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Definitions- Social Value

Aces et al. (2013)
What a person values more than the money paid (…) Positive effects for 

individuals, for communities, and for society.

Felício et al. 

(2013)

Refers to the necessary goods and services provided by organizations with social 

purposes such as promoting community development, advocating for more 

inclusive and fairer policies, or dealing with a variety of other social problems.

Todaro and Smith 

(2011)

Social value creation as an activity that leads to the realisation of any of the three 

core values of development, i.e. sustenance, self-esteem, and freedom from 

servitude.

Sinkovics et al. 

(2014)

Financial, reputational, ethical value, consumer surplus, positive externalities, and 

the enhancement of human capabilities as dimensions of social value creation. 

Consumer surplus and the enhancement of human capabilities are more direct 

forms of social value creation.



Definitions- Social Value & Impact

Social Value 
Is the perception that the concerned subjects have about a product 

influence in their individual and collective wellbeing 

(Simões and Carvalho, 2017)

Social Impact 
Is how the company activities, or the product itself, change or 

influence each stakeholder in a period of time 

(Simões and Carvalho, 2015)



Corporate Social Responsability



Corporate Social Responsability

“Corporate social responsibility (CSR) refers to companies taking 

responsibility for their impact on society. The European Commission 

believes that CSR is important for the sustainability, competitiveness, and 

innovation of EU enterprises and the EU economy. It brings benefits for risk 

management, cost savings, access to capital, customer relationships, and 

human resource management.”
responsibility_pt-social-http://ec.europa.eu/growth/industry/corporate

“CSR is the business contribution to our sustainable development goals. 

Essentially it is about how business takes account of its economic, social 

and environmental impacts in the way it operates – maximising the benefits 

and minimising the downsides. Specifically, we see CSR as the voluntary 

actions that business can take, over and above compliance with minimum 

legal requirements, to address both its own competitive interests and the 

interests of wider society’.” (UK Government)
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Corporate Social Responsability
The ‘dimensions’ of 

CSR

What the definition refers to Typical phrases used in the definition

The environmental 
dimension 

The natural environment and 

‘sustainability’ of business 

practice

‘a cleaner environment �‘environmental 

stewardship’ �‘environmental concerns in 
business operations’

The social dimension The relationship between 

business and society in 
general

‘contribute to a better society’ ‘integrate social 

concerns in their business operations’ 

�.‘consider the full scope of their impact on 
communities’

The economic 
dimension

Socio-economic or financial 

aspects, including describing 

CSR in terms of its impact on 
the business operation 

‘preserving the profitability’ �‘contribute to 
economic development’

The stakeholder 
dimension 

Considering all stakeholders 
or stakeholder groups 

‘interaction with their stakeholders’...‘how 

organizations interact with their employees, 

suppliers, customers and 

communities’....‘treating the stakeholders of the 

firm’

The voluntariness 
dimension

Actions not prescribed by law. 
Doing more that you have to.

‘based on ethical values’ �‘beyond legal 
obligations’ �‘voluntary’



Ethical performance
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Stakeholders’ Analysis



Stakeholders

Freeman (1984) defined stakeholders, as 

“any group or individual who can affect, or is 

affected by, the achievement of a corporation's 

purpose”

This is the key point in Social Analysis



Stakeholders
Shareholders

Directors and CEO

Employees

Unions

RegulatorsGovernment

Suppliers

NGOs

Customers

Society



Stakeholder What stakeholders want from 

the operation

What the operation wants from 

stakeholders

Shareholders Return on investment

Stability of earnings

Liquidity of investment

Investment capital

Long-term commitment

Directors/top 

management

Low/acceptable operating costs

Secure revenue

Well-targeted investment

Low risk of failure

Future innovation

Coherent, consistent, clear and 

achievable strategies

Appropriate investment

Staff Fair wages

Good working conditions

Safe work environment

Personal and career development

Attendance

Diligence/best efforts

Honesty

Engagement

Staff representative 

bodies (e.g. Trade 

Unions)

Conformance with national 

agreements

Consultation

Understanding

Fairness

Assistance in problem solving

Suppliers (of 

materials, services, 

equipment, etc.)

Early notice of requirements

Long-term orders

Fair price

On-time payment

Integrity of delivery, quality and 

volume

Innovation

Responsiveness

Progressive price reductions



Stakeholder What stakeholders want from the 

operation

What the operation wants from 

stakeholders

Regulators (e.g. 

Financial regulators)

Conformance to regulations

Feedback on effectiveness of 

regulations

Consistency of regulation

Consistency of application of 

regulations

Responsiveness to industry 

concerns

Government (local, 

national and regional)

Conformance to legal requirements

Contribution to 

(local/national/regional) economy

Low/simple taxation

Representation of local concerns

Appropriate infrastructure

Lobby groups (e.g. 

environmental Lobby 

Groups)

Alignment of the organization’s 

activities with whatever the group 

are promoting

No unfair targeting

Practical help in achieving aims (if 

the organization wants to achieve 

them)

Society Minimize negative effects from the 

operation (noise, traffic, etc.) and 

maximize positive effects (jobs, local 

sponsorship, etc.)

Support for organization’s plans
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Stakeholders’ identification 

methodologies
List evaluation stakeholders (Bryson 

et al. 2011)

- Individual or a small group brainstorming

- List of individuals, groups or organizations 

who might affect or be affected. 

Radical Transactiveness (Hart & 

Sharma 2004)

- Integrate the views of the commonly 

considered peripheral or “fringe” 

stakeholders 

- Views may provide disruptive change 

Snowball Sampling (Reed et al. 2009) 

- stakeholders are asked to identify more 

stakeholders or stakeholders categories, 

providing their contacts. 

- Repeat process with the identified 

stakeholders



Stakeholders’ identification 

methodologies
Method References Description Strengths Weaknesses

List evaluation 

stakeholders

Bryson et al. (2011) An individual or a small 

group brainstorms to 

reveal a broad list of 

potential stakeholders.  

Very basic technique very 

useful as a starting point to 

other methodologies.

High risk of not identifying 

relevant stakeholders.

Radical 

Transactiveness

Hart & Sharma 

(2004);

Reed et al. (2009)

Identifies weak and fringe 

stakeholders using a 

snowball sampling 

approach.

Identifies stakeholders 

otherwise left out from 

analysis, reducing the risk 

of not taking their stake 

into account.

Bringing more entities to 

the analysis makes it more 

complex, time-consuming 

and costly.

Snowball Sampling Goodman (1961);

Kalton & Anderson 

(1986);

Reed et al. (2009);

Thompson (2012)

An initial group of 

stakeholders identifies 

other stakeholders and 

provide their contacts. 

Repeat the process with 

the identified stakeholders.

Easier to secure interviews 

without data protection.

Fewer interviews declined.

Sample might be 

influenced by the social 

networks of the first group 

or individual.



Stakeholders’ categorisation methodologies

Power- Interest Grid 

(Ackermann & Eden 2011)

- Tool for managers to better 

understand their environment or to 

proactively manage their 

stakeholders

- Power - the probability that one 

actor within a social relationship 

would be in a position to carry out 

his own will despite resistance

- Interest- the concern, the 

responsibility and the involvement 

feelings the stakeholders have



Power, Urgency and Legitimacy 

diagram (Mitchell et al. 1997)

-Power same definition as P-I

-Urgency: the degree to which 

stakeholder claims for immediate 

call

- Legitimacy: the general 

perception that the stakeholder’s 

actions are proper, or appropriate 

and congruent within the value 

system of the society in which it 

operates

Stakeholders’ categorisation methodologies



Support versus Opposition Grid

- Determine which stakeholders are likely to support particular recommendations and 

which are likely to oppose them

- Plot where, in the judgment of the evaluation team, the stakeholder should be 

positioned in terms of likely support for, or opposition to, the recommendation

Stakeholders’ categorisation methodologies



Stakeholders categorisation methodologies

Method References Description Strengths Weaknesses

interest -Power

grid

Bryson (2004); 

Ackermann & Eden 

(2011); 

Bryson et al. (2011)

Stakeholders are placed on a 

matrix according to their relative 

power and interest and classified 

accordingly to their position on the 

matrix.

Possible to prioritise 

stakeholders for inclusion; 

makes power dynamics 

explicit

Prioritisation may 

marginalise certain groups; 

assumes stakeholder 

categories based on power-

interest are relevant

Power, 

Urgency and 

Legitimacy 

diagram

Mitchell et al. (1997); 

Magness (2008) 

Stakeholders are evaluated 

regarding their power, urgency and 

legitimacy, placed in a Venn 

diagram and classified accordingly 

to their position

Classification of 

stakeholders is very useful 

for effort and attention 

prioritisation

Miss-comprehension of the 

attributes can lead to 

wrongful analysis. 

Support versus 

opposition 

grid

Nutt & Backoff (1987);

Bryson (2004);

Bryson et al. (2011)

Rank stakeholders accordingly to 

their support vs opposition and to 

their power towards an issue. Plot 

the results into a matrix.

Provides managers with a 

classification which tells 

who is with or against 

them. 

Risk of stakeholder 

marginalisation. Results can 

be influenced by the 

evaluation team.



Stakeholders’ relationship methodologies
Actor-linkage matrices

- Describe stakeholders’ relationships by building a matrix 

- Stakeholder names in the rows and columns 

- Classifying each of their relationships with keywords such as “conflict”, 

“complementary” or “cooperation” 



Participation planning 

matrix

-Levels of participation range 

from a minimum of simply 

informing stakeholders 

through to empowerment 

(given final decision making 

authority)

- Combine with previous 

methodologies to define the 

type of interaction

Stakeholders’ relationship methodologies



Stakeholder influence 

network

- Represents the influence 

relationships by linking 

stakeholders with arrows to 

indicate the direction of their 

influence

- Facilitate the definition of 

future actions understanding 

the relationships

Stakeholders’ relationship methodologies



Value Flow Mapping

-Identifying, grouping 

and mapping complex 

relationships between 

stakeholders, based on 

their added value to the 

problem resolution.  

Stakeholders’ relationship methodologies



Method References Description Strengths Weaknesses

linkage -Actor

Matrices

Reed et al. (2009) Describes stakeholders’ 

relationships on a matrix with 

using keywords.  

Simplicity of use and flexibility.

Very low cost.

Lack of complexity. 

Analysis might be too 

simple.

Participation 

Planning 

Matrix

Bryson (2004);

Bryson et al. (2011)

Matrix with stakeholders in the 

columns and tasks in the rows. 

Specifies the level of 

participation of each stakeholder 

in each task.  

Visual representation of 

stakeholder participation in tasks 

makes it easy to understand their 

involvement.

Complex relationships 

can be hard to 

understand from this 

information alone.

Stakeholder 

Influence 

Network

Bryson (2004);

Bryson et al. (2011);

Ackermann & Eden 

(2011); 

Based on the power-interest grid, 

establishes influence connections 

and direction between 

stakeholders.

Brings connections to the 

discussion, giving a new 

perspective about how to 

manage stakeholders’ power and 

interest. 

Time-consuming.

Analysis can be 

influenced by the 

evaluation team.

Value Flow 

Mapping

Cameron et al. (2008) Identifies and represents 

complex relationships between 

stakeholders’ categories, based 

on their added value to the 

problem.

Captures stakeholders needs and 

relates them to the outcomes 

required to create value to the 

organisation or problem.

Can become too 

complex and time-

consuming to be easily 

used in a practical way.



Indicators’ Selection



Social Impact Mid- and End-Points



•Employment Scope: Benefits and Characteristics – Describes 

the basic job characteristics, the existing contractual and the 

compensation policies of the company as well as the benefits 

provided to the employees. 

•Employment Practices and Relations- Addresses the internal 

disciplinary practices and the existing codes of conduct in a 

company. Discloses the labour rights’ strength and the current 

relations between the workforce, the unions and the company. 

•H&S Practices and Incidents - Evaluate the implementation of a 

responsible H&S culture in all business units. Monitors the quality of 

working conditions, the potential H&S risks, the prevention initiatives 

existing in the company, as well as the incidents and accidents 

occurred

Social Impact Mid-Points



Training: Education and Personal Skills- Assess the level of commitment to 

improve the human capital’s skills and attempts

Diversity and Equal Opportunities- Assess all kinds of measures 

encouraging human capital diversity, equal opportunities and inclusion within 

the organizations.

Employee Welfare – Measures aspects related to employee morale, employee 

satisfaction, employee wellbeing with the job, employees’ motivation.

Innovation and Competitiveness – Assess the organization engagement in 

more innovative technological solutions and incentives that strengthen the 

innovation ability and optimize Research and Development (R&D)

Social Impact Mid-Points



Human Rights Implementation and Integration – Capacity and effectiveness 

of the policies aiming at preventing internally and externally (with suppliers) 

human rights violations regarding child labour, forced labour, and freedom of 

association and collective bargaining

Basic Human Rights Practices – Evaluates how the company manages the 

issues of non-discrimination and indigenous rights only internally

Community Funding and Support – Measures the direct and indirect financial 

support that communities are benefiting (cultural and educational interactions)

Social Impact Mid-Points



Business Impacts, Community Involvement and Welfare- Evaluates the 

positive and negative externalities created by the business that impact on the 

society social performance, the communities

Corruption in Business – Evaluate good business practices implemented in 

order to reduce the exposure to corruption practices both internally (own 

employees) and externally (business partners) 

Fair Business Operations – Measure accurately the integrity of practices and 

the potential impacts on stakeholders, especially the employees, the 

shareholders and the government 

Social Impact Mid-Points



Stakeholder Participation –Evaluates the stakeholders’ involvement, 
influence and empowerment in the organisational business initiatives

Consumer Health and Safety –Consumer H&S threats, product quality as 
well as product social and environmental impacts across its life cycle 

Product Management and Consumer Satisfaction –Evaluation of the 
issues related to product commercialisation, brand awareness and legal 

consumer services procedures 

Social Impact Mid-Points



Social - LCA



Definition

Methodological approach to assess the positive and negative social 
impacts of a product or a service on stakeholder groups throughout the 
life cycle of the product (Benoit et al., 2010; Fontes et al., 2014).

Objective

The objective for conducting a Social Life Cycle Assessment (SLCA) is 
to promote improvement of social conditions and of the overall 
socioeconomic performance of a product throughout its life cycle for all 
of its stakeholders (UNEP, 2009).

Make positive and negative impacts of products measurable and visible

Support decision-making and communication at product level

Contribute to overall sustainability assessment

(Fontes et al., 2014)

Social LCA 



Social LCA 

Step 1-

Correlate 

Stakeholders

with Indicators

Step 2-

Calculate

indicators

Step 3-

Normalize the

values of the

indicators to a 

common scale

Step 4- Identify

hotspots



Conclusions

- Social value and social impacts need to be 

defined

- Stakeholders need to be identified, categorized 

and relationships should be identified

- Major social indicators should be established 

covering major social areas

- Critical points are identified and actions should 

be taken


