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Business. For Good. Part I
At Mazars, we believe that collective responsibility is central to our mission. Working in innovative  
ways with a range of actors, from local communities to large corporates, we are developing and 
implementing solutions that better serve society. From our award-winning human rights audit to 
publishing our first integrated annual report, we are committed to delivering value to our clients 
while restoring trust in business. In this edition of Collective Intelligence magazine, explore the 
number of ways that Mazars is demonstrating our dedication to doing Business. For Good.
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FOREWORD

advise, to advance responsible 
business behaviour globally.

The old adage “you do well by 
doing good” couldn’t be more 
true in today’s world. We aim 
to play our part by listening, 
learning and being open to new 
ideas. Every service we provide  
– whether it be performing an 
audit or advising a client – we 
believe is an opportunity for us 
to build trust in the business 
world through collaboration.

We have made important strides  
in promoting responsible 
business thanks to the talent 
and collaboration of our 14,000 
professionals across the globe. 
Through their energy and drive,  
Mazars will continue to harness  
the power of transparency and 

integrity while instilling trust  
in business.

As an example of this, I am 
pleased to present our 3rd edition 
of Collective Intelligence  
magazine, highlighting three 
key areas in which Mazars is  
committed to doing business 
for good: Business & Human  
Rights, Diversity in the Workforce  
and Integrated Reporting  
& Sustainability. 

I hope you find the stories here 
within inspiring and encourage  
you to join us in creating positive  
change. We are excited about 
the potential that lies ahead.

There is a compelling argument  
for the idea that doing business 
for good can work to benefit  
all of society. At Mazars, we  
endeavour to build on this 
idea by providing services that 
support the general interest, 
by helping companies become 
more transparent and open with  
stakeholders, as well as learning  
from those leading by example 
and operating with integrity.

We are an advocate of responsible  
business practices not only 
because it reflects our values, 
but also because it is playing 
an increasingly important role 
in the world we operate in. 
We believe we can partner 
with the companies we serve, 
as well as the governments 
and institutions for whom we 

Philippe Castagnac
Chairman and CEO of Mazars
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HUMAN RIGHTS AND BUSINESS
MAZARS

“ In today’s ever more transparent  
 world, companies are under 
 increasing pressure to show 
 that they respect human rights 
 throughout their operations 
 and value chains.”
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Principles to Practice
THE ROAD FROM

Collective Intelligence  Magazine

INTERVIEW

which these obligations are 
carried out. The research, 
which is based on a global 
online survey of 853 senior 
executives and interviews with  
nine high-profile experts in 
human rights, was supported 
by Mazars and ten other 
organisations, including  
governments, non-governmental  
organisations, multinational 
companies, and law firms.

Role of business
The research finds that  
companies overwhelmingly 
perceive a responsibility to 
respect human rights. More 
than four-fifths (83%) of  
respondents say business 
is an important player in 
respecting human rights.  
In each of 11 clusters of  

human rights that are  
relevant to business, a  
majority of respondents  
say their companies’  
operations have an impact.

The business case
The “business case” for  
respecting human rights 
tends to rest on behaving 
ethically and maintaining 
good relations with  
employees and others,  
rather than on short-term 
risk management or  
profit-and-loss considerations.
  
The main driver of companies’  
commitment to respect  
human rights, according to 
48% of respondents, is “building  
sustainable relationships with 
local communities.”

Practice vs. awareness
Companies are still learning  
what their human rights 
responsibilities mean in practice.  
While most acknowledge that 
business has a role to play 
in respecting human rights, 
54% have no policy statement 
referencing human rights, 
and only 22% have a publicly 
available statement of policy 
in this issue.

Barriers to action
The main barriers to addressing  
human rights are lack of 
understanding of corporate 
responsibilities in this area 
(according to 30% of respondents),  
lack of available corporate 
resources for this matter (27%),  
and lack of training and  
education for all employees (25%).

T
 he death of  
 over 1,000 garment  
 workers in Bang- 
 ladesh when the  
 Rana Plaza factory  
 building collapsed  
in April 2013 cast a renewed 
spotlight on the responsibility 
of business to respect human 
rights, not only in their own 
operations but in those of 
their suppliers. 

This renewed attention forms 
the backdrop to ‘The road from  
principles to practice: Today’s 
challenges for business in 
respecting human rights.’ 
The Economist Intelligence 
Unit report explores the views 
of businesses worldwide on 
their responsibility to respect 
human rights and the ways in 

PROFILE: 
Aviva Freudmann
Research Director, EMEA Thought Leadership

COMPANY: 
Economist Intelligence Unit
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“ Clearly companies are still coming to grips with their human  
 rights responsibilities. Businesses acknowledge that respecting  
 human rights is not just the responsibility of governments, and  
 they want to take an active role, but concrete actions are still 
 lagging behind the good intentions.”

Read the full report on 
http://www.economistinsights.com/

business-strategy/analysis/road-principles-practice
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THE ROAD FROM PRINCIPLES TO PRACTICE
MAZARS

HUMAN RIGHTS
TODAY’S CHALLENGES FOR 
BUSINESS IN RESPECTING

  HUMAN RIGHTS

  HOWEVER...

A REAL CONCERN
FOR BUSINESS

NOT YET A CLEAR 
BUSINESS JUSTIFICATION

3
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TOP 3 DRIVERS
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expectations

of survey respondents
agree that human rights
are important for business

83% CEO
The most likely
to take the lead
on human rghts

say that a clear business 
case is driving their 
human rights policy

ONLY 21%
of businesses don’t have 
an explicit policy statement 
referencing human rights

MAJORITY
X
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Comprehension

Resources Training &
Education

TOP 3 BARRIERS GLOBAL SURVEY BY THE ECONOMIST INTELLIGENCE UNIT, MARCH 2015: 853 RESPONDENTS. CARRIED OUT IN NOVEMBER AND DECEMBER 2014. 48% C-LEVEL, 
EMEA 36%, AMERICAS 35%, ASIA-PACIFIC 29%. TOP 5 SECTORS: FS, MANUFACTURING, PROFESSIONAL SERVICES, HEALTHCARE & PHARMA, ENERGY & UTILITIES.

There’s little doubt that respecting human 
rights is and will continue to be a big challenge  
for business. While 83% of respondents to  
the Economist Intelligence Unit (EIU) survey  
‘The Road from Principles to Practice’, say  
human rights is a matter for business, a 
worrying 79% of those surveyed don’t see  
a clear business case for commitment based  
on criteria such as risk benefit analysis 
or by giving a competitive advantage. In 
addition, 21% don’t communicate about 
human rights at all. Indeed based on the 

survey results, the majority of businesses 
still don’t have an explicit policy statement 
referencing human rights. 

In order to embed human rights reporting  
into business strategies, one third of  
respondents believe that mandatory reporting  
will help companies fulfil their responsibilities.  
As well as regulation, clarity, transparency,  
deep-dive learning and hard work are other  
elements seen as being important to progress  
human rights in business. 

On a more positive note, those companies that  
do put in the work to adopt a consolidated  
human rights policy are seeing the benefits.  
In the case of Coca Cola, the adoption of a 
consolidated human rights policy reduced 
the time to align with bottlers from eight 
months to 15 minutes. 

But it’s also clear that with only 11% of 
those surveyed stating they publish an 
annual report on issues relating to human 
rights at present, there’s still a long road ahead.

THE LONG ROAD AHEAD...

NGO 

“At companies that take 
respecting human rights 
seriously, you see this 
attitude embedded among 
senior management. If you  
see a lack of management 
commitment, you can  
guarantee that people in the 
company will not be aware 
of their responsibilities to 
uphold human rights.” 

Arvind Ganesan, Director, Business and  
Human Rights Division, Human Rights Watch. 

ACADEMIC 

“It takes time. 
It takes training. 
Things have to be  
translated into  
operations -speak  
if they are going  
to be effectively  
internalised by  
people on the  
ground.” 

John Ruggie, Berthold Beitz Professor 
in Human Rights and International Affairs, 
Kennedy School of Government, 
Harvard University.

CORPORATE

“In 2005 there was a 
lot of resistance, not 
philosophical but over 
how the company would 
influence the issue.  
In 2014 we adopted a 
consolidated human rights 
policy. It took eight months 
in 2005 to align with 
the bottlers. It took 
15 minutes last year.” 

Ed Potter, Director 
of Workplace Rights, Coca Cola. 

All quotes directly taken from the Economist Intelligence Unit report, ‘The road from principles to practice: Today’s challenges for business in respecting human rights’, which Mazars sponsored.
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in the process of putting into 
place National Action Plans on 
business and human rights.  
To date most of these reference 
the UNGPs as the authoritative 
guidance to help companies 
fulfil these requirements. 

However, it’s not just about 
complying with legislation; it’s 
about improving the behaviour 
of companies on a global basis. 
This should lead to greater 
performance and provide 
companies with greater access 
to investment.  Yet while the 
business case for adopting the 
UNGPs is becoming clearer, 
how companies can implement  
such principles is more complex.  

One of the fundamental 
philosophies of the UNGPs is 
‘know and show’. This basically 
means companies need to 
understand their most salient 
issues in respecting human 
rights -  those which pose the  

T he endorsement of  
 Professor John Ruggie’s  
 Guiding Principles on  
 Business and Human  
Rights by the United Nations 
Human Rights Council in 2011 
was a huge step in encouraging  
companies to address human 
rights issues. Since then, 
companies have struggled to 
fully adopt the United Nations 
Guiding Principles on Business 
and Human Rights (UNGPs) 
and have been unclear about 
how to  implement them.

In terms of adoption, legislation  
will be a key driver. Looking at  
Europe alone, new requirements  
as from 2017 will see 6,000 
companies having to report on 
their principal risks of severe 
impacts, the due diligence  
processes implemented by the 
undertaking and information 
on the prevention of human 
rights abuses. The United States  
and other countries are also 

PROFILE: 
Richard Karmel
Head of Business and Human Rights

COMPANY: 
Mazars in the UK
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For further information on 
Mazars’ work in the field of 
human rights see http://www.
mazars.com/Home/News/
Latest-News3/UN-Reporting-
Framework-Launch

“ The Framework 
 presents a format that 
 is designed to reveal 
 how serious a company 
 is in respecting human  
 rights in business”

greatest risk of leading to severe  
negative impacts. They then need  
to demonstrate to stakeholders  
that they understand what those  
risks are. It requires better 
interpretation, transparency 
and greater understanding 
of the implications across all 
company activities.

An important step towards 
this has been the introduction 
of the United Nations Guiding 
Principles Reporting Framework  
(www.UNGPreporting.org). 
Launched in February 2015 
the Framework is the result 
of an 18 month collaboration 
between Mazars and human 
rights experts, Shift, and in 
consultation with governments 
and stakeholders worldwide. 

The experience of companies 
piloting the Framework, such 
as Unilever, tells us a lot about 
what the Framework can do. 
In Unilever’s case it has enabled  

them to have “more interesting  
and difficult conversations 
across the whole of the business.”  
So rather than having human  
rights as an ‘addition’ to  
current reporting practice, 
it becomes fully aligned with all 
company actions and strategies.  
The result is a more coherent 
message to stakeholders and 
the wider community.

The approach of the Framework  
is to help companies think about  
their most salient risks to 
human rights, rather than the 
material risks to themselves. 
Basically, the Framework 
provides a different lens for 
companies to look through  
- one that allows companies  
to gauge any potential negative  
impact to people on the ground,  
whether that is employees, 
communities, or workers in 
their supply chains, rather  
than looking at the risk to  
the business.

An important consideration  
of this approach was to avoid 
human rights policies becoming  
a ‘tick-box’ exercise. Instead 
of telling companies what to 
write, the Framework poses 
eight over-arching questions 
and 23 sub-questions for  
companies to consider. It’s a  
format that is designed to reveal  
how serious a company is in 
respecting human rights in 
business. Whether a company is  
complying with the spirit, rather  
than a literal interpretation, 
of the questions will become 
apparent in the answers.

Equally important is that imple-
mentation of the Framework 
is accessible to all companies 
- no matter if they are SMEs or 
large multi-nationals. As such, 
the Reporting Framework is 
designed as a tool for cultural 
change within companies. 
It pushes companies in the 
direction of having to change 

behaviours and having the  
appropriate policies, process 
and controls to embed within 
their practices. 

In terms of the next step for 
companies on their human 
rights journey, strengthening 
the assurance mechanism of 
reporting is going to be key. 
It’s particularly important that 
when people read disclosures 
on human rights that they 
believe what is disclosed is 
credible and trustworthy. 

Greater trust on human  
rights reporting is what the 
market is looking for. And with 
greater trust comes improved 
profitability and a more  
sustainable business model. 

Collective Intelligence  Magazine

THOUGHT LEADERSHIP
MAZARS

Strengthening Human Rights Policies
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MAZARS BREAKS GROUND
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MAZARS

The first comprehensive guidance for  
companies to report on human rights  
issues in line with the United Nations  
Guiding Principles on Business and  
Human Rights (UNGPs) was launched  
in London on 24th February 2015. 

It is the culmination of 18 months of major 
research and in-depth consultation led 
by Mazars and Shift, an independent, 
non-profit centre for business and human 
rights, both of whom have gained industry 
recognition for their work in this area.
 
The launch at the Tate Modern in London 
attracted over 175 high profile guests  
representing businesses, institutional  
investors, NGOs, government representatives,  
commentators and journalists. It was 
opened by Phil Verity, Mazars UK’s Senior 
Partner, and Caroline Rees, President of 
Shift, before they handed over to a panel  
of speakers including John Ruggie, 

Berthold Beitz Professor in Human  
Rights and International Affairs, Harvard 
University Kennedy School of Government 
and Chair of Shift; Marcela Manubens, 
Global Vice President for Social Impact, 
Unilever; Jo Swinson MP, UK Minister  
for Employment Relations and Consumer 
Affairs; and Richard Howitt MEP, European 
Parliament Rapporteur on Corporate  
Social Responsibility.
 
The UNGP Reporting Framework is endorsed  
by 67 investors representing $3.91 trillion 
assets under management who have signed  
a statement of support, while companies  
from five different industries are early 
adopters, including: Ericsson, H&M, Nestlé,  
Newmont and Unilever. More businesses 
are expected to start using the Reporting 
Framework in 2015.
 
Organised in a series of ‘smart’ questions, the  
Reporting Framework enables companies 

to begin reporting on their human rights 
performance, regardless of size or how far 
they have progressed in implementing their 
responsibility to respect human rights.

Richard Karmel, Global Head of Business 
and Human Rights, Mazars Group says that 
the Reporting Framework will act further 
as a guide to companies on how they can 
modify their behaviours and enhance their 
controls to reduce the potential for negative 
human rights impacts. As such it can act as 
a catalyst for this change. 

Mazars’ involvement in the development  
of the guidance reinforces our credibility 
and expertise in this area and is in line  
with the objectives of our global  
Business. For Good initiative.
 

A major new report supported by Mazars and  
published by The Economist Intelligence  
Unit (EIU) called ‘The road from principles  
to practice: Today’s challenges for business  
in respecting human rights’ was launched 
on 16th March 2015. The report was 
launched at a successful industry event  in 
London at the headquarters of co-sponsor 
and leading law firm, DLA Piper.

The in-depth report explores the views of 
businesses worldwide on their responsibility  
to respect human rights and the ways in 
which these obligations are carried out. 
Responses from 853 senior executives  
in 100 countries, as well as individual  
interviews with high-profile experts in human  
rights were taken into consideration, in 
what is considered the most in-depth 
analysis to date.

The results of the survey were presented 
by Monica Woodley, Editorial Director at 

The Economist Intelligence Unit, followed 
by a short discussion of the key themes by 
DLA Piper partner Jonathan Exten-Wright, 
GBI Executive Director Mark Hodge, and 
Mazars partner Richard Karmel.

Among its findings, the report shows that 
companies do not see a business case for  
human rights, but rather see respecting  
human rights as helpful in building good 
relationships with local communities  
(48%), protecting the company brand  
and reputation (43%); and serving moral/
ethical considerations (41%). 

Richard Karmel, Global Head of Business 
and Human Rights, Mazars Group says  
the findings show that greater corporate 
education is required. His belief is that 
there are several business cases for  
respecting human rights; the two clearest  
of which are: protecting reputation and 
brands, and engaging more widely with 

suppliers and communities which will  
lead to increased profitability.

Sponsors of the influential report also  
include high profile companies, institutes 
and governments including Lilly, Global 
Business Initiative, Telenor Group and  
Universal Rights Group; and supported  
by: International Chamber of Commerce 
(ICC), IPIECA, International Organisation  
of Employers (IOE), Norwegian Ministry  
of Foreign Affairs and The Foreign  
& Commonwealth Office.

24:2:2015 
Mazars Unveils Major New Reporting Framework

16:3:2015 
Report Shines Spotlight On Business And Human Rights
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Pushing Boundaries

Howard Dorman, Partner at 
WeiserMazars in New York and  
champion of a fresh approach 
to reporting on human rights. 
His drive for pushing boundaries  
on human rights stems from 
the fact his parents worked in 
slave labor camps and  were 
incarcerated in concentration  

W hile companies are  
 increasingly open  
 to implementing  
 sustainability 
standards, the practicalities 
of embedding human rights 
into company culture in the 
United States has proved more 
of a challenge, according to 

PROFILE: 
Howard Dorman
Partner

COMPANY: 
WeiserMazars
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Following 15 months of  
research and consultation on 
the Human Rights Reporting 
and Assurance Frameworks 
Initiative jointly led by Mazars 
and independent, non-profit 
centre for business and human 
rights practice, Shift, the UN 
Guiding Principles Reporting 
Framework is now available. 
The Framework is the first 
comprehensive guidance for 
companies to report on how 
they meet their responsibility  
to respect human rights in line  
with the United Nations Guiding  
Principles on Business and 
Human Rights. 

“ Human  
 rights is not  
 just about  
 paying the  
 minimum  
 wage or being  
 philanthropic,  
 it’s about  
 changing  
 company 
 behaviour.”

camps during the Second 
World War, which led to a 
genuine belief in the idea that 
lessons of the past can help 
shape the future. 

Team that up with a substantial 
background in social reporting 
and compliance and Dorman  

has both the expertise and passion  
to effect change. Here, he talks 
about current progress on human  
rights reporting.

CI: What are the main  
challenges in getting US  
companies to address issues 
on human rights reporting?

HD: The US lags behind Europe 
on human rights reporting 
mainly because we are very 
much a rules-based market. 
This is a major challenge, as 
human rights reporting is not  
so much a ‘tick the box’ approach,  
but more about companies 
finding a way to develop a 
culture of respect and forward 
reporting mechanisms that 
address any gaps or failings 
in their approach to human 
rights. The practicalities of this 
are not easy as no company 
wants to report on what they 
are doing wrong for legal 
reasons, particularly in the US. 
But I see this as a challenge 
to change standard company 
reporting practice, rather than 
a barrier to change. There’s 
certainly no lack of enthusiasm 
for change, it’s more a question 
of helping companies navigate 
the practicalities of meeting 
the growing requirement for a 
more meaningful way to report 
on human rights issues.

CI: How have you addressed 
these challenges and what 

reception has it had from 
companies?

HD: WeiserMazars, in conjunction  
with the Mazars Group as a whole,  
has been working on human 
rights reporting for several years  
now. We have been involved at 
stakeholder level (companies, 
NGO’s, government) and have 
worked closely with human 
rights experts, Shift, in helping 
companies embrace the goals 
of the UN Guiding Principles 
on Human Rights. A principles 
based approach gives compa-
nies enough latitude to report 
on human rights in a way that 
reflects their  own unique 
corporate structure, rather 
than having a standard set of 
rules to follow. Companies 
have been very receptive to our 
ideas and eager to understand 
what we are doing and how 
we do it. Of course, convincing 
companies in the US to move 
towards forward thinking and  
principle-based reporting  is a  
work in progress, but we believe  
the collaboration between Shift  
and Mazars in developing the  
Human Rights Reporting and 
Assurance Frameworks Initiative  
(RAFI), is a huge step in moving 
things forward, particularly as 
this process has led to the 
development of the UN Guiding 
Principles Reporting Framework.

CI: The UN Guiding Principles 
Reporting Framework is a 
unique approach to reporting 
on human rights issues, what’s 
the buy-in for companies?

HD: Since we started work on 
this project in 2012, Richard  
Karmel and his team at 
Mazars,  UK  and our team at 

WeiserMazars decided not to 
offer a service that simply  
certifies a company is abiding  
by local laws on human rights. 
That is not what this is about; 
it’s about changing company  
behaviour. It’s not just about 
paying the minimum wage  
or being philanthropic, it’s 
about having real-time,  
forward looking reporting  
processes in place to ensure 
that good working conditions 
and practices are reflected  
in your supply chain with your 
business partners and, if not,  
that you are able to make the 
necessary changes. Reporting  
processes are then measured 
for effectiveness externally, 
which can also recommend 
policy changes if necessary.  
It’s an assurance approach that 
stakeholders and investors  
increasingly want to see. And for  
companies that get it right, it offers  
both social value and brand 
protection. This is the buy-in 
for companies. The fact we have  
Unilever as a pilot company for 
the roll out of the UN Guiding 
Principles Reporting Framework  
speaks volumes in itself.

CI: What do you see 
as the next steps? 

HD: To coincide with the roll 
out of the Framework, we are 
planning a series of leadership  
programmes in the US to guide  
companies through the practical  
aspects of adopting the Framework.  
Leadership is key as without 
commitment from the top,  
implementing the Framework is  
not as effective. The next step is  
to become the foremost service  
provider in this particular arena.  
The signs are we are well on 
our way, which is very exciting. 
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DIVERSITY IN THE WORKFORCE
MAZARS

“ It’s important to give people 
 the space to develop their own  
 ideas and give them the support  
 and responsibility to do so.” 
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INTERVIEW

Women 
mean 
business

quizzed on how such an approach  
works, she says it’s a case 
of readjusting your moral 
compass to focus on people, 
not profits.

“Companies can forget that 
people make a company and 
that they need to be happy in 
order to be productive. People 
will only be happy if you respect  
what is important in their lives. 
It’s a leap of faith as you have 
to work on trust. We’ve been 
working this way for 10 years 
and no one on our team has 
ever let us down,” explains 
Mensah-Acogny. 

It’s easy to see why. At Acosphere,  
gender is not an issue and tapping  
into the inherent diversity in the  
team is a way to ensure that 
culture, language skills and 
corporate experience are 
reflected in consultancy and 
training services the company 
offers. It’s an approach that 
avoids the domination of one 

cultural standard, instead 
harnessing diversity to improve 
services to clients.

“We have trainers from many 
countries and regions with  
different language skills and 
we always make sure we capture  
these different cultural elements  
in our training. It’s important, as  
training is all about communication  
and story telling and people need  
to relate to stories that reflect 
their personal experiences, 
not someone else’s,” explains 
Mensah-Acogny. 

This passion for communication  
is no surprise considering 
Mensah-Acogny’s background. 
The daughter of a United Nations  
official, she frequently relocated  
around the world and speaks 
nine languages. She studied 
sociology in Paris and began 
her career as a journalist, when  
later on she was headhunted  
to set up the communications 
department for the Central Bank  
of West African Countries. 
 
A particular interest in women 
in business has propelled her 
forward and, together with her  
much-evidenced leadership  
skills, saw her achieve a 
prestigious award for African 
Women in Leadership, which 
she received in her home 
country of Benin, West Africa 
in December 2014.

Her success means Mensah-
Acogny is increasingly asked 
to talk and write about issues 
affecting women in business. 
She was invited by Mazars to 
sit on a panel analysing gender 
equality at the Global Women’s  
Forum held in France in October  
2014. She also writes a regular 
blog and the annual Top 100 Most  
Influential Women in Africa for 

Forbes Afrique. Mensah-Acogny  
is particularly excited and inspired  
by what she is seeing in Africa, 
where women are now really  
beginning to fulfil their potential.

“When I wrote the most recent 
edition of the top 100 Most 
Influential Women in Africa,  
I could easily have done the top 
300 or 500 because women are 
so powerful at the moment. 
They are heads of state, CEO’s of  
banks, pilots - there is absolutely  
no professional territory that 
women in Africa do not occupy. 
Women are really going for it.” 
she explains. 

The next step for Mensah-
Acogny and Acosphere is  
to take the best practise  
techniques they shared with 
blue chip companies in Europe 
and transfer that knowledge  
to endogenous African companies  
and help contribute to their growth.

However, Mensah-Acogny has 
no proposals to reduce the 
work she does in the UK at 
present, which also includes 
being a trustee to the African 
Centre in London. Since taking 
on this role 12 months ago, 
Mensah-Acogny has big plans 
to revive the centre as a lead-
ing venue for culture and art, 
which is another huge passion.

“I try to keep a common thread 
in everything I do even if it 
appears to be very different. 
I have things that are core to 
who I am and I am always loyal 
to that core -  it’s women, it’s 
Africa and it’s the pursuit of 
excellence,” she says.

Judged on her achievements 
so far, it’s hard to imagine  
anything less than total  
success.

I
 f there’s one piece of advice  
 Nadia Mensah-Acogny would  
 give to women in business,  
 it’s not to be afraid of being  
 yourself. She believes it’s  
 more important than ever 
that women remain in touch with  
their femininity, their culture 
and emotions when taking on 
leadership roles.

As co-founder and managing  
partner of London-based global  
consultancy and training firm, 
Acosphere, Mensah-Acogny 
is a prime example of women 
making a difference with their 
own style of leadership. It’s a 
style that incorporates diversity, 
flexibility, respect and trust 
as core to the success of the 
company she set up with her 
husband, Gilles. The wellbeing  
of employees is viewed as  
fundamental - leaving work early  
to attend a son or daughter’s 
school play and working part  
of the week from home is 
considered the norm. Often 

PROFILE: 
Nadia Mensah-Acogny
Co-founder / Managing Partner

COMPANY: 
Acosphere.com
Author of the annual Top 100 Most Influential Women in Africa for Forbes Afrique
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“ They are heads of state, CEO’s of banks, 
 pilots - there is absolutely no professional 
 territory that women in Africa do not  
 occupy. Women are really going for it.” Pi
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A fully booked Women’s 
Networking Breakfast, which 
was the first to be held by 
Mazars on 12th February 2015 
in Ireland, explored the current 
challenges facing women in 
business, as well as providing 
an important opportunity to 
network and swap experiences. 
Speakers at the event included 
CEO of international advertising 
agency, McCannBlue, Orlaith 
Blaney as well as Helen Tynan, 
Director of People Operations 
for Google in Ireland. 

Tynan spoke about Google’s  
approach to empower their  
employees to lead no matter 
what part of the organisation 
they are in. She also outlined 
Google’s policy on the importance  
of developing a more flexible 
working environment. As well as  
talking about the significance of 
networking events for women, 
Blaney touched on the need for 
less micro-management and 
more freedom for teams to get 
on and explore ideas. She also 
talked about the importance of 
focusing on ‘high pay-off  
rewarding and strategic’ activities  

as a way to progress, rather 
than easy to do tasks.

At the event, Kevin McCarthy, 
Director, Human Resource and 
Organisation Development  
Consultant at Mazars launched 
the latest Mazars External  
Employee Motivation Survey 
2015. Now in its second year, 
the survey explores a wide 
range of factors that motivate 
employees including financial 
rewards and work life balance.  
In determining motivation levels  
the survey takes into account 
age, industry and gender. 

Based on gender, this year’s 
survey shows very little variance  
with 87% of male respondents 
and 84% of female respondents 
report being motivated or very 
motivated as they go about 
their daily work. 

Commenting on the Women’s 
Networking event, McCarthy said  
he believed it is important for 
Mazars to get involved in net-
working events as people are a 
significant part of how Mazars’ 
clients deliver their business.

“Only 13% of the boards 
of Irish advertising agencies 
are women so there’s a lot of 
work to do to get a little bit 
more balance. So I think 
what it (networking events)  
does do is get women out 
chatting to each other about 
the challenges they face, 
swapping stories to give 
a little bit of extra incentive 
to put themselves forward 
for more leadership roles 
in companies.”

Orlaith Blaney is CEO of McCannBlue 
and one of The Sunday Independents’ 
50 most powerful and influential 
women in business.

Promoting Women 
in Business

MAZARS CONDUCTED A SURVEY ON EMPLOYEE MOTIVATION LEVELS IN 
THE IRISH MARKETPLACE WITH OVER 500 EMPLOYEES IN IRELAND.

Read the full results at 

mazars.ie

25%
of employees are 
more motivated 
than last year 

64% 
of employees say 

management need 
to do more to 

increase motivation

49% 
Financial benefits 

are key motivating factor 
for 49%, up from 31%

41% 
of employees say 

achieving business 
goals is key 

motivating factor

(Left to Right) Orlaith Blaney, CEO, McCannBlue, Helen Tynan, Director of People Operations, Google Ireland and Geraldine Lea, Director, Mazars.
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A Culture of Leadership

PROFILE: 
Florence Pinot
Managing Partner

COMPANY: 
Mazars in Russia

“Despite the high number of women in management positions  
 in Russia relative to other countries, the highest ranking roles in  
 large companies are still the preserve of males.”

 etting to the C-suite has 
 never been an easy 
 journey for women. 
 While there are signs 
this is changing, there is still 
a high proportion of large 
companies globally that have 
too few females in senior 
leadership roles, let alone 
any at board level. So why has 
change been so slow in coming 
and can any lessons be learned 
from how different countries 
approach the issue? How, for 
example, does culture play 
a role and what’s behind the 
success of countries that have 
improved female representation  
at senior level? 

As someone who heads up 
the Russian office of Mazars, 
Florence Pinot, has first hand 
experience of what it’s like 
to be a female leader in a 

predominately male business 
sector. Having been appointed 
Managing Partner of Mazars 
Russia in June 2013, Pinot 
leads a firm of 200 professionals  
in three offices - Moscow, 
Saint Petersburg, Bishkek 
(Kirgizstan) - and four service 
lines: Audit, Outsourcing, 
Financial Advisory and Tax  
& Legal.

What’s noticeable in Russia, 
according to Pinot, is that 
there is already a high number 
of females occupying senior 
level management positions. 
She puts this partly down to 
cultural differences, where in 
the past Russian women were 
expected to play an equal role in  
society and work alongside men.

“A benefit of this ideology means  
there’s nothing unusual about 

women occupying professional 
positions in Russia,” explains Pinot. 

Unlike western Europe, raising 
a family in Russia has never been  
seen as a barrier to holding 
down a professional career.  
To some extent this is helped by  
the fact that there continues to 
be a culture of family support.

Pinot explains that this is 
often due to the fact that it’s 
not unusual for generations 
of Russian families to still live 
together. This intergenerational 
lifestyle means grandparents 
are on hand to support women 
returning to work after having 
their children, although the 
indications are that this is 
becoming less common.

Education is another difference.  
According to recent OECD 

figures, Russia has the largest 
percentage of people attaining  
a tertiary education: 53%, 
compared with 32% on average 
among OECD countries and 
26% among G20 countries, 
which certainly helps improve 
the pipeline of female talent. 
While Pinot’s own path to the top  
stems from a love of different 
cultures and new experiences, 
a Science Engineering degree 
has helped her career progression  
at Mazars where she has held 
senior roles in France and  
the Czech Republic before 
becoming Managing Partner  
of Mazars Russia.

This aspect of gender diversity 
is mirrored to some extent in 
the make up of the Mazars 
Russian office where, compared  
with other countries, there is a 
much better balance between 

G men and women occupying 
senior roles. What is evident  
to Pinot is the tangible benefits 
such gender diversity brings  
to business. 

“It’s important to give people 
the space to develop their own  
ideas and give them the support  
and responsibility to do so. I 
think this is an important part of  
business and women are really 
good at doing that,” she says.

Pinot explains that achieving 
a better balance between the 
number of males and females 
in senior roles also creates a 
more a much more inclusive 
atmosphere at management level. 

“We listen more to each other. 
Through working together we have  
gained a better understanding  
of how we can each use our 

particular approaches and 
strengths to tackle different  
business situations more  
effectively. Without such a  
good male/female balance,  
this would be more difficult  
to achieve.” 

Notwithstanding the success 
of women in business so far 
in Russia, Pinot believes more 
needs to be done to encourage 
women to aim for the very top 
echelons of leadership. 

“Despite the high number of 
women in management positions  
in Russia relative to other 
countries, the highest ranking 
roles in large companies are 
still the preserve of males,” 
she notes. 

To encourage more women at 
the very top, Pinot believes that 

more attention to the changing 
needs of Russian women in 
business has to be taken into 
account. After having her own 
children, Pinot had the support 
of Mazars in terms of managing  
her work/life balance, although 
recognises that this is still not 
the norm in Russia. Yet as a new,  
independent generation of 
women look for more flexible 
working arrangements when 
raising a family, rather than  
relying on the support of parents,  
she believes that companies 
will have to listen and react 
accordingly.

A further factor in encouraging  
more women in Russia and 
indeed other countries to make 
the leap from senior management  
up to board level will be to have  
more female leaders who can 
act as role models. In this 

respect Pinot’s own journey to  
the top level is one that certainly  
inspires, as do the stories of  
other female Managing Partners  
at Mazars who have taken on  
challenging roles in the Americas,  
Asia and the Middle East. It’s 
only by leveraging such positive 
experiences of female leaders 
that companies can develop the  
concept of business. For good.
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Diversity 
Trends...
Mazars conducts regular  
global surveys on age, gender  
and diversity. We believe that  
gaining a better understanding  
of these issues will help companies 
gradually move towards structures 
that are more appropriate for the 
modern workforce and ultimately 
create a better environment to work 
in for all. Here we highlight three  
major global surveys we have  
conducted on these issues.

Y

YY

THE Y REVOLUTION?

An international survey on Generation Y:

Their aspirations and relationship with gender equality and business
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WELCOME TO THE
WOMEN’S PLANET

3 generations of women on the evolution of gender equality 
across the globe

M
E
N

WHAT DO MEN THINK?Men from 60 different countries give their points of view on evolving 
male/female relations

WHAT DO MEN THINK? 
Although gender diversity has not yet been fully achieved,  
Generation Y women are by far the most independent and  
liberated women of all time: access to health care, to education,  
to jobs... and some have reached powerful positions! The road  
is still long but it has been clearly marked. 

This point was acknowledged by 89% of the men who participated 
in our study. They understand the extent to which the women’s 
role has evolved in their country. However, 9% of them believe 
that women have gained too much headway. So what is behind 
this thinking by men? In an effort to dig deeper, the survey asks a 
variety of questions such as is progress being made too quickly? 
Are women too ambitious? Have they gone one step too far? What 
assessment can we draw up today of the progress that has been made  
in terms of the woman’s place in society? Which spheres have been  
established? Which spheres must be challenged? If the woman’s 
place in society has effectively changed, what about the role of men?  

The survey was conducted with 750 Generation Y men from 60 different  
countries giving their points of view on evolving male/female relations.  
Mazars conducted the survey in conjunction with WoMen’Up, an  
association that works on diversity in business in France and provides  
support to young women and men under the age of 30.

THE Y REVOLUTION? 
An international survey on Generation Y – Their aspirations and 
relationships with gender equality and business reveals that 
Generation Y feels comfortable with outlining their personal life 
goals and claiming their individual aspirations. It is the same way 
in which they approach their professional lives and shatters certain 
well-established conventions by bringing their personal life to the 
workplace via social media, challenging presenteeism, requesting 
flexible work hours, and reconsidering traditional authority. 

The list of Generation Y’s demands is long and can be daunting.     
Companies are faced with this assertive generation that does  
           not seem willing to change for them; should companies  
            change instead? If so, the questions are how and to what         
              extent? Is a new world of employment on the cusp 
                of emergence? 

                   The survey was conducted by Mazars in conjunction with  
                     WoMen’Up, an association that works on diversity in  
                      business in France and provides support to young  
                       women and men under the age of 30. 1,011 young  
                    people from 5 continents representing 64 different 
         nationalities participated in the study. 

WELCOME TO THE WOMEN’S PLANET 
The fact that large numbers of Millennials have been attracted to  
Mazars and that a dialogue has thus been created between generations,  
has forced us to question our modus operandi and our management  
methods so that we may better respond to the aspirations of each 
individual employee. Conscious of the changing role of women in the  
world, and as a sign of our commitment to this subject, we decided 
in 2013 to sign the 7 Women Empowerement Principles (WEP) set 
out by UN Women. Throughout our organisation, we strive at all 
times to apply a policy that allows all employees to find their place 
and achieve their true potential. 

After having surveyed generation Y and men in 
previous studies, we decided to join forces with
the French National Committee for UN Women 
in order to carry out a comparative study of 3 
generations of women around the world on the  
question of gender equality. As a “trend watcher”, 
Mazars has sought to understand the changes 
in this area in almost 110 countries and to give a 
voice to more than 2,300 women so that they can share with us their  
views on the subject. Between demands and appreciation of the  
progress made, these women put the idea of feminism into perspective,  
whilst at the same time describing their struggles and their dreams.

 TOP OBJECTIVE:

 Balance between their personal 
 and professional lives 28.5%.

 TOP PREFERENCE:

 68% of all male respondents place 
 no importance whatsoever on the gender 
 of the person they manage.

 TOP CONCERN:

 51% of women surveyed, from all generations, 
 consider that the legal framework in their 
 country is unable to ensure gender equality.

“ The balance between private and professional life, 
 as well as the right to live life to the fullest are the 2 main  
 elements of happiness especially in Asia, North America 
 and Europe. Less than 10% of the Yers consider 
 “professional success” as a key objective.”

“ Women highlight education and work as the main 
 vectors that will lead to improved incorporation of 
 the challenges related to gender equality, whether 
 at the national or international level.”

“ Women have little by little won their place in 
 universities and the business world. And now, they 
 are demanding that companies change their rules and 
 regulations. But they still bear the bulk of family-related 
 responsibilities. The men, disoriented and confused, 
 no longer know what role they should fulfill.” 
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“ If leaders have a clear idea  
 of the challenges employees  
 face on a daily basis, it is 
 much easier to formulate 
 policies that work.”
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Raising
the Bar

and discipline of financial 
reporting the company is good 
at, but in an innovative way. 

“When looking to introduce  
integrated reporting companies  
can get caught up into thinking  
they have to change their whole  
approach. As a result they end 
up doing nothing. For us it’s not 
a question of reinventing the wheel,  
it’s all about perspective. We have  
to report on our activities, so let’s  
do it in a better way,” he explains.

Collaboration is key to achieving  
this aim. Romano is an advocate  
of involving the CFO, for example,  
to bring financial discipline and 
clarity to integrated reporting 
outputs to ensure a common 
approach is applied. While 
collaborating closely with the 
sustainability and communication  
teams helps promote a higher 
level of consistency and accuracy  
in the information being reported.

“We have to bear in mind that  
we are reporting on sensitive  
information, so there is an  

operational risk if that information  
is not consistent. By encouraging  
teams to work together we 
ensure that processes and 
procedures are connected and 
the information coming out of 
different departments is much 
better aligned,” says Romano.

In turn, this led Generali to 
think more carefully about the  
usability of reports. The amount  
of information was a key issue 
and, for example, the interim 
report 2014 was slimmed down 
to 15 pages from the 110 pages 
that are in a typical disclosure  
document. Crucially, the 
report still maintained the 
same quantitative information 
required by law, yet greatly 
improving the usability of  
information to stakeholders. 

The success of this approach 
inspired Generali to think more 
carefully about how it can develop  
this thinking to communicate 
and produce reports that 
people actually want to read 
because they help enrich and 
add value to the Generali story.  
An example of this in action 
was the inclusion in Generali’s 
latest Annual Report published  
on 12th March 2015 of information  
on how its Serbian business 
unit came to the aid of the 
local community following the 
devastating floods in 2014. 
As a tangible example of best 
practice, it’s the type of pre-
information Romano believes 
can help shine a light on the 
company’s ethos and values. 
Moreover this inclusion can  
be seen also as a practical  
example of the company’s people  
engagement: as a matter of 
fact the people of Generali  
Serbia were honoured to see 

their experience published in  
the Group’s Annual Report.

Rediscovering the strategic  
purpose of reporting, its 
responsibilities and how it 
communicates those respon-
sibilities both internally and 
externally, has helped breach 
workplace barriers and unlock 
more innovative and inclusive 
thinking – which becomes truly  
integrated thinking – on how to 
communicate Generali’s story.

“The process has helped us 
all to understand what we are 
doing by breaking down mental 
silos and look at our reporting  
obligations in a fresh and more  
inventive way. A way that actually  
adds real value,” explains Romano. 

One initiative that is helping the 
process is Generali’s involvement  
in the Insurance Network. Along  
with Aegon and facilitated by 
Mazars, the network is a forum 
for insurance companies and 
their integrated reports’ imple-
mentation. Romano is a keen 
supporter of the network which 
he sees as a real community  
where companies can learn from  
each other’s experiences. It’s a 
natural extension of Generali’s 
commitment to raising the bar 
further by being open to new 
ideas that will help integrated 
reporting evolve.

“We have a mission and we have  
a plan. I think new ideas will 
emerge naturally through our 
bottom up approach of listening,  
understanding and then  
implementing,” he explains.

For Romano, the ultimate aim is to  
improve the professional and 
personal lives of Generali employees.

PROFILE: 
Massimo Romano
Head of Integrated Reporting

COMPANY: 
Generali Group

“ The process has helped us all 
 to understand what we are doing 
 by breaking down mental silos and 
 look at our reporting obligations in 
 a fresh and more inventive way. 
 A way that actually adds real value.”

O
 ne of the key  
 takeaways of  
 integrated  
 reporting is that  
 non-financial  
 information 
ultimately has an impact on a 
company’s value. It’s for this 
reason that insurance giant 
Generali – an international Group  
based in Italy - prefers to use 
the term pre-financial rather 
than non-financial information.

For Massimo Romano, who 
leads Generali’s Group  
Integrated Reporting team, 
it’s just one example of how 
Generali reinforces the link  
between the company’s financial  
performance and its wider 
social, environmental and 
economic context. 

As an early adopter of integrated  
reporting, it’s the type of common  
sense thinking that underpins 
Generali’s approach and one 
that plays to its strengths  
extremely well. For Romano 
this is about applying the rigour  



 azars’ commitment  
 to transparency and  
 accountability was  
 reinforced ten years  
ago when we were the first 
global audit and advisory 
firm to publish consolidated 
financial statements. In the 
2013/2014 edition of our Group 
Annual Report, we decided to 
go one step further by presenting  
our financial and non-financial 
information in accordance with 
the framework set out by the IIRC.

“To be accountable you have 
to be understandable,” says 
Mervyn King, Chairman of 
the IIRC, in an interview for 
Mazars’ first integrated annual 
report. “Boards and management  
need to adopt integrated 
reporting and thinking if they 
want to create sustained value.”

We admit that it wasn’t simple 
to pursue this new approach 
to reporting. In some cases, 
departments did not have 
the right systems in place in 
order to collect the range of 
information necessitated by an 
integrated report. But when we 
asked what our stakeholders, 
including clients and employees,  
wanted to know about Mazars, 
it was clear that our business 
model and our role as an active  
player willing to serve the public  
good ought to be included. 
Putting this all together has 
taken six months and required 
a great team involvement, but 
we have already begun to reap 
the rewards of the practice.

Mazars’ first integrated annual 
report is made up of a number 
of elements designed not only 
to meet statutory requirements 

but also to communicate  
information in a way that is  
intelligible and comprehensive 
to our range of stakeholders. 
This includes forward-looking 
information such as our strategic  
vision and ambitions as well 
as a market analysis, with a 
particular emphasis on our 
risks and opportunities.

For the next two years, Mazars 
will continue on our integrated 
reporting journey and focus on 
developing and deploying new 
key integrated performance 
indicators: we will thus select 
or design new additional KIPIs, 
in line with the material issues 
we have defined in our first 
report. External stakeholders  
are invited to participate in an  
online survey providing feedback  
on our first integrated annual 
report. We look forward to where  
this journey will bring us.
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THOUGHT LEADERSHIP

Driving Transformation towards Integrated Reporting

“We have gained a close understanding of what  
was needed in order to produce an integrated report.  
More importantly, however, we understood the  
conditions required for a prosperous integrated  
reporting and thinking environment.”

PROFILE: 
Jean-Luc Barlet
Leader of Integrated Reporting Core Team

COMPANY: 
Mazars

S
Mazars’ 
First 
Integrated 
Annual 
Report

M

 hifting to integrated  
 reporting was not a  
 difficult choice for Mazars.  
 As a professional services  
firm, we have long held a  
philosophy that being transparent  
is fundamental to sustainable 
business performance and 
producing an integrated report 
underpins this value. So taking 
this holistic approach for the 
first time last year was a very 
fitting next step for us.

Engagement
Our most recent work on 
integrated reporting stems 
from our engagement with 
the International Integrated 
Reporting Council (IIRC),  
beginning in 2013. Initially  
organising workshops  
advocating the adoption 
of integrated reporting in 
French-speaking countries, 
our responsibilities evolved 
into contributing to the French 

adaptation of the international 
reporting framework and  
various working papers on 
<IR> implementation in  
businesses. As a result, we 
gained a close understanding 
of what was needed in order to 
produce an integrated report. 
More importantly, however, 
we understood the conditions 
required for a prosperous  
integrated reporting and  
integrated thinking  
environment.

Implementation
In being an active supporter of 
<IR>, it was important for us 
as an audit and advisory firm to 
apply the concept of integrated 
reporting to ourselves. In 2014, 
Mazars received the backing of  
the Board of Directors to embark  
on a three-year integrated 
reporting process. Preliminary 
work has involved collecting 
the information required to 

produce an integrated report 
and establishing the connections  
between how we use our resources  
and how we create value.

Initial indications are that by 
supporting this initiative, we 
have already experienced a 
number of benefits internally.  
It has not only encouraged  
exchanges between departments  
that were not taking place 
before, but has helped remove 
barriers and opened the way 
for new ideas and actions. In 
terms of external benefits, by 
going through the process and 
assessing all of our impacts, we  
now have first-hand experience  
to pass on to clients.

Advancement
Mazars facilitates the Integrated  
Reporting Insurance Network  
under the lead of Aegon and 
Generali. The network was  
created to understand how 

integrated thinking and 
integrated reporting can help 
insurance and reinsurance 
companies to create value for 
their stakeholders. Over 15 
insurers from around the world 
are currently involved in the  
network and wider participation  
is welcomed.

Taking these first steps 
ensures that we are properly 
equipped and credible when 
our clients come to us asking 
for support. It also reaffirms 
our belief that this is indeed the 
future of corporate reporting.  
While we recognise that we 
are still on the path of our 
integrated reporting journey 
and have plenty yet to learn, 
our experience with this first 
integrated report has demon-
strated that we are certainly 
heading in the right direction. 

BREAKING 
NEW 
GROUND
2013/2014 ANNUAL REPORT

CORPORATIONS CAN NO LONGER LIVE IN THE SHADOWS. THEY WILL BE 
EXPECTED TO PARTICIPATE DIRECTLY IN THE DEBATES THAT IMPACT THE 
FUTURE OF THE COMMUNITIES IN WHICH THEY OPERATE AND BE FULLY  
AWARE OF THEIR ECONOMIC AND SOCIAL RESPONSIBILITIES.

Leadership in the 21st century requires responsibility 
towards people and the societies in which the company 
operates and stewardship of the natural resources on 
which it relies. Today’s new expectations will change  
the operating environment of the players that audit or 
provide support to companies. This situation calls for  
the emergence of new global service providers that will 
be able to turn their focus to serving the common good.  
This is how the European Union audit reform should  
be interpreted, as it strengthens the role of auditors by 
guaranteeing their independence, placing greater importance 
on their reports, and ensuring more e�ective supervision. 
The goal is to improve audit quality and open up the audit 
market, in order to restore investor confidence and foster 
dynamic growth in the European Union. 

Promoting ethical behavior and providing meaning
In a world that is still shaken by the 2008 crisis and 
certainly lacks visibility, market players are expected to 
show they have learned their lessons. They are expected 
to pay fair taxes and act as exemplary corporate citizens.

Professional services firms obviously have a major role 
to play in promoting ethical behavior. They have to raise 
awareness, share insights and educate, in order to make 
sure corporations and the market are able to meet 
stakeholders’ expectations. 

Leadership for the long term
Corporations are not likely to return to the era of  
living in a hidden world. Those who will manage and  
lead tomorrow will not just have to be able to steer 
through foggy weather. They will be expected to  
embrace innovation, manage multiple horizons and 
geographies, be part of a community and provide a 
value-based approach to meet long-term expectations 
from stakeholders. 

In order to make sure leaders for the future can  
emerge, the market needs to set up the right educational 
approaches. We know that there is a growing need  
for executive/management education, and corporate 
universities can play a large role in the future of 
education. Today, executives are interested in exploring 
new formats including massive open online courses 
(MOOCs), serious games and immersive learning.  
While it is crucial to address the need for lifelong 
education, we must also recognize that Gen Y-ers  
take a di�erent approach to learning. 

CONNECTING BUSINESS WITH SOCIETY
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At Mazars, we identify the risks we have to manage 
and the opportunities that we can seize to achieve 
our objectives. Below is our analysis of risks and 
opportunities related to Preparing the Future as  
of August 31, 2014.

Analysis of potential risks and opportunities

Opportunities and risks Capitals Stakeholders Initiatives and/or mitigation measures 

O Innovation: Serving the public  
interest goes beyond providing 
outstanding services to clients.

Communities, 
employees and 
Partners

Our continued investment in targeted 
initiatives and our global contribution to 
shaping the market will help improve the 
public good.

O Ethical behavior: Our stakeholders 
expect us to demonstrate  
responsible behavior with regard  
to our employment practices, our 
investments, the taxes we pay and  
our relations with our suppliers.

All stakeholders Mazars’ code of conduct is shared at the 
international level. It clearly defines our  
policy to promote ethical behavior and avoid 
disputes with our clients, suppliers or local 
communities. All issues raised by Mazars’ 
professionals or other parties are analyzed  
to improve our practices. 

R Talent: A perceived lack of 
attractiveness in our profession  
and inability to manage Millennials’ 
expectations could impact our future. 

Employees We have to be responsive and give these 
young people the input they need to feel  
fully engaged in their careers. At Mazars,  
we are developing a human resources 
approach to maintain an adequate balance 
between these new aspirations and the 
market’s constraints.

R Misunderstanding: A potential  
failure to respond in a transparent 
manner to issues raised by our main 
stakeholders could negatively impact 
our reputation.

All stakeholders We strongly believe that our partnership’s 
social responsibility initiatives must be linked 
to our business model and value creation 
process. This year, we also extended our 
dialogue with our communities on a dedicated 
website: www.collectiveintelligence20.com.
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Responsible Luxury
strengthens a reputation of 
excellence,” she explains.

To strengthen this approach 
Cartier breaks down its CSR 
strategy into four distinct 
pillars; sustainable sourcing, 
people practices, responsible 
operations,and sustainable 
product development. Across 
these pillars Cartier then takes 
an approach that is ‘corporate’,  
implemented through ‘concrete  
actions’ and is industry orientated.

Cartier’s ‘corporate’ approach 
recognises the fact that customers  
trust it to be a brand that takes 
all elements of its product 
seriously. It therefore takes a 
systematic and comprehensive 
approach that looks at all the 
business units, all product lines  
and the entire supply chain 
down to the paper sourcing for 
sustainable packaging, rather 
than concentrating on one  
particular product line or activity.  

The company then uses 
‘concrete actions’ as a format 

to address any CSR issues that 
need resolving. Ait-Hocine  
explains that even small actions  
can make a big difference.

“We recognise the issues, but 
also understand that resolutions  
do not happen overnight. 
Sometimes we need to take 
small steps to see if they work. 
If they do, we try and replicate 
that success elsewhere. While 
Cartier represents a tiny fraction  
of the luxury good sector, the 
importance for us is that our 
decisions play a role in 
effecting positive change not 
only for Cartier, but for the 
whole industry.”

This thinking feeds into 
Cartier’s ‘industry’ approach, 
which extends its knowledge  
to improve standards and  
practices within the industry. 
As well as using its position as 
a recognised role model, it’s an  
approach that recognises positive  
change cannot be achieved in 
isolation but through collaboration  
and working together as an 

industry. It’s one reason why 
Cartier became a founding 
member of The Responsible 
Jewellery Council (RJC) in 2005.  
Ten years on and Cartier  
continues to play a leading role 
in the RJC, which has grown 
from 14 to over 570 members. 
The council aims to promote  
responsible ethical, human rights,  
social and environmental 
practices throughout the gold, 
platinum and diamond supply 
chains, from mine to retail. As well  
as an industry forum, members  
work towards independently 
audited accreditation that 
recognises they are abiding by 
responsible business practices. 

Since her own arrival at Cartier 
in 2010 Ait-Hocine, who has a 
strong background in legal and 
compliance issues, says the 
aim is to continue to get more 
of the industry signed up to 
RJC principles and strengthen 
industry practices. She is also 
working on a further pillar to 
Cartier’s CSR strategy which 
focuses on sustainable product 

I
 t’s no longer an option that  
 companies in the luxury goods  
 sector have a Corporate  
 Social Responsibility (CSR)  
 strategy or not, it’s a necessity  
 says Nawal Ait-Hocine, 
Corporate Responsibility  
Director at Cartier International.  
For Cartier, the link between a 
strong tradition of excellence 
and sustainability is key to its 
CSR policy. Ait-Hocine explains 
that since the company was 
formed in 1847 every CEO is 
expected to play their part to 
ensure that the company’s values  
and tradition of excellence sustains  
it through to the next century.

“Cartier’s commitment to CSR 
is a reflection of our values, 
which are deeply rooted in our 
DNA. There is also a growing  
recognition that strong 
environmental, social and  
ethical practices help create  
a sustainable business  
environment by reducing risk 
and improving efficiencies.  
This in turn reduces cost,  
fosters innovation and 

a family-owned business that 
includes environmental, social 
and economic issues in its 
business model. While it’s only 
a fraction of our gold supply, 
it’s a fantastic model and one 
the family is trying to replicate 
and one we hope will stimulate  
innovation in the market,” 
explains Ait-Hocine. 

The promotion of good practice  
within the supply chain is 
something that Ait-Hocine 
believes can strengthen CSR 
policies and make a real  
difference to the industry.  

She has been involved in a 
project  that, in association with 
the Swiss government, aims 
to improve working conditions 
of artisanal and small-scale 
mines, initially in Peru, to 
help them reach international 
standards. This  enables the 
mine to sell on the market at 
international trade prices, and 
obtain a premium which can 
then be partly used to reinvest 
back into the community.

However, new CSR concerns 
are constantly on the horizon. 
Added to the increasingly 

stringent regulatory landscape, 
advances in science means the 
additional pressure of keeping  
track of chemicals and 
materials that don’t fulfil 
Cartier’s environmental or 
social footprint criteria.

“I like to use the example that 
a piece of jewellery should not 
just look good on the outside, 
but also the inside. It just 
doesn’t make sense to have 
a beautiful piece of jewellery 
that would not be  produced in 
a responsible way,” concludes 
Ait-Hocine.

development, which integrates 
product design and procurement  
as early as possible into the 
supply chain process. A major  
CSR focus for Cartier is the 
promotion of exemplary practices  
within the supply chain.

“Many of our suppliers have 
worked with us for a long time 
and share our values. But we 
constantly engage with suppliers  
and different players in the 
industry to review our sourcing 
options. Our  collaboration with 
Honduran goldmine, Goldlake, 
is a good example of this. It’s 

PROFILE: 
Nawal Ait-Hocine
Corporate Responsibility Director

COMPANY: 
Cartier International
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South Africa Pioneers  
Integrated Reporting 

all listed companies to publish 
an integrated report on an 
‘apply or explain’ basis. Here, 
Shaun talks about integrated 
reporting and how sharing 
experiences can encourage 
greater understanding of  
the benefits.

CI: What are the key questions 
clients most frequently ask on 
integrated reporting?

SV: I spend a lot of time helping 
clients understand the idea of 
integrated reporting and how 
they can benefit from it. The 
concept of an integrated report 
is a concise communication by 
companies comprising their 
strategy, governance and  
business model and detailing 
how they intend to deliver value 
in the short medium and  
long-term. This in turn implies 
the action of integrated thinking  
which is the active consideration  
by an organization of the  
relationships between  
departments and capitals.  
I support my clients by helping 
them understand what an  
integrated report entails for 

W
 hen it  
 comes to  
 corporate  
 governance,  
 South Africa  
 sits at the 
forefront amongst both emerging  
and developed countries.  
Regulatory change can go 
a long way towards making 
business more transparent, 
as Shaun Vorster, Partner 
at Mazars in Johannesburg 
has experienced in his home 
country. Much of this can be 
attributed to the King Report 
on Corporate Governance, a 
revolutionary code of corporate 
governance for South African 
companies first introduced in 
1992. Globally recognised as a  
benchmark for organisational  
integrity and corporate citizenship,  
the latest policy development 
confirms the country’s leadership  
in this space. In 2009, King III 
was published with the ground-
breaking recommendation 
requiring integrated reporting 
and third party assurance  
of integrated reports. The 
Johannesburg Stock Exchange 
went a step further requiring 
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have embarked on the  
integrated reporting journey 
with a firm commitment to the 
process actually got a lot more 
value than they expected.  
Management is the stakeholder  
whom most directly benefit 
from the process, as integrated 
reporting encourages discussion  
between different stakeholders  
on issues that were not  
previously being considered. 
Additionally, if a company really  
commits to the practice, I believe  
it creates a perfect opportunity 
for innovation to happen.  
Additional value comes from the  
concept of integrated thinking.  
The more an organization 
adopts the idea of integrated 
thinking, the more the integrated  
report reflects the activity of 
an organisation that is more 
connected to its external and 
internal environment.

CI: What do you see as your 
role in assisting clients on 
their integrated reporting 
journey?

SV: Part of our role is to get  
the right thought leadership  

discussions in place. This 
starts with being able to share 
with the audit committee and 
the Board of Directors what 
best practice is in terms of  
mobilising an integrated 
reporting initiative within their 
organisation. For example, 
when integrated reporting  
was introduced in South  
Africa, a lot of our clients didn’t 
understand why they had to do 
it and it was our responsibility  
to give them insight into what 
the value of completing an 
integrated report is. It was 
important we explained that 
integrated reporting is more 
than just following regulation,  
it is a method of communicating  
to stakeholders what your  
organisation is all about. 

The fact that Mazars has  
also started its own integrated  
reporting journey and  
published our first integrated 
report means we have first-
hand experience to share with 
our clients in implementing  
the Integrated Reporting 
framework. It’s important  
to lead by example.

them, as well as support them 
on their integrated reporting 
journey. Both are connected, 
yet different. The integrated 
report is an opportunity for 
a company to reflect on the 
progress they have made over 
a defined period of time, but 
integrated reporting and  
integrated thinking is an  
ongoing process. 

Secondly, companies often 
ask for guidance on how to 
connect the different dots and 
processes necessitated by an 
integrated report. Collecting 
information between different 
departments and breaking 
down internal silos is initially 
very challenging, but the  
communication that opens up 
as a result is very powerful.

CI: Are there any additional 
benefits for companies who 
publish an integrated report  
in South Africa?

SV: From my experience  
with clients and experts in the 
integrated reporting field,  
I think that companies who 

PROFILE: 
Shaun Vorster
Partner

COMPANY: 
Mazars in South Africa
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CI: Looking ahead, how  
can a deeper understanding 
of integrated reporting be 
encouraged?

SV: Helping our clients  
navigate this relatively new 
terrain of corporate reporting, 
whether it is in South Africa or 
a voluntarily adopted practice  
elsewhere, is something 
we take seriously. Since we 
published our first integrated 
annual report for the fiscal 
year 2013/2014, we are now 
able to share our experience 
with companies embarking 
on this journey. So, the great 
benefits that can be reaped 
from integrated reporting is 
something we closely under-
stand at Mazars and are eager 
to share with our clients.

It is part of our duty to influence  
our clients in a manner that 
will encourage them to make 
the right business decisions. 
As such, integrated reporting 
and integrated thinking can 
only further embed this prin-
ciple, as experienced by South 
African companies already.
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Back to 
Basics

as our employees are on their 
premises. We understand this 
and so we have strong policies 
and systems in place to ensure 
credible and effective risk 
management in these areas,” 
says Nazareth.
 
He explains that it is important 
that a global company such 
as ISS leads the way with CSR 
policies. This means having 
processes in place that are 
principles based and guarantee  
that all employees enjoy basic 
human rights such as health 
and safety, being paid on time, 
as well as wage slips that 
are transparent, no matter 
where they are in the world. 
For Nazareth, it also makes 
business sense to develop and 
implement policies that value 
employees. He believes that 
there is a correlation between 
appreciating employees and 
good service that is hard to ignore.  
And if clients are satisfied with 
good service delivered, then 
they are much more likely to 
retain ISS’s services.

“Client satisfaction is a key 
indicator for our business.  
The more we engage with our 
employees the happier they 
are. If they are engaged, they 
perform better. It’s a simple 
equation, but highly dependent  
on us having a robust CSR 
strategy.” 

At a deeper level, Nazareth 
is keen to leverage its award 
winning CSR strategy in order 
to achieve its vision to become 
the world’s foremost service 
provider. The first step of which 
is to ensure that policies are 
aligned globally as much as 
possible, so that employees in 
all countries work towards and 
share the same vision of ISS 
values and policies. 

The second step, Nazareth  
admits, is a more complex 
challenge as it involves projecting  
those values to make sure that 
each and every employee is  
not only aware of them, but  
incorporates them into their 
daily working lives. Nazareth 
calls this approach ‘the power 
of the human touch’.

“Whether they are working in 
a resort in Asia or a hotel in 
Europe, it’s about employees 
being proud to work for ISS  
and understanding they are a 
critical part of achieving our 
vision. It’s about giving them 
the tools to take the initiative, 
whether it’s a receptionist 
getting to know the names 
of customers or a technician 
helping someone when it’s not 
specifically their job. It’s about 
aspiring to provide the best 
service they possibly can.  
This is what we mean by the 

power of the human touch,” 
explains Nazareth. 

With such a large scale global 
company, where many employees  
may not even speak English 
and educational levels are 
generally low, it’s a vision that 
presents obvious challenges. 
But they are challenges that 
Nazareth has already faced in 
a similar role at Maersk Group. 
For him, it’s a question of going 
back to basics. 

“For business leaders it’s all 
too easy to get caught up in 
focusing on performance and 
profit. But it’s crucial not to 
lose touch with staff as these 
are the people who ultimately 
deliver our services and drive 
performance; so talk to them 
and find out what their day to 
day challenges are.”

As a company, ISS offers the 
opportunity for management to 
spend time within an operations  
role to understand the challenges  
employees face. It’s this back to  
basics approach that Nazareth 
feels is invaluable in helping  
formulate a CSR strategy that 
all stakeholders can have 
confidence in. 

“If leaders have a clear idea 
of the challenges employees 
face on a daily basis, it is much 
easier to formulate policies 
that work, rather than CSR 
statements that look good 
but carry little substance. 
Our aim is to make sure our 
values touch each and every 
employee. By making the effort 
to understand them, I believe 
we can achieve our vision,” 
concludes Nazareth.

A
 s one of the top  
 ten largest publicly  
 quoted employers  
 on the planet,  
 Danish-based  
 global facility 
services provider, ISS World 
Services, is no stranger to 
Corporate Social Responsibility 
(CSR) issues. With over 510,000 
employees worldwide providing  
services such as catering, 
cleaning and security to a wide 
range of sectors, ISS is keenly 
aware of how CSR policies can  
impact the reputation of its 
customers, as Joseph Nazareth  
Head of Health, Safety & 
Environment and Corporate 
Responsibility at ISS World 
Services explains.

“Our clients include multi-national  
companies and an important 
part of our value proposition 
to them is to protect their 
brand and reputation. If ISS 
employees are not paid on time 
or they have health and safety 
issues, our customer’s brand 
and reputation can be at stake 

PROFILE: 
Joseph Nazareth
Head of Health, Safety & Environment 
and Corporate Responsibility

COMPANY: 
ISS World Services

“ For business leaders it’s all too easy to get caught 
 up in focusing on performance and profit. But it’s 
 crucial not to lose touch with staff as these are the 
 people who ultimately deliver our services and 
 drive performance; so talk to them and find 
 out what their day to day challenges are.”
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Discover and explore our new platform here: 

www.collectiveintelligence-mag.mazars.com
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IMPROVING THE SUCCESS 
RATE OF ANTI-CORRUPTION 
PROGRAMMES

From both a moral and regulatory perspective,  
implementing an anti-corruption programme  
is essential for companies today.  But there 
is often a big difference in designing an  
appropriate anti-corruption programme and  
implementing it successfully. Companies 
achieving the most success are ones where 
policies have been backed and driven forward  
by the CEO. However, we are increasingly 
seeing sponsorship and support of programmes  
at board level, where the ultimate responsibility  
for risk management now lies. Communication  
is a further factor of success. A good  
communication policy means that employees 
and external stakeholders have a clear and 
transparent view of what anti-corruption  
and anti-bribery policies a company has in 
place, as well as how they are implemented. 
So a final factor to consider is collaboration,  
whereby companies come together to discuss  
problems and share best practice. This approach  
can also provide valuable input on the  
development of new ethically-based guidance  
tools that can help reduce the time and cost 
of implementing anti-corruption policies.

MAZARSFORGOOD 
INNOVATION 
CHALLENGE

In January 2015, Mazars launched its first 
ever innovation challenge as an opportunity 
for aspiring entrepreneurs and intrapreneurs  
from 20 to 30 years old to make an impact  
with an innovative product, service or 
process that can transform companies for 
good. Participants are asked to team up 
and choose a category for which they want 
to change corporates: “you, the employee”, 
“society” or “business”. As millennials 
represent approximately 80% of Mazars’ 
workforce and will represent 75% of the 
global workforce by 2025, the objective of  
the #Mazarsforgood Innovation Challenge is 
to involve Mazars’ young professionals and 
potential future employees in the enhancement  
of sustainability in the business world and 
foster an entrepreneurial spirit and culture. 
Winners will be announced in late September  
and will share the total prize money of US 
$70,000. “We don’t have to simply transmit old  
stories,” says Laurent Choain, Chief People &  
Communication Officer at Mazars Group. “We  
have to change and push the next generation 
to create their own successful standards.”

INTRODUCING 
INTEGRATED THINKING 
AT MAZARS

Integrated Thinking is defined by the IIRC as  
the active consideration by an organization of  
the relationships between its various operating  
and functional units and the capitals that 
the organization uses or affects. Integrated 
Reporting is thus the result of Integrated 
Thinking, meaning that they contribute to 
one another in a virtuous cycle. The more 
Integrated Thinking is embedded within an 
organization’s day-to-day activities, the more 
naturally the connectivity of information will 
flow into management reporting, analysis 
and decision-making. As Mazars embarks on 
the second year of our Integrated Reporting 
journey, we are actively ensuring that the 
Board and senior management are committed  
to promulgating the idea of Integrated  
Thinking throughout departments and the  
73 countries in which Mazars is present.  
We have also introduced processes that 
ensure that both financial and nonfinancial  
issues are considered in day-to-day 
decision-making. We look forward to  
sharing the results of this practice in our 
next edition of Collective Intelligence.

Anti-Bribery & Corruption, Innovation, Integrated Thinking and  
the Board Charter: Discover what’s to come in the second part  
of our Business. For Good campaign below and online.

A FRESH APPROACH 
TO DECISION-MAKING

If we accept that companies have to conduct 
business in a better way in the future, then 
it stands to reason that the decision-making 
process will need to evolve. As companies 
move towards this new way of thinking,  
there is a temptation to treat any change  
to the decision-making process as separate 
to the main guts of financial and strategic  
procedures that are in place for a company to 
survive as an ongoing commercial venture. 
But that masks the depth of change now 
required. Companies can appoint dedicated 
sustainability officers and ethical managers,  
as well as staff to manage the process internally.  
This is a good development. Yet unless it is 
fully aligned with the commercial strategy  
of a company then a disconnect will exist. 

Putting in place a structure on how to approach  
often difficult discussions and tough decisions  
is one way to develop an integrated strategy 
on business in society. Having a blueprint 
or charter in place can ease the process of 
incorporating the decision-making elements 
required to conduct better business into 
current structures. As a key aid and based 
on our existing board polarities model, which 
recognises that boards have to balance  
potentially conflicting objectives, Mazars UK has  
developed The Board Charter in partnership 
with Tomorrow’s Company. It is intended  
to be used alongside, and to supplement, 
existing codes of corporate governance  
and similar documents.



 

Mazars is an international, integrated and independent organization, specializing in audit, accountancy,  
tax, legal and advisory services. As of January 1st 2015, Mazars and its correspondents operates 
throughout 92 countries. 73 of these countries are part of Mazars’ integrated partnership and 19 are  
Mazars correspondents. They draw on the expertise of over 14,000 professionals to assist major  
international groups, SMEs, private investors and public bodies at every stage of their development.  
The Praxity Alliance offers Mazars operating capacity via professional teams in 18 additional countries.
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