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BUSINESS VALUE




SHARED VALUE




Shared val ue

NCor porate soci al respon:
opportunity, innovation and competitive advantage.

The mutual dependence of corporations on both
business decisions and society implies that both
business decisions and social policies must follow
the principle of shared value.

That | S |, choil ces must b e

Porter & Kramer



NBUusSl nesses cannot S U
that fall.

Organizations, build to last, need to
successfully leverage social and
environmental factors. With liberty comes
responsibility.

Sustainable brands have the heritage, ability
and drive to bring thi]

Paul Polman, CEO Unilever
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