innovative services and technology 

to its clients – it is composed by Movistar, O2, Vivo. Besides these services, Organisation 21  is committed 

to open innovation (for example, among its Open Future framework, it has partnerships with Wayra, 

focusing the development of start-ups) and promotes social values. For instance, they want to promote 

people quality of life. 

There are some initiatives linked to corporate social intrapreneurship inside the organisation. The company 

promotes internal development programs, promoting and offering a set of opportunities to its 

collaborators, allowing an atmosphere of teamwork. For example, the I+D coordinates the global digital 

innovation and research and development for the entire group. Each project is led by an intrapreneur, in 

charge of the financial rounds, and available resources are allocated to the most promising start-ups). 

Another example is the DatAcademy, the learning environment for professionals of Telefónica: not only 

represented an opportunity for the collaborators but also represented an opportunity for the company. 

Summarizing the scope of the initiatives, one Organisation 21 goals is to help the collaborators to achieve 

the path and goals defined by each one of them.  

There are also initiatives with an external focus. For instance, the Fundatión Telefónica was created to 

promote and implement social, cultural and educational initiatives, improving the quality of life and 

promoting equal opportunities among citizens. Another example refers to their employability programs, 

where it is promoted 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) or the training provided to technics and educators of social entities, that need to reinvent 

themselves to continue to work online (Conecta Educación). Organisation 21 also promotes numerous 

initiatives to encourage the responsible use of digital tools.   

The communication and partnering with many stakeholders, such as suppliers and universities, is important 

for Organisation 21 strategy, fostering an entrepreneurial ecosystem. Internally, it is shared a newsletter, 

containing videos, talks and events, about sustainability and innovation. 

Organisation 21 mission and vision reflects the idea that they have a role to play in terms of humanity and 

sustainability and that all can be part of that. The company is also in compliance with the Sustainable 

Development Goals (SDGs) compass and shares it accountability with all internal and external stakeholders. 

Organisation 21 uses specific tools and calculations to measure how many people have been reached and 

communicated. As matter of fact, Organisation 21’ global strategy is focused in 6 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.  
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CASE M – Organisation 24 
 

Organisation 24 is a cooperative insurance company in the Netherlands. It presents itself as a non-profit 

insurer, to express that making a profit is not important and therefore has cheaper products. Social values 

are the basis of Organisation 24 's existence, they are based on responsibility towards its members and on 

providing them with value. As a damage insurance, Organisation 24 is involved in several initiatives aimed 

at limiting damage and its consequences as a sponsor, for example, Veilig Verkeer Nederland and 

Slachtofferhulp Nederland. 

They seek to reinvest profits in their members' communities in order to generate as much social value as 

possible and in a sustainable manner. For example, Organisation 24 has an initiative internally called 

‘Koplopers’ which means ‘Frontrunners’. This group of people, from all levels of the organisation (higher, 

middle, lower management and the normal workforce), is encouraged to talk to clients and go out into 

their local communities and see what are relevant issues for people. The issues vary from local park that 

needs a new playground or a big event like their event to bring awareness to earthquake problems. These 

frontrunners will see in which ways Organisation 24 can help solve these issues, either by funding the 

solution or by bringing different players together. The higher management actively encourages these 

frontrunners to take initiative in this work. 

They work and meet regularly with stakeholders. They speak to local policy makers, business 

representatives or HEIs. They establish connections for projects that are important to their customers and 

as a way to understand their needs. 

 

 

 

 

 


