
Companies engage in mneasures to promote social responsibility for a nuinher of reasons.

In addition to the personal value systems of their owners and managers, Canadian

companies increasingly recognize reputation as an important (if intangible) strategic asset

that can have a profound impact on their competitive success. Business leaders

understand the advantages that flow from operatmng ini a manner that is consistent with the

values of their customers and their employees.

The Canadian public strongly values corporate accountability. In a recent cross-national

survey, only 11 % of Canadians polled agreed with a narrow view of corporate social

responsibility ('making a profit, paying taxes, employing people and obeying ail laws')

whereas 43% of Canadians chose an expanded notion of corporate responsibilities ('to

exceed all laws, set a bigher ethical standard, and help build a better society for ail') and

45% thought a company's responsibilities fell somewhere between these two extremes.

Over $4 billion is currently invested in socially and/or environmentally screened mutual

funds, and Canadians are amongst the most willing i the world to punish firms for

perceived violations of social values. Opinion leader research suggests that these


