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Do companies adopt a Corporate Social Responsibility 
approach to take strategic decisions? Are enterprises 
promoting a sustainable corporate engagement with their 
various stakeholders? Are companies enhancing their 

storytelling from the core of their business and building confidence 
at the same time? If the answers to the previous questions are 
affirmative you can feel satisfied about your company or the 
enterprise that you intend to set up; its survival is guaranteed to a 
great extent.

In the new paradigm of Capitalism in which players want 
to establish relations with responsible companies, that is, 
organizations which implement a responsible management in their 
businesses and do not merely act in a responsible manner in the 
way they spend their income, CSR will be instrumental. In this new 
context the only option is being responsible or ceasing to exist, 
and consequently, companies will need to communicate this new 
responsible corporate behavior or will cease to exist.

Several companies have understood that the rules of the game have 
changed and are now adapting their production processes and 
communication strategies to this new context. The objective will 
be to achieve a distinguishing feature that sets them apart in their 
industries. There is no final answer to this question, but common 
aspects can be identified in most successful cases.

Responsible companies have businesses which work in an 
integrated manner, generating value for third parties and 
identifying gaps and business opportunities from an integrity 
approach. Responsible companies have short, medium and long 
term strategies in which they address 5-6 key aspects for the 
interests of their stakeholders throughout each stage and control 
their progress thanks to KPIs (Key Performance Indicators). 
Responsible companies sense what is going on in society and how 
it could affect their companies by being proactive and modifying 
their behavior and even influencing the political and legislative 
agenda. 

But, how does a responsible company communicate? A responsible 
enterprise communicates its objective as an organization in a 
credible manner. It develops its own storytelling conveying honest 
stories with key points which focus on building confidence and 
bases its contents in making known its corporate values. The 
internal communication of values helps build a corporate culture, 
while external communication contributes to the creation of a 
responsible and reputed brand identity. Every non-measured 
element does not exist and everything that is not told must 
be interpreted. The problem is that CSR communication is not 
attractive. Thus, it is necessary to convey a credible story. As the 
saying goes: tell me and I forget, teach me and I may remember, 
involve me and I learn.

The duties of the Communication Director includes conveying 
stories and working with perceptions, since what matters is not 
what companies tell, but what people perceive. CSR Directors are 
an important part of the story and must take risks to meet the 
expectations of millennials who seek to work for organizations 
which have a positive impact on society and the environment. 

CSR Directors play a critical role, since they need to be intra-
entrepreneurs, must take risks to go beyond their companies to 
achieve an internally credible storytelling and help CEOs leave a 
legacy within the corporation after their departure. Communicating 
ultimately implies explaining how the company shall promote a 
responsible business and how this will affect and improve society.

Particular consideration should be given to Sustainability and CSR 
Reporting. The responsible company carries out its reporting in 
an integrated manner with the business, as a starting point for 
communication and not an end in itself. Now, we need to identify 
risks and opportunities, connect the plans of various corporate areas 
and have as much information as possible to implement an optimal 
decision making.

Lastly, CSR should be conveyed through multi-channels (Brand 
film, Brand journalism, infographics, statements, opinion pieces, 
social networks, etc.) in order to explain the context, invite further 
parties to join the conversation, emphasize the value of the lessons 
learned and connect various public objectives. 
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Developing Ideas by LLORENTE & CUENCA is a hub 
for ideas, analysis and trends. It is a product of the 
changing macroeconomic and social environment we 
live in, in which communication keeps moving forward 
at a fast pace. 

Developing Ideas is a combination of global 
partnerships and knowledge exchange that identifies, 
defines and communicates new information paradigms 
from an independent perspective. Developing Ideas 
is a constant flow of ideas, foreseeing new times for 
information and management.

Because reality is neither black nor white,  
Developing Ideas exists.

www.developing-ideas.com
www.uno-magazine.com

AMO is the leading global network of strategic and 
financial communications consultancies, with over  
940 professional consultants and offices in more than  
20 countries. 

The network brings together local market leaders with 
unrivalled knowledge of financial markets and cross-
border transactions in the key financial centers of 
Europe, Asia and the Americas. 

Providing sophisticated communications counsel for 
M&A and capital market transactions, media relations, 
investor relations and corporate crises, our member firms 
have established relationships with many S&P 500, FTSE 
100, DAX 30, SMI, CAC 40 and IBEX 35 companies.

www.amo-global.com
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