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Altop trai gruppi globali impegnati nella responsabilita sociale

Eni primeggia su internet

Elio Silva
MILANG

Il gruppoEnié, trale multina-
zionali impegnate sui temi della
responsabilita sociale e dello svi-
luppo sostenibile, quella che me-
glioutilizzalostrumentodellaco-
municazione via web. Il giudizio
arriva dal Csr Online Awards
"Global leaders", graduatoria
mondiale elaborata dalla societa
di comunicazione finanziaria

Lundquist. La classifica prende
per la prima volta in considera-
zione g1societaglobaliaccredita-
te nel campo delle buone prati-
che e incluse nel Dow Jones Su-
stainability Index. Un panel di
184 esperti ha espresso il proprio
giudizio in base a 76 diversi indi-
catori, dall’accessibilita del sito
all'interattivita. Il colosso italia-
no dell'energia ha ottenuto, nel
giudizio degli analisti, un punteg-

gio di 84,5 puntisul massimo teo-
rico di100; alle sue spalle il grup-
po finanziario svizzero Ubs, che
ha toccato quota 66, e la Royal
Dutch Shell, terza con 63 punti.
La media delle valutazioni si
fermaa 29, ossiasotto lasufficien-
za. «Una comunicazione aperta
ed efficace - spiega Joakim Lun-
quist, partner dellasocieta che ha
curato la graduatoria - & fonda-
mentale perdimostrare latraspa-

renzadell'impresae lasuavolon-
tadi coinvolgere gli stakeholder.
Abbiamo valutato i leader nel
campo della responsabilita d’'im-
presa- aggiunge James Osborne,
responsabile della ricerca - ma
non abbiamo trovato una comu-
nicazione online di livello altret-
tanto eccellenter. Penalizzatinel
giudizio soprattutto i gruppiUsa,
con Ge all'n” posto. Le imprese
italiane considerate (oltre ad Eni
anche Enel e UniCredit) escono,
invece, complessivamente bene
dal confronto. Il Csr Online
Awards "Global leaders" sara uf-
ficialmente presentato il 4 no-
vembre prossimo a Milano.
DRIPRODUZICNE RISERVATA
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Damning report into online
sustainability reporting

Major companies around the world are failing to engage with
stakeholders despite the interactive opportunities provided by the
web

Jo Confino
guardian.co.uk, Thursday 22 October 2009 13.44 BST

Companies from the Dow Jones Sustainability Index rated poarly for their use of
CSR communications through the web. Photograph: Mark Lennihan/aP

| mentioned in my recent blog on online CSR reporting that a study was
coming out which is pretty damning about company transparency around
social, ethical and environmental performance and | would give more
details when it was made public.

Well, the report by Milan-based communications consultancy Lundquist
is now out so | thought it would be useful to highlight what it says.

The agency pulls no punches: "Often CSR sections of websites don't
mention certain topics at all (policy framework, SRI, human resources,
etc.). But it is also a question of companies publishing a lot of 'good
news' and avoiding the hard (sometimes uncomfortable) facts that
stakeholders need if they are to judge how well a company is performing
in non-financial matters. Respondents in our survey left comments calling
for more 'honesty', warned of too much 'greenwashing' and accused
companies of being 'manipulative, condescending or incomplete'. Qur
research reveals that, in many cases, these stakeholders are right to be
sceptical about what they read on corporate websites "

Lundquist evaluated how well 91 members of the Dow Jones
Sustainability Index use their corporate websites as a platform for CSR
communication. Each website was assessed using a set of 76 evaluation
criteria, drawn up on the basis of a survey conducted by Lundguist of
184 CSR professionals and sector experts from 30 different countries.
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The consultancy reports that most of the companies studied provided
only a limited range of pertinent information online and fail to use the
web to anything like its full potential.

| think Joakim Lundquist, founding partner of Lundquist makes a fair
point when he says: "There needs to be a wider debate about the
importance of the web for CSR because many companies struggle to
break away from the standard model of one-way corporate
communications. If CSR is to drive corporate reputation, it needs to be
expressed systematically across the corporate website in a way that is
engaging and factual. But companies must also show that they are open
fo feedback and prepared for a web-based dialogue.”

The survey found very low scores for companies around interactivity. In
fact the average score was 20 per cent for the interactivity section, 18
per cent for staff and contact information, with just over a third of
companies providing no contact information whatsoever.

The highest scores in terms of content were for CSR reporting and
environmental information. Lundquist concludes: "This is a form of one-
way disclosure where companies feels they simply have an obligation to
inform stakeholders of what is going on. Despite many slogans saying
companies today are prepared to 'listen’, our research reveals that this is
rarely the case when it comes to the web.

"This seeming lack of interest in what goes on outside the company also
means websites rarely offer news and information about the wider CSR
sector in general. Internet users are rarely shown how companies are
inserting themselves into a general social, environmental and economic
context, whether by attending or holding events or by publishing or
commissioning research.”

Companies can always use the excuse that social media is still fairly new
and they need to think through how to use it effectively and that takes
time. But perhaps the best indication of the lack of responsiveness that
Lundquist found was that a large percentage of companies are not even
responding to what now seems like old-fashioned email enquiries.

It sent an email to the CSR department of all companies from a fictitious
private investor asking for information about whether there were ethical
funds among sharenolders or about their membership of sustainability
indexes.

Four companies replied within two hours, another 11 got back within 24
hours. Results trickled in from a further 11 companies during the
following two days. Of the rest, 17 responded after the maximum
permitted time of three days but another 48 companies — more than half
of the companies failed to get back at all.

The research found companies are generally competent at providing the
main information that stakeholders are looking for online but that many
companies fail to go much further than this.

I don't know if Lundquist's survey is a fair representation of the state of
play in online CSR reporting, but it would be interesting to get some
feedback.
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Eni, UBS Win Top Slots In Global Survey Of CSR Strategy

MILAN (Dow Jones)--Italian oil giant Eni SpA (E) and Switzerland's UBS AG (UBS) are the top performers in the
world of interactive corporate social responsibility, according to a new survey by Lundquist, a Milan-based
consultancy.

The survey of 91 global companies from around the world found that German and U.K. companies are the best at
using the Web to stoke dialogue with stakeholders, while U.S. and Asian firms lag behind.

The survey also found that most respondents - including opinion makers, executives and academics - believe that

"guestions of corporate social responsibility have gained importance in public opinion" as the search for short-term
financial results is blamed as a cause for the global financial crisis, said Joakim Lundquist, founder and head of the
consultancy.

However, the survey results were relatively dismal, with the average score less than 50 out of 100 and fewer than
half of the corporate respondents claiming they even had any corporate social responsibility targets of any kind.

Mining and energy companies such as Royal Dutch Shell PLC (RDSB), Rio Tinto PLC (RTP) and BHP Billiton Ltd.
(BHP) tended to fare best, largely due to their heavy focus on environmental sustainability issues, itself a function of
increased public scrutiny.

UBS aside, financial services and telecommunications companies fared the worst in the survey, the first of its kind
with a global scope.

More than half the companies surveyed failed even to respond to a fictitious investor's letter sent by Lundquist to
their CSR departments asking whether they had "ethical" funds among their shareholders.

"Many companies are stuck in an 'off-line' mode of disclosure and reporting, with little space for feedback and
dialogue,” said Lundquist executive James Osborne.

The global demand for fresh capital at a time when savers and some institutional investors are concerned at the
social cost of bank bailouts may spur greater attention to CSR-related issues.

The number of "socially responsible investment" retail funds in Europe jumped to 683 from 537 in the past year, a
27% annual jump that was the fastest since 2001, while assets now total EUR53 billion, up by a factor of 10 in the
past decade, according to Vigeo, a French agency that provides CSR ratings.

Ten of the companies that scored 50 or above in the Lundquist survey - including Sanofi-Aventis SA (SNY),
Vodafone Group PLC (VOD), Allianz SE (AZ), AstraZeneca PLC (AZN), GlaxoSmithKline PLC (GSK), Nokia Corp.
(NOK) and Roche Holding AG (ROG.VX) - also figure in the top 20 holdings of those funds, according to Vigeo.
Growing interest in "ethical investing" bolsters the case for an increased role for Web 2.0 strategies.

Alessandro Teixeira, president of APEX, the Brazilian Trade and Investment Promotion Agency, made the same
point at a Milan conference last week, insisting that his and kindred agencies everywhere need to "develop a
consistent online strategy" to engage and attract investors.

But the current crisis may spur marketing teams to take over corporate social responsibility efforts, said Giulio
Sapelli, a professor of economics and management at the University of Milan.

"The crisis will push companies to tout their CSR functions in a publicist and advertising mode rather than to
consolidate their reputation,” Sapelli said. One reason, he suggested, is that CSR has tended to focus so much on
environmental issues rather than "use a broader definition including the welfare of employees,"” he added.

-By Christopher Emsden, Dow Jones Newswires;

Lundquist S.r.l. — Piazza XXV aprile 1, 20121 Milan, Italy — Tel +39 02 4547 7682 - www.lundquist.it



A° lundquist.

Date:

October 27, 2009

Finanza & Mercati
Energia & Ambiente

A lundquist.

pll

Subject:

CSR Online Awards ‘Global leaders’ 2009

Dal sito ai risultati sul campo
“Eni modello di sostemblllta

La compagma si é
aggiudicata il premio
per la comunicazione
della CSR assegnato

da Lundquist: -

tra gli impegni

non figura soltanto
I'efficienza energetica

FLIPPO CAVALLARO
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Sabina Ratti

La scelta che noi abbiamo fatto &
quella di essere concreti e di comu-
nicare la nostra concretezza. Il sito
offre una panoramica sulle nostre
attivita, dall'impegno a ridurre le
emissioni di gas serra nel settore
delle esplorazioni alla promozione
dell'efficienza energetica fino allo
svﬂuppodeﬂsfonhenergeﬂchem
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ﬁ attrmmgnmdmhgo con Le-
gambiente, approfondisce i temi del-

La responsabile
Sostenibilita Sabina
Ratti: «<Abbiamo
scelto di essere
concreti informando
i giovani e aiutando
lo sviluppo dei Paesi
dove operiamo»

€ ener
glea.lte.rnauva
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tenuto al Politecnico di T rivol-
to agli studenti universitari. £ la di-
mostrazione di come Eni e Legam-
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si obiettivi - abhmnotmvatonn

talento e le competenze,
do le differenze culturali e di gene-
re, delle 79.000 che opera-
no per Eni in 7 Pwmdalmnndo
rientra nei nostri valor al pari dei
pmguﬂxperlepnpolanundal.lﬁﬁ:—

dalla costruzio-

nﬂ.nel 1, della centrale elettrica
dlxwaleOkpm,lnm‘guu. Si tratta
dmnodmpmgeﬁ:pmmndxa.lmuu
do per dimensione che prevede 1'ab-
battimento del gas flaring e il recu-
perodel gas associato alla produzio-
ne di petrolio e il suo utilizzo perla |
di elettrica.

mmmmaupummm
della sostenibilita, riconosciute nel
mondo da importanti certificazioni.
I risultati si ottengono dialogando
con le amministrazioni locali e con il
territorio. Anche in casobiso-

gna rispondere con la concretezza.
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Milang. In seguito a uno studio condotto da Lundgquist, societa di comunicazione n Lif=
finanziaria, su 91 aziende incluse nell'indice borsistico internazionale Dow Jones @ 24
Sustainability Index, Eni =i & aggiudicata il titalo di miglior azienda a livello

mondiale nella comunicazione on line per la Csr. Servizio di Emilia Trevisani
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ONLINE REPORTING

Top firms poor at web CSR engagement

By Robin Froggatt-Smith
A report published by Milan-based
communications consultancy
Lundquist finds that while
disclosure of information is
usually of a high standard in
CSR reporting, communication
and interactivity are lacking.
The most damaging result
of this one-way system is that
‘companies are publishing a lot
of good news and avoiding the
“hard (sometimes uncomfortable)
facts that stakeholders need if
they are to judge how well a firm
is performing in non-financial
matters,’ according to the report.
James Osborne, head of CSR
communications at Lundquist,
notes that while this reflects nega-
tively on companies’ interaction
with investors, ‘we recognize
that to communicate effectively
through a website is no simple
thing. Corporate processes are
organized around reporting and

disclosure. CSR in particular has
evolved from environmental, health
and safety practice, which, even
internally, is a report-based process.
A move toward web interaction
will be a real culture shift.’

To test communication,
Lundquist’s fictitious private
investor emailed CSR inquiries
to various companies, but more
than half (48) failed to respond.
More companies (17) took longer
than three days than took less than
24 hours (15) to respond, and 35

percent of companies provided
no contact details for CSR.

As the report points out, the
internet has brought about higher
expectations for corporate response.
Initially, these rising expectations
were concerned with effective
reporting; since the rise of social
media, however, the pressure
for a dialogue has increased.

‘The same issue then arises
for CSR reporting,” Osborne
explains. ‘Companies are worried
about how they can control it." m

TOP PERFORMERS

CSR policy Eni

Reporting Eni, Shell s
[~ Community ANZ Banking Group,
| ~ AstraZeneca
[ SRI Axa, Kingfisher, Swiss Re

Visual communications
and language

UBS, Sanofi-aventis, Caterpillar,
Rio Tinto

Navigability

Staff and contacts

Eni, Aviva
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