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The changing attitudes towards
corporate social responsibility

A new generation of Indian business leaders is busy changing the widely-held perception that business by its very nature is antithetical
to societal needs. Just how widespread is this new thinking and how deep is the transformation? For an answer, Mint partnered with
Oslo-based consulting firm Xynteo, whose path-breaking study ‘Leading Out’ gives empirical evidence of this new agenda especially

among future enterprise leaders of India’s top companies. Beyond the numbers what it tells us is that the passivity of corporate social

responsibility (CSR), with its ring of self-righteousness, is giving way to the more positive intent captured by the phrase corporate
social opportunity. Significantly, as Xynteo's research shows, for those companies which have integrated these sustainability goals
with the core of their businesses, the commercial returns have been well worth the efforts. That's the real marker for our future

because regardless of which end of the pyramid we are in, there are some needs that are universal.
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(From left) Vibha Jindal, delivery partner at Tata Consultancy Services; Ishita Anand, founder and CEO of BitGiving; Raheel Khursheed, head (news partnerships) at Twitter India/South Asia; Mint's Sundeep Khanna; and
Sanjiv Mehta, CEO and managing director (South Asia) at Hindustan Unilever, in New Delhi on Tuesday.
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NEW DELHI

ith the manda-
tory spending
on corporate
social responsi-
bility (CSR)
reduced to just another ineffectual
piece oflegislation,a mindset change
that entailslooking at CSR as an oppor-
tunity for growth is emerging as the
change agent in India.

Panellists at an event in New Delhi
to launch Oslo-based consulting firm
Xynteo’s new report Leading Out dis-
cussed the ways their companies are
focusing on the pressing issues in soci-
ety.

Whether it is the need for clean
drinking wateror roads or inexpensive
housing or even broadband access in
the remotest parts of the country, the
Sustainable Development Goals
adopted in 2015 by the United Nations,
are now becoming the fulcrum for
emerging growth markets.

As Sanjeev Mehta, chief executive
(CEO) and managing director (South
Asia) at Hindustan Unilever Ltd, said,
“Companies start with charity, then
they open educational institutions,
then espouse causesrelated to market-
ing, and then CSR. What we are trying
to achieve is work towards societal
good and reducing the environmental
footprint, not that something you
superimpose on the business—that’s
the subtle difference.”

Mehta agreed with Xynteo chair-
man and CEO Osvald
Bjelland, who said
upfront that compa-
nies need to reinvent
their growth model.
The serial entrepre-
neur said it had been
hissecond nature from
early in his career to
focus on economic
growth married to
human needs.

He emphasized the
factthatthe key to this
is committed leader-
ship, and itis the qual-
ity of the leader, his
purpose and morality
that is very important. Bjelland men-
tioned that in a recent survey it was
found that only one-third ofthe people
trusted bankers in the UK and it was
the same in many other countries.

On the report, he said: “We are in
trouble as the physical world isunrav-
elling in front of our eyes, emotional
stress isrising, leaders are with abro-
ken spiritand they are losing spiritual
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Osvald Bjelland, chairman and CEO
of Xynteo.

altitude, so we need to look at emerg-
ingyoung leaders. That hasbeena very
positive experience. One out of five
youngleadersare interested in leading
out.”

Other panellists at the event
included Vibha Jindal, delivery part-
nerat Tata Consultancy Services Ltd,
Ishita Anand, founderand CEO of Bit-
Giving (a crowdsourcing platform) as
wellas Raheel Khursheed, head (news
partnerships) at Twitter India/South
Asia.

The changing atti-
tude represents the
best hope fora mean-
ingful battle against
the challenges that
have kept the poorest
Indians underserved
and deprived of the
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In as much as busi-
nessesare the primary
drivers of develop-
ment in this era, it is
business leaders who
need to come up with answers to the
needs of society. When what is good
for society becomes good for business
aswell, awinning combination emer-
ges.

Mehta concluded: “For us, innova-
tionisa lifeline. Don’t worry about fail-
ures, learn from itand keep going on,
it is then your purpose and values
come in handy.”
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Corporate social opportunity: the new mantra

Is it possible to convert the pressing problems of our times into opportunities for corporate growth? Oslo-based consulting firm
Xynteo, which advises global companies on programmes that enable them to grow while keeping in sights the resource, climate
and demographic realities of the 21st century, has done a pioneering study among Indian business leaders. The objective: to
understand the imperatives and drivers of businesses in the country and how closely they address social issues. Following are
the key highlights from the report titled “Leading Out".

Leading out: The five leadership behaviours

Out In the open: | set a transparent and /
accountable vision which will deliver commercial {
benefits, and | am clear on how to achieve it.

Outside influence: | go beyond my organization |
and industry norms to bring together the most
effective ideas from a variety of external sources.

Out of my comfort zone: | have the courage to /
try something that hasn’t been done before and
donot let fear of failure hold me back.

Through outward collaboration: | recognize that
most problems can't be solved alone, so | pursue /
win-win initiatives that benefit my organization,

our suppliers, partners and even our competitors.

Through modelling out: | set a positive example |
that builds consensus and inspires the wider {

industry, regulators, governments and consumers |

to follow suit.

How do Leading Out champions differ from
other emerging Indian business leaders?

M Leading Out champions [l Others

il Stron%Iy agree that making money from solving
societal and environmental problems is
increasingly the norm.

54%
25% !
2. Rate their company as industry leading at seeking

commercial opportunities by addressing societal
and environmental problems.

55%
22% !

3. Say their business is aware of the Sustainable
Development Goals and has considered the
commercial opportunity they represent.
47%
25%| H

320/ of those who rank their firms as industry leaders
O say support of central leadership is key.

Other factors cited by those "doing things right” include
the adoption of new technologies (21%) and the increasing
number of industry peers also adopting new models for
growth (11%) as well as employee influence (11%).

Indian business leaders who picked one of the following barriers to seeking
commercial opportunity by addressing socio-environmental challenges

. 36% | 32% | 3% |

Leaders across our industry | Thisis not a priority | Our leadership does not
are not making this a priority | forourindustry | see itas a strategic priority

| 3% 29% |

There is a capital shortage for investments There is insufficient customer:
in commercial opportunities that address demand for us to invest in new
societal and environmental problems commercial opportunities

L 28% | 24% | 24% |

There is not enough CSR tax guidance is Laws and regulations are

trust and cooperation driving compliance hampering our ability to

within the business but not incentivizing explore and deliver these
community us to look further opportunities

C24% | 24% | 23% |

We do not collaborate We operate in We do not want to risk changing

across our and other silos (internally) | the business environment: it may
industries make us uncompetitive
9 20% | 189
4 21% 70 % &
We lack the scientific or technical Nobody in our We do not
know-how to do things in a different company sees it invest in our

way to our current operations asa priority “future leaders”
% |112%|14% 119
. 1/% % | 14% | 11%
We do not have enough staff We are Others Others
with the leadership skills afraid of (external) (internal)
required to do business differently failure

Respondents were asked to select the top three “internal” and top three “external” impediments

to their organization when seeking commercial opportunity by addressing societal and
environmental challenges.

Emerging Indian leaders differ on seeking commercial opportunity by addressing societal, environmental challenges

Making money from addressing socio-environmental

challenges is increasingly normal

lead the way in solving socio-environmental challenges

Businesses cannot be successful without addressing
socio-environmental challenges

It is wrong to make money from solving
socio-environmental challenges
Businesses have a responsibility to
future generations

Corporate social responsibility should focus on
addressing socio-environmental challenges

Addressing socio-environmental challenges enhances

corporate reputation

Emerging Indian business leaders who hold this attitude
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human needs—that’s something I

learnt as a young boy in rural Norway,
welding sheep bells, then selling them to
farmers. By providing the farmers with a way
to keep track of their sheep, I could buy
myselfnew football bootsand put alittle away
to fund my future education. It taught me that
business can make money and improve peo-
ple’slives.

Tata Sons Ltd and the AdityaBirla Group,
twoofthe great pioneers of Indian business,
were founded on a similar idea— that capital
should be invested in a way that it delivers
commercial returns and benefits the people.

Inmy mind, thisapproach tobusiness and
society is more important today than ever.

Indiaisatatruly historicmoment. It's now
home to the world’s largest population under
the age of 30 and an abundance of talent,
knowledge, technology and capital. And it has
made considerable progress; for example,
child mortality is at the lowest level we have
everseen.

Yet, thereare even greater opportunitiesto
invest India’s resources in a way that it
achieves the maximum human return on
investment.

Take the empowerment of women. At just
27%, the proportion of India’s women partici-
pating inits workforce isless than half that of
Chinaor Brazil. How are we going to ensure
that all of India’s women reach their full
potential?

The answer isleadership.

In my work, I've had the opportunity to col-
laborate with some remarkable leaders—
leaders who are transforming their busi-
nesses and society at large. Unilever's CEO
Paul Polman has challenged businessleaders
to define themselves by the problems they
solve; Mastercard Inc.’'s CEO Ajay Banga says
the highest form of leadership is pursuing
whatisinyourbest interest and the interest of
others.

To explore support for this new way of
doing business, Xynteo, an Oslo-based con-
sulting company with a focus on sustainable
growth, asked a group of emerging business
leaders the extent to which they are aware
and committed to such an approach.

The findings are extremely encouraging: a
newgeneration of Indian businessleaders is
emerging. They are transparent about their
vision. They are engaging with the outside
world to identify new opportunities beyond
their core businesses. They are combining
forcesacross industries and sectors to unlock
new commercial value.

These emerging leaders are not afraid of
doingbusiness differently. They are “Leading
Out”.

The study shows one in five emerging
Indian businessleadersseesthese behaviours
asintegral to their success.

Right nowthere are some great companies
already driving this new leadership move-
ment in Indiaand beyond.

Take the Taj Group of Hotels, which is
training underprivileged women to take on
new kinds of roles in the hospitality sector,
thus creating equal opportunities in that
industry. Through this initiative, the hospi-
tality industry is realizing new opportunities
for adiversified workforce and contributing
tothe empowerment of India’s women.

Like Taj, moreand more Indian companies
are actively seeking commercial opportunity
through addressing societal and environ-
mental challenges. And with a third (31%) of
emerging Indian leaders seeing that it is pos-
sible to make money this way, this is more
than corporate social responsibility.

Thisis Leading Out.

Osvald Bjelland is chairman and CEO of
Xynteo.

T he purpose of business istoaddress real



