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message from the President

T he world in 2017 faces a host of outstanding issues that need urgent 
attention. Diminishing borders and trade barriers, freer exchanges of 
goods, services and information – factors that used to be considered as 
positive drivers for the future are now blamed for the loss of jobs, greater 

inequality, environmental degradation and abuse of human rights. In the face of a 
stagnating global economy, resurfacing “delocalization” and other global governance 
challenges, how should businesses working within the global community react to this 
changing landscape? 

AmCham Shanghai has prepared this compilation of CSR case studies on how 
sustainability stands out as a dynamic and effective approach for development in an 
uncertain world, and how sustainability has become the common ground across all 
sectors for promoting globalization.  

These case studies examine sustainability as a brand power, CSR in the digital 
age, generating value through partnerships and working together to achieve the 
2030 Agenda for Sustainable Development. By providing examples of how foreign 
businesses operating in China have successfully used CSR programs and initiatives we 
hope to recognize the progress and achievements made by these companies while 
also sharing suggestions, guidelines and best practices to further sustainability efforts 
among businesses.

We are pleased to see the progress of CSR initiatives within China. We also look 
forward to seeing further alignment of CSR and sustainability within the corporate 
strategy and core competency of businesses as well as more interaction of foreign 
businesses with the Chinese business community on these issues. 

In this 102nd year of the Chamber’s history, we will continue to promote CSR in China 
and provide a platform for the business community to discuss CSR and sustainability 
trends, as well as engage with government, think-tanks, and non-profit organizations.  

Sincerely,

 
Kenneth Jarrett
President
AmCham Shanghai
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A brand defines a company’s identity and vision. It gives 
clarity to who you are and helps you stay focused on that 
core identity. It connects you with your customers on an 
emotional level and creates business value. 

While ‘sustainability’ has become a marketing buzzword, 
creating and maintaining a sustainable brand is an extensive 
and lengthy process. Sustainability must be aligned with 
business strategy and integrated into daily operations. It 
needs to be communicated to all employees worldwide as 
well as externally to consumers, suppliers and other partner 
organizations.

Ensuring that sustainability is a part of a company’s vision 
and integral to its brand calls for comprehensive analysis 
and implementation, with continuous monitoring and follow 
up. The following case studies provide examples of how 
businesses have taken steps to successfully become leading 
sustainable brands.

Creating Sustainable Brands

1
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Vision, Scope and Commitments

Ford Motor Company has resolved to be a 
leader in corporate citizenship in China. During 
its 20 years in China, Ford has dedicated itself 
to environmental protection and sustainable 
development in local communities through our 
“Better World” initiatives. 

Ford’s “Better World” is comprised of three sub-
programs: the Conservation and Environmental 
Grants, China (CEGC), Level Up!, and Ford 
employee volunteering. Ford collaborates with 
Non Profit Incubation (NPI) in implementing our 
vision of “Better World” within China.

Launched in 2000, CEGC, the company’s flagship 
philanthropic program, has consistently provided 
funds to local NGOs that are dedicated to 
preserving the environment, to inspire, encourage 
and support grassroots efforts in China. In 2012, 

based on survey results, Ford realized that NGOs 
needed and wanted more comprehensive support 
and training in their management and operations, 
in addit ion to funding. Accordingly, Ford 
expanded its support to NGOs by launching a 
new program called “Level Up!” to provide NGOs 
with the tools and resources they need to grow 
their organizations. Furthermore, Ford has built 
an internal culture where employees also play an 
active role in our “Better World” initiatives.

In addition to community programs, Ford ensures 
that sustainability is integrated into our daily work 
and throughout the entire value chain, including 
R&D, purchasing of parts and components, 
manufacturing, marketing, sales, service and auto 
financing. 

Progress

CEGC is one of the first, oldest and largest 

Better World
Ford Motor China 
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corporate-run grassroots environmental grants 
of its kind in China. In the past 17 years, CEGC 
has awarded RMB 22.1 million in grants to 
410 trai lblazing grassroots environmental 
organizations and leaders based in 31 provinces 
and regions of China. Every year, the grant 
reviews its cr iteria and awards themes to 
effectively identify projects that spread the 
message of sustainability, biodiversity, ecosystem 
education, conservation and preservation. Many 
awarded groups have grown into prominent 
leaders in the industry, such as Green River, China 
Mangrove Conservation Network (CMCN) and 
Shanshui Conservation Center.

Since 2013, midyear field evaluations have 
been carried out to review the progress of grant 
winners of the previous year.  The evaluation 
process invites CSR experts and media to visit the 
program and prepares a report to help identify 
accomplishments as well as areas needing 
improvement. This report is a valuable resource in 
ensuring the better management of programs.

In addition to financial support through CEGC, 
Level Up! provides comprehensive support to 
environmental groups in China. Level Up! provides 
different levels of support and resources to NGOs 
depending on the stage of maturity. NGOs at the 
initial stages receive more incubation while more 
developed NGOs receive training in specific areas. 
By the end of 2016, Level Up!’s support functions 
reached 499 Green NGOs from 33 provinces and 
amounted to over 4,900 hours of activities. Nearly 
100,000 people joined “Level Up!”, and over 

110,000 people have come to know more about 
environmental projects through it.

Employees play an important role in “Better 
World” initiatives by joining Level Up! workshops 
with grassroots organizations and conducting 
field investigations for CEGC shortlisted projects, 
bringing first-hand material and written reports 
for judge panel reviews. 

During Ford’s Global Week of Caring, an initiative 
that is implemented in Ford offices around the 
world, more than 1,000 employees volunteer 
in 10 community service projects in Shanghai, 
Nanjing and Chongqing. From 2012 to May 
2017, nearly 12,000 Ford employees and their 
families joined environmental protection activities 
and other social services in China. Service hours 
amounted to nearly 50,000 hours and RMB 
700,000 has been donated to charities. In order 
to strengthen our culture of active volunteering, 
in 2013, Ford upgraded its Global Week of Caring 
to Global Caring Month. 

In addition to communities, serving customers 
with fuel-efficient vehicles and addressing 
climate change are parts of Ford’s Blueprint 
for Sustainability, a systematic sustainability 
strategy. A series of goals and targets related to 
sustainability are listed by multiple business units. 
In China, Ford’s Corporate Social Responsibility 
Committee (CSRC) holds regular meetings to 
discuss the overall management of the CSR 
strategy, review “Better World” activities, identify 
opportunities and communicate with various 
departments on how to integrate sustainability 
into our operations. 

Outcomes

In 2016, Ford reduced water use per vehicle 
produced in China by almost 50 percent 
compared to 2011, while local partner Changan 
Ford’s plants recycled and reused nearly 370,000 
cubic meters of waste water. Ford has reduced 
CO2 emission per vehicle produced by almost 
10 percent in 2016 and in the past seven years 
by nearly 40 percent. Also Ford reduced waste 

3Creating SuStainable brandS
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sent to landfills per vehicle by almost 60 percent 
compared to 2015. 

By 2020, Ford Motor China seeks to expand 
the reach of all “Better World” initiatives to key 
stakeholders, both internal and external. Starting 
from 2018, we plan for CEGC to become a 
platform that recognizes community eco-projects 
run by responsible dealers with local NGO 
partners. In general, the “Better World” program 
will be spread across the business, as a core part 
of Employee Value Proposition, engagement with 
JV partners, Dealers Going Further Network, and 
with our suppliers and customers. 

Through our experience, we have learned the 
effect of external communication in implementing 
Better Word programs, as external coverage 
and exposure helps to enhance the impact of 
environmental NGO programs, increasing public 
interest and support from governments. Hence 
we will continue to build public awareness 

that environmental protection and sustainable 
development is a shared responsibility. 

In recognition of Ford’s sustainability efforts, Ford 
China has won several CSR awards including 
the Leading Enterprises Award by 2015 Golden 
Bee CSR China Honor Roll and 2017 Best CSR 
Company by Southern Weekly. On a global 
level, Ford Motor Company topped Interbrand’s 
2014 Best Global Green Brands report list, for 
its forward-thinking approach to environmentally 
responsible and sustainable manufacturing, 
greater transparency about business operations, 
improved s takeho lder  engagement  and 
information disclosure.
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5Creating SuStainable brandS

Vision, Scope and Commitments

Nike believes in the power of sports to move 
the world. Harnessing the power of sports as a 
unifying force, Nike is committed to helping kids 
reach their greatest potential and creating more 
equal playing fields for all.

“Active Schools” is one of the major initiatives in 
Nike China, as part of Made to Play, Nike’s global 
commitment to get kids moving through play 
and sport so they can lead healthier, happier and 
more successful lives. Nike recognizes that kids 
should play and not sit still, and yet today’s kids 
are part of the least active generation in history. 
As part of this work, Nike and partners around 

the world are getting more than 14 million kids 
moving. 

Active Schools is a global initiative that varies 
in approach according to local priorities. In 
China the program began with the signing an 
agreement with the Ministry of Education.

On June 6, 2016, Nike renewed its agreement 
with China’s Ministry of Education (MOE) to work 
together on the second phase of the program 
with the aim to get two million kids moving over 
three years and transform the culture of sport and 
physical activity in schools across China. 

Active Schools
Nike
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Progress

The collaboration with MOE consists of three 
components. The first aspect of the project is 
capacity building. Nike will train up to 7,000 PE 
teachers to deliver quality and engaging sports 
lessons, provide best-in-class coaching and PE 
resources as well as develop curriculums that 
tailor to local needs. 

The second aspect of the project is direct 
programming. Through a hyperlocal City Program 
approach, Nike sends renowned international and 
Chinese coaches to schools to directly deliver fun, 
high-quality sports activities to kids. 

Lastly, the Active Schools Program promotes and 
emphasizes the importance of sport and play in 
education. In 2017, Nike and the MOE introduced 
the Active Schools Innovation Award (ASIA) to 
recognize PE teachers innovating in schools, show 
the benefit of this work to children and society, 
and to provide a role model and an example for 
others to follow.

Outcomes

In July 2017, Nike and the Ministry of Education 
celebrated the first ever Active Schools Innovation 
Award (ASIA) in Beijing. The award, a newly 
added pillar to the Nike Community Impact 
Active Schools program, was created to inspire 
PE teachers across China to develop and share 
their innovative solutions for transforming the 
culture of play and sport in their schools, and to 

recognize their efforts on a national and global 
stage. From over 1000 applicants, 100 teachers 
were selected as winners of the award and of 
those 100 winners, 30 were sent abroad as part of 
the international exchange fellowship so that they 
could visit other schools and exchange lessons 
and information. 

The Head of MOE Sports, Art and Health 
Department, Dr. Wang Dengfeng, described the 
occasion as “a significant step that should be 
remembered by all PE teachers across China.”

A running curriculum to make running fun for kids 
has been developed and incorporated into Active 
Schools. Training has reached 16 cities and more 
than 2800 schools, improving the experience of 
sport for more than 800,000 kids. 
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The digital revolution is transforming our l ives and 
workplaces, bringing sweeping changes in the way we work 
and disrupting all industries. The ubiquity of computing and 
its impact on society is causing both anticipation and anxiety. 

Being at the forefront of the movement, IT businesses 
will define society’s future direction. Hence, how CSR and 
sustainability is instilled in and performed by these businesses 
is critical.

The companies featured in this section have been looking 
for ways that technology can address social issues while also 
inspiring the next generation to innovate with a responsibility 
toward society. They also understand the need to equip 
people with the necessary skills for inclusive employment 
opportunities so that everyone can partake in a digital 
economy. 
 

CSR in the Digital Age

7
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Vision, Scope and Commitments

Against the backdrop of economic, political 
and social transformation, the responsibilities 
of corporate leaders to sustainability remain 
constant. Accenture is committed to a more 
open, connected, inclusive and sustainable world. 
Our global capabilities, digital experience and 
innovation mindset help us develop solutions 
that address a wide range of societal issues, such 
as closing employment gaps, advancing client 
sustainability and accelerating gender equality in 
the workforce.

Accenture has identified five pillars of our 
corporate c i t izenship strategy -  Ethics & 
Governance, Our People, Community Impact, 
Environment and Supply Chain - that address 
the UN Global Goals and contribute to the 

sustainable development agenda. 

 “Skills to Succeed” is our main corporate 
citizenship initiative within the Commitment 
Impact pillar. Specific goals within this pillar are: 

• Equipping more than 3 million people with 
the skills to get a job or build a business 

• Improving how we transition people from 
skills development into work, with measurable 
outcomes 

• Partnering with organizations to create large-
scale, long-term solutions that close global 
employment gaps

Our community impact goals are aligned with UN 
SDGs Quality Education (No. 4), Decent Work 
and Economic Growth (No.8) and Partnerships for 
the Goals (No. 17). 

Skills to Succeed
Accenture
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9CSr in the digital age

Progress

Unemployment is a persistent and critical issue 
around the globe, while the skills gap continues 
to widen. According to the International Labor 
Association, global unemployment may reach 
200 million by the end of 2017. At the same time, 
Manpower Group estimates that 40 percent of 
employers globally report talent shortages.  

“Skills to Succeed” advances employment and 
entrepreneurship opportunities for individuals 
around the globe, leveraging digital innovation to 
drive impact at scale and help close employment 
gaps. Accenture’s global reach, close relationships 
with employers across sectors and breadth of 
experience allows us to understand local market 
requirements and to develop targeted programs 
that align talent supply with employer demand. 

In Greater China, with the leadership of Accenture 
Greater China Corporate Citizenship Council, 
our local corporate citizenship teams tailor skill 
building programs to help transition people in our 
target demographics, to locally in-demand jobs. 
Our employees deliver the same commitment, 
innovation and bold vision to our corporate 
citizenship efforts as they do to our clients. We 
also design our initiatives to encourage and 
facilitate their involvement.

At the heart of our strategy is a focus on defining 
market-relevant, customized strategies to address 
national gaps and bridge the divide between 
unemployed or underemployed individuals 
and the needs of employers. Some of our 
local projects to help people build skills for 
employment and entrepreneurship include the 
following:

• From 2010 to 2015, we partnered with Save 
the Children to equip over 25,000 Chinese 
migrant youths with soft skills for job seeking 
to help them better prepare for their careers 

• Since 2011, we have cooperated with 
Beijing Fengtai Lizhi Rehabilitation Center by 
supporting employment training for people 
with intellectual disabilities and over 400 

beneficiaries have developed vocational and 
life skills 

• In 2017, we have partnered with Shanghai 
Youren Foundation to equip approximately 
300 people with disabilities across China with 
skills of data labeling through classroom or 
online training. The program also provides 
trainees who graduate from the courses with 
real job opportunities that allow flexibility 
for those people who have difficulty moving 
physically to work remotely  

• In 2017, we are partnering with Youcheng 
Foundation to give e-business skill training 
to 70 women in areas of poverty to start their 
businesses online

Besides cash grants and volunteering, Accenture 
leverages  the  company ’s  o rgan iza t iona l 
capabilities and assets to provide pro bono 
consulting services to non-profit organizations. 
More than 20 pro bono service projects have 
been delivered to help our non-profit partners 
on strategy planning, organizational design, 
project measurement & evaluation, IT, knowledge 
management, etc.

Outcomes

Accenture uses the Global Reporting Initiative 
(GRI) G4 Guidelines as a foundation for our 
annual reporting approach. The latest 2016 report 
reflects our five-pillar achievements.

Since 2010, “Skills to Succeed” has helped equip 
more than 1.7 million people around the world 
with the skills to get a job or build a business. In 
Greater China, the “Skills to Succeed” initiative 
has provided training to over 31,000 beneficiaries 
and continuously focused on using technology 
to improve employment and entrepreneurship 
outcomes for vulnerable populations including 
women, persons with disabilities, immigrants and 
other people in need. We are continually evolving 
“Skills to Succeed” to address the most urgent 
workforce needs around the world with a focus on 
the digital sector.

We highlight the importance of consistent 
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communication between CSR departments and 
internal business departments in order to have 
mutual understanding of the company’s business 
capabilities and expertise as well as ongoing CSR 
programs. This understanding will help optimize 
the strengths of business, identify further grounds 
for support and develop relevant programs.

In recognition of our corporate citizenship 
progress, Accenture has been: 

• Included in the CDP Climate A List for 3 
consecutive years

• Recognized among Ethisphere’s World’s Most 
Ethical Companies for 10 consecutive years

• Recognized among Corporate Knights′ 
Global 100 Most Sustainable Companies in 
the World for the fourth time

• Included on Dow Jones Sustainability Index 
North America & FTSE4Good Global Index 
for 12 consecutive years

• Recognized among Diversity Inc’s Top 50 
Companies for Diversity for 10 consecutive 
years 

In Greater China, Accenture was honored with: 

• CSR Award by China Business News in 2015
• CSR leadership Award by AmCham Shanghai 

in 2016
• Pro Bono Service Award by 2nd Asian Pro 

Bono Rally in 2016
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11CSr in the digital age

Photo missing Children
Microsoft

Vision, Scope and Commitments

Today we live in an age of digital transformation. 
We are standing on the br ink of  the 4th 
Technological Revolution that is powered by three 
correlated and reinforced technologies: Cloud 
Computing, Big Data and Intelligent Technology.

At this crucial  point in t ime, Microsoft is 
uniquely positioned to engage both people and 
organizations with our technology. We have three 
interconnected ambitions: to reinvent productivity 
& business processes, to build an intelligent cloud 
platform, and to create more personal computing, 
making our interactions with technology natural 
and seamless.

In line with our mission to empower every person 
and organization to achieve more, Microsoft 
strives to create local opportunity, growth and 
impact in every community and country. To 
build stronger, more resilient communities, 
Microsoft is committed to working with non-profit 
organizations and government to address the 
most challenging social issues facing the world.  

Finding missing children is one of the major social 
issues in China that Microsoft has tried to address 
using its facial recognition technology.

Progress

Deemed the largest private hacking event in the 
world, Microsoft’s annual Hackathon is a global 
event that encourages Microsoft employees to 
step away from their day jobs and generate new 
ideas, tackle problems, and create changes that 
make a difference. In 2015, two China-based 
employees entered the Hackathon and created 
Photo Missing Children (PhotoMC), an application 
that is designed to help find missing children by 

using Microsoft’s facial recognition application 
program interface (API).

The Microsoft Face API is a cloud-based service 
that uses advanced algorithms to scan images 
of faces by identifying certain features and 
determines the likelihood that two faces belong 
to the same person. It can scan a database of 
thousands of faces and return a list of possible 
matches within seconds. The API analyzes 27 
different facial characteristics and can identify a 
person across multiple photos, even at different 
angles and with varying facial expressions.

The technology is part of Microsoft Cognitive 
Services, a collection of tools that al lows 
developers to add features, such as emotion 
detection, vision and speech recognition and 
language understanding, to applications across 
devices and platforms.
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In order to put the application into use, Microsoft 
China Philanthropies reached out to BaoBei Huijia 
(Baby Come Home), a nonprofit organization 
launched in 2007 that is dedicated to finding 
missing children. 

Baby Come Home has been able to find more 
than 1,900 missing children in the past few 
years but the work has been time-intensive 
and overwhelming. The organization’s dozen 
employees  manua l l y  so r t  th rough  more 
than 60,000 images of missing children on a 
government website and try to find matches in 
their own Baby Come Home database. Microsoft’s 
facial recognition technology offered new 
breakthroughs in their work by reducing human 
error and making the search process almost 
instantaneous.

Baby Come Home was initially skeptical of 
Microsoft’s PhotoMC as other companies had 
made similar offers but later realized their 
technology could not address a primary challenge 
of locating missing children: cross-age facial 
recognition. The technology needed to be able 
to match faces of people that may have gone 
missing at the age of 3 or 4 but may currently be 
in their 20s or 30s. 

Based on the feedback from Baby Come Home, 
Microsoft continued to modify and customize 
PhotoMC to make it more effective. After several 
modifications and training sessions, Baby Come 
Home started using the new tool in their searches 
for missing children. When an at-risk child was 

spotted, a photo of the child could be uploaded 
onto the organization’s website and PhotoMC 
would search for matches. 

Outcomes

The first missing child case that used PhotoMC 
was a 14-year-old boy who went missing in 
Guangzhou in 2012. Baby Come Home ran the 
photo of the boy that his father provided against 
13,000 images on a government website and 
within seconds PhotoMC came up with a list of 
20 possible matches. The father looked through 
the matching photos and immediately identified 
his son. The father also provided a DNA sample, 
which was matched against a sample from the 
boy he had identified. 

The father and son were reunited on the popular 
Chinese television show “Waiting for Me”, which 
aims to help people find missing children or other 
family members and is produced in partnership 
with Baby Come Home. 

Since then, Photo MC continues to help Baby 
Come Home find missing children throughout 
China. The App has successfully identified eight 
more children, with more than twenty potential 
matches currently being verified.

The Photo Missing Children application won the 
Golden Award of 2015 Microsoft’s worldwide 
employee Hackathon. Microsoft is continuing to 
work with Baby Come Home to refine PhotoMC, 
which was developed in collaboration with 
Microsoft Research Asia and the Microsoft Cloud 
& Enterprise China group.  
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13CSr in the digital age

mobile Application innovation 
Contest

Apple

Vision, Scope and Commitments

Apple believes that innovation makes things 
better. Since its founding, Apple has strived to 
make the world’s best products to enrich people’s 
lives, providing the best user experience through 
innovative hardware, software and services. 

Education is one of Apple’s four key CSR priorities 
in China. We believe that everyone should enjoy 
quality education and that technology has the 
power to change education and provide new 
ways of thinking and inspiration in the classroom. 
We regard education as a social responsibility 
and recognize the importance of cultivating talent 
in the next generation, helping to enhance their 
innovation capabilities while also building a sense 
of responsibility for society. 

The China Collegiate Computing Contest Mobile 
Application Innovation Contest (“App Contest”) 
is one of our education initiatives to promote 
the reform of teaching content and methods of 
university computer courses, stimulate students' 
awareness of innovation, improve students' ability 
to analyze and solve problems with computers, 
t ra in  team sp i r i t ,  and demonst ra te  how 
technological innovation can be used to tackle 
social problems.

Progress

With the support of the Ministry of Education 
(MOE) and its Education Steering Committee 
(ESC), Apple hosted the App Contest in 2016 
and 2017, in cooperation with Tsinghua University 
and Zhejiang University respectively. The App 
Contest aims to encourage students to use 
technology to solve social problems, in the fields 
of industry, agriculture, healthcare, environmental 
protection, and so on. As part of the contest’s 

preparation, Apple opens up its iOS systems for 
college students, offering Apple's product mix 
and development tools, and organizes regular 
events, such as Campus Training Workshops, to 
help enhance the students’ ability to develop and 
innovate based on iOS. Apple also offers Coach 
Symposiums for instructors of the teams and 
selects senior lecturers and experts to contribute 
their expertise to the App Contest.

For the first App Contest in 2016, a total of 1,678 
students forming 361 teams from 161 institutions 
participated, producing over 360 apps. Xinhua 
News, Pengpai News, Tencent News, and 
Zhejiang University reported the App Contest. 
Tim Cook and Lisa Jackson showed their support 
for the program by participating in the Awards 
Ceremony and personally presenting the awards 
and interacting with the top winners. The top 
winners were also invited to attend the Apple 
Worldwide Developers Conference 2017. 

The second App Contest in 2017 generated 
an even more enthusiastic response, with more 
than 5,000 students registering from universities 
in mainland China, Taiwan, Hong Kong, and 
Singapore. As part of the contest, Apple held 
11 campus training workshops with 1000+ 
students participating, 3 coaching symposiums 
with hundreds of faculty, a summer camp in 
Guangdong with about 150 finalists, and a greatly 
promoted iOS ecosystem among 2000+ followers 
of the App Contest’s WeChat account, 1100+ 
fans on Weibo, and 330+ members in the App 
Contest QQ group. 

Outcomes

The App Contest demonstrates how technology 
innovation can provide solutions to social 
p rob lems wh i le  a l so  g iv ing  s tudents  an 
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opportunity to think about how they can address 
the social issues that surround them. 

App ideas submitted by contestants examined 
ways to make life easier, in situations such as 
registering at hospitals, finding parking space, 
keeping fit and even cultural identification. Quite 
a few of the apps that were submitted to the 
contest have been put on the Apple Store with 
the most popular apps appealing to several 
millions users. The Outstanding Prize winner 
2016, Tipix, is an app which makes possible 
user defined image creation. This app has been 
mentored by Apple in post refining and was 
granted venture capital funding.

Apple plans to continue the App Contest in 
2018 and we are considering adding a special 
award for  Apps focused on envi ronment 
protection and clean energy. We also are trying to 
procure more resources to support the winners’ 
entrepreneurship.

Given the success of both App Contests′
Apple received the Best CSR Strategy Award 
at the 2016 CSR China Education Awards and 
the “2017 Sustainability Best Practice Awards” 
under  the “Heading Towards 2040: Corporate 
Innovation and Urban Sustainability” Excellence 
Awards Campaign. As an example of multi-
party cooperation bringing together business, 
education and government, the App Contest 
was also awarded the 2016 Partner Award for 
the Industry-Academy Cooperative Education 
Program issued by the Department of Higher 
Education of Ministry of Education.
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The sustainability issues that we face are vast and wide-
ranging, encompassing economic, social and environmental 
sectors that cannot be tackled alone. We need to break out of 
silos and promote dialogue between different stakeholders so 
that we can identify prospective areas of cooperation and pull 
together the necessary resources and expertise. Government, 
civil society and academia can all become helpful partners for 
business when identifying, planning and implementing CSR 
programs.

The fol lowing companies have actively engaged in 
partnerships that have led to value creation in their efforts 
toward sustainable growth and development.

Value-Based Partnerships
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Vision, Scope and Commitments

For the past 20 years, Dow has been redefining 
how it does business with results that prove it 
is possible for companies to link success with 
sustainability. With its 2025 Sustainability Goals, 
a ten-year sustainability strategy that spans 
from 2016 to 2025, Dow is integrating the value 
of nature into business decisions and creating 
incentives for investments in conservation.

At the heart of its business strategy, Dow is 
reducing its footprint; delivering ever-increasing 
value to customers and society through a 
handprint of products and solutions; and leading 
in developing a blueprint for a sustainable planet 
and society. 

The answer to sustainable development will 
require deep systemic changes and a roadmap 

that integrates public policy solutions, science 
and technology, and value chain innovation. This 
can only be accomplished through collaboration 
and partnership between governments, NGOs 
and the private sector. As stakeholders look at 
building sustainability all along the value chain, 
they will need to ask each other questions, make 
collective decisions and support common goals. 

Progress

Reduce footprint: Good for the earth, good for 
business

Improving operations around energy efficiency, 
emissions and safety, lessens harmful impact 
and boosts long-term sustainability. Dow’s 
Zhangjiagang site, its core manufacturing center 
in China, is reducing waste and improving the 
use of resources with advanced pollution control 

Sustainability Drives Shared Value
Dow
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17Value-baSed PartnerShiPS

processes and techniques. Gas, wastewater and 
solid waste emissions are 100 percent treated, 
with waste emission indicators in compliance 
with national emission standards and pollutant 
emission control requirements. The Zhangjiagang 
site also supports joint projects between Dow 
and Chinese government agencies to promote 
sustainability in China’s chemical industry.

As a result, Dow is having a significant positive 
impact on climate change globally. Since 2005, 
364 million pounds of by-products have been 
reused in manufacturing processes, saving more 
than $100 million. Since 2006, Dow’s greenhouse 
gas emissions have decreased from 44 to 32 
million metric tons per year.

Refine handprint: Sustainability, the future of 
innovation

In seeking ways to reuse materials and create 
eco-friendly offerings, Dow seeks to be at the 
forefront of innovation, opening new markets and 
delivering ever-increasing value to customers and 
society. 

China is home to the world’s largest automobile 
market and the industry is motivated to find 
ways to reduce vehicle emissions and improve 
fuel economy. Dow’s BETAMATE™ Adhesives 
is an enabling technology for dissimilar material 
assembly, which allows improved vehicle safety 
and durability. Dow supplies this technology to 
both local and international auto manufacturers 
to make it possible to manufacture lighter, more 
fuel-efficient cars. This breakthrough innovation 
has saved 23 million metric tons of CO2 emissions 
and 10 billion liters of gasoline since 1999. 

Create blueprint: Sustainability leadership forged 
in concert with others

Dow’s efforts in China are fueled by collaboration. 

NGO partnership Dow serves as a core member 
of the non-profit Paulson Institute, which takes a 
partnership-based approach to project, research 
and advocacy work to strengthen the economic 

and environmental relationship between the 
United States and China. Multiple technologies 
from Dow have been recommended for use in 
projects supported by the Institute’s U.S.-China 
Building Efficiency and Green Development Fund, 
which provides financing to bring innovative 
technologies from the United States to China to 
reduce building-energy emissions. 

Government collaboration Dow is partnering 
with the China State Administration of Work 
Safety on the Hazardous Chemicals Safety 
Management Project. Successfully treating 
hazardous chemicals is critical to creating a 
sustainable chemical industry. Since 2006, more 
than 50 small- and medium-sized enterprises 
(SMEs) and 4,000 hazardous chemical safety 
regulators and managers have participated 
in training sessions on safety management, 
leak detection and safety standardization. The 
partnership is now in its third phase to enhance 
the process safety of the chemical industry in 
China.

Private sector cooperation  To address the 
water challenge, Dow has worked with the 
Haier Group to commercialize the world’s first 
eco-friendly washing machine, which reduces 
water consumption more than 30 percent, while 
removing as much as 99 percent of bacteria 
during washing. The eco-washing technology 
i s  one of  many co l laborat ive  innovat ion 
achievements between Dow and Haier since 
2009.

Educat ional  advocacy In  2008,  Dow and 
J u n i o r  A c h i e v e m e n t  C h i n a  ( J A  C h i n a ) 
developed a selective course for primary and 
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middle school students focused on business 
sustainable development education (BSDE). 
Entitled ‘Our City,’ the course gave students 
a basic understanding of the significance of 
environmental protection and sustainability 
in urban planning; with the aim of improving 
student awareness of resource and environmental 
protection and developing successful behavior 
and lifestyles. By 2016, ‘Our City’ courses had 
impacted over 450,000 students across 19 cities in 
China and over 5,000 teachers had been trained 
in sustainability and economics education using 
experiential learning methods. Over 1,920 Dow 
volunteers from Beijing, Shanghai, Zhangjiagang, 
Suzhou, Guangzhou, Xi’an, Chengdu, have 
dedicated around 53,200 hours serving as role 
models to future leaders of China. 

Outcomes

In addition to the results mentioned above, in 
just over 10 years, Dow has generated more than 

400 megawatts of clean power, eliminated 75 
percent of injuries, reduced greenhouse gases 
by 27 percent, even as the company grew; and 
increased sales of products highly advantaged by 
sustainable chemistry to 25 percent.

Dow realizes the need to redefine the role of 
business in society from not only providing jobs 
and making profit but also as an active player 
in protecting the planet and taking care of its 
inhabitants. We see the importance of cross-
sector collaboration and seek to work together 
with NGOs, government, academia and partners 
throughout the value chain who share this vision.

Dow has received numerous awards in recognition 
of its excellent corporate culture and strong 
commitment to corporate citizenship, including: 

• 2013-2016 “China Outstanding Corporate 
Citizenship Award” from the China Committee 
of Corporate Citizenship

• 2008-2017 “China’s Top Employer” certificate 
presented by the Top Employers Institute

• 2016 “Best CSR Operation Award" by China 
Communist Youth League

• 2016 “Responsible Care Chairman Award” by 
AICM

• 2015 “Honorab le  Ment ion” AmCham 
Shanghai 100th Anniversary CSR Sustained 
Contribution Award 
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Vision, Scope and Commitments

In 2016, Eaton clarified our vision: to improve 
the quality of life and the environment through 
power management technologies and services. 
At Eaton, we believe that power is a fundamental 
part of everything that people do, and that is why 
Eaton is dedicated to helping our customers find 
new ways to manage electrical, hydraulic and 
mechanical power more efficiently, safely and 
sustainably. 

Since coming to the Chinese market in 1993, 
Eaton has proact ively supported China's 
national development strategies, such as the 
new  urbanization plan and Made-in-China 2025, 
to make electrical, hydraulic and mechanical 
power operate more efficiently, reliably, safely 
and sustainably. With our new vision, we are well 
positioned to help China address sustainability 
challenges in its economic growth and social 
progress. 

The pace of urbanization in China is fast and will 
continue over the next decades. China’s 13th Five-
Year Plan aims to raise the proportion of China’s 
population in urban areas above 60 percent in 
2020. By 2025, it is estimated that China will 
have roughly 220 cities with a population of more 
than 1 million. While urbanization has enabled 
economic growth, it has also contributed to 
environmental and socio-economic challenges, 
including climate change, pollution and energy 
issues.

Eaton has launched a groundbreaking thought 
leadership program in China to bring together 
high-level decision makers to discuss the key 
energy issues facing China in the process of 
rapid urbanization, while positioning Eaton as the 
leading power management partner in the public, 

private and academic sectors.

Initiated by Eaton in 2011, the series of Energy 
Symposiums, themed “Energy Evolut ion: 
Achieving Sustainable Urbanization in China,” 
creates a platform to exchange ideas on 
corporate social sustainability, energy efficiency 
and environment stewardship to achieve 
sustainable urbanization in China. Leaders from 
business, the public-sector and academia were 
invited to discuss energy efficiency, focusing on 
China’s mass urbanization and how to collaborate 
on the great energy challenges posed. Energy 
efficiency, green mobility, alternative energy and 
energy optimizing in green buildings were among 
the topics of discussion at the symposiums.   

Progress

Eaton has so far hosted nine Energy Symposiums 
in Beijing and Guangzhou, attracting nearly 1,000 
business, public sector and academic leaders and 
media representatives. The series of symposiums 
has brought together Eaton and its key partners 
and s takeho lders  to  exchange ideas  on 
sustainability, energy efficiency and environmental 
stewardship to achieve the common goal of 

Energy Symposium
Eaton
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sustainable urbanization in China. In addition, 
media coverage enhanced public awareness 
of energy efficiency challenges in achieving 
sustainable urbanization. 

The program has received great support from 
Eaton’s senior executives, and other senior 
executives from Eaton’s suppliers and customers 
have also joined the discussion of energy 
challenges on China’s new urbanization.

The subsequent findings from the Symposium 
highlight the need for government, business 
and civil society to work together to address the 
challenge from sustainable urbanization:

• Government, especially at the local level, 
needs significant support from think tanks and 
business in policy-making and planning 

• Business alone is not efficient in driving 
the adoption of more efficient and cleaner 
technologies, and needs policy and social 
support. 

• Lack of reliable data on the status of resource 
consumption and environmental implications 
across almost all geographies (except T-1 
cities) in China poses a significant barrier 

Outcomes

The Annual Symposium has helped identify 
grounds for future collaboration amongst 
stakeholders in the energy sector.

 In 2013, Eaton and China WTO Tribune jointly 
released a white paper on Energy Evolution 
and China’s Sustainable Urbanization. With the 
theme “The Only Way to the Megatrend,” the 
thought leadership piece outlines challenges 
and opportunities in energy efficiency for China’s 
new model of sustainable urbanization. At the 
annual Energy Symposiums, Eaton also issues its 
annual Eaton in China Sustainability Report which 
introduces and presents Eaton’s progress and 
achievements in sustainable development and 
corporate social responsibility. 

In 2015, China Southern Power Grid (CSG), a 
key power company in China, participated in 
the Energy Symposium as one of the organizers. 
Eaton and Southern Power Grid also signed 
a  s t ra tegic  par tnersh ip  memorandum of 
understanding (MOU), kicking off our cooperation 
on roof solar projects for Eaton plants in China.  
The roof solar project in Eaton’s Jining campus is 
expected to be completed in late October 2017 
and will be connected to the grid.  The project 
uses Eaton’s electrical system and solar system 
products and will generate 450 to 500 kWh 
annually.  It will help Eaton Jining campus reduce 
ten percent of its annual energy cost.  

In June, 2016, during the second China-U.S. 
Climate-Smart / Low-Carbon Cities Summit, Eaton 
and China Southern Power Grid (CSG) signed an 
MOU to jointly build a microgrid system serving 
the Guangzhou Power Supply Training Center in 
Nansha District, providing renewable energy with 
almost-zero CO2 emissions. A new development 
in smart grids, the system can supply power 
under extreme weather conditions. The Eaton-
CSG project is expected to be complete by the 
end of 2017 and is an important collaboration 
between China and the United States in smart 
grid technologies. 
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The inspiration for a strategy often comes from a senior 
executive but its implementation depends on how the 
company’s vision and message trickle down to the respective 
departments and how it is executed at the local level. The 
successful implementation of global sustainability goals, such 
as the UN Sustainable Development Goals (SDGs) or global 
CSR strategies of companies, needs active participation from 
local teams and individuals.

Local branches and offices need to find ways to put plans into 
practice and bring about the intended impact. In the process, 
they need to identify their organization’s strengths and 
capacities and understand the characteristics of the region 
where they operate. This section features companies that 
have demonstrated how to successfully align and implement 
global goals at the local level.

Aligning Global and Local 
Sustainability Goals 
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Vision, Scope and Commitments

Mary Kay China recognizes the value of the 
UN Sustainable Development Goals (SDGs) for 
human and social development. We also believe 
that Mary Kay China first needs to focus on the 
SDGs most compatible with our mission, business 
model, professional competence and influence 
for the most efficient allocation of investment and 
resources. 

In 2016, Mary Kay China took the initiative to 
start benchmarking Mary Kay China's operations 
in reference to the 17 UN SDGs and “China’s 
National Plan for SDGs”. In the process of 
benchmarking, we analyzed the impact of 
our business operations and the expectations 
and aspirations of our major stakeholders. We 
identified numerous sustainability issues along 

the value chain and its extension, from product 
R&D and material procurement to public welfare 
programs and NGO partnerships.

We have thus identified those SDGs that are 
most relevant to our operations - Decent Work 
and Economic Growth (No. 8), Achieve Gender 
Equality and Empower All Women and Girls (No. 
5), Good Health and Well-being (No. 3), and 
Ensure Sustainable Consumption and Production 
Patterns (No. 12), and incorporated them into 
Mary Kay China’s “Action Plan for Sustainable 
Development Agenda”, with four strategic 
directions: to “empower”, “inspire”, “transform” 
and “preserve”. 

Mary Kay China is dedicated to “empower” more 
women by providing them with flexible, balanced 
and fair business opportunities, promoting decent 

Action Plan for SDgs
Mary Kay
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work and economic growth. The scale of our 
sales force and their income growth are the key 
measurable indicators of this pillar. 

We aim to “transform” lives by not only providing 
products and promoting healthy lifestyles but also 
assisting the disadvantaged in obtaining medical 
resources through the “Mary Kay Go-give Charity 
Fund”. The number of individuals and families 
under the “Beauty That Counts" program, and 
the cumulative total funds and the number of 
recipients of Mary Kay Go-give Charity Fund, are 
the key indicators for this pillar.

Mary Kay China is dedicated to “inspire” women 
to reach their full potential in building sustainable 
development capacities through education and 
training. The total number of Mary Kay China 
employees plus the total number of beneficiaries 
of various women development-related programs 
would be the key indicators for this pillar. 

We aspire to “preserve” the environment by 
emphasizing the impact of our product value 
chains, enhancing the efficiency of energy use 
in the production process through recycling 
and reutilization, while actively advocating and 
promoting environmental friendliness. For this 
pillar, the wastewater discharge rate and solid 
waste recycling, green packaging usage statistics 
and energy efficiency statistics would be some of 
the measurable indicators.

Progress

During the benchmarking process, the External 
Affairs department conducted a comprehensive 
review of our activities and impacts in the 
areas of labor, community, environmental 
protection and business management. They 
also interviewed senior management from nine 
different departments and explored future ways 
to integrate sustainability into our business. 
After several rounds of inter-departmental 
communication on the SDGs, many exciting 
changes have been ongoing. 

This year our Environmental Health and Safety 

team invited external evaluators to assess our 
energy consumption rates, identify the potential 
for further energy-savings and determine new 
production and environmental protection goals. 

We also focused on office waste and engaged 
actively with a number of internal departments 
as well as the relevant regulatory authorities to 
establish a waste recycling system, making crucial 
progress towards reducing waste volume. In 
addition to adding new facilities, we carried out 
a series of internal awareness raising and training 
activities, such as waste recycling demonstration 
videos and in-person demos. Recognizing 
our efforts, the government’s waste recycling 
system started accepting sorted waste from our 
headquarters building on July 3, 2017.

Mary Kay has also tried to identify how we 
can contribute to social issues. Through news 
reports on social media, we discovered several 
cases of suicide by adolescent girls in China's 
second and lower tier cities. The girls were 
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under emotional and psychological stress due 
to academic expectations, lack of family support 
and physical appearance. We partnered with 
Adream foundation to develop a quality-oriented 
education course for junior high school girls 
focusing on building positive self-awareness, 
extracurricular abilities and broadening horizons. 

We invited a professional institution to examine 
the girls’ conditions and publish a report on 
this issue to raise public awareness. In addition, 
through different media channels, we actively 
promote public awareness on the importance of 
quality education and challenges that girls may 
face. The first round of course development is 
complete and from September 2017, this course 
will be piloted in eight provinces and a dozen 
schools across the country.

Outcomes

T h e  M a r y  K a y  C h i n a  A c t i o n  P l a n  f o r 
Sustainable Development Goals – Stakeholders 
Communication Report announced the results of 
the benchmarking to our key stakeholders. In the 
future, our annual sustainable development report 
will refer to both GRI standards and the framework 
of this SDGs Action Plan to better communicate 
our progress on SDG implementation.

Though our experience, we recognize the 
importance of internal awareness building as 
initially our employees were unaware of the 
relevance of the UN SDGs on their individual 
work. Yet through regular communication, 
our employees now understand the broader 

implications of their actions and work on social 
and environmental issues. Another key take 
away from this project is the need to garner 
public awareness in the implementation of a 
sustainability project in order to leverage more 
social resources.

Mary Kay Girls’ Quality Education program 
won Sustainability Best Practice, Sustainability 
Influencer and Sustainability Communications 
Awards at Heading Towards 2040, a corporate 
innovation and urban sustainability Shanghai 
Summit 2017. Our waste classification project 
has been recognized as exemplary by relevant 
regulatory authorities, with several organizations 
coming to learn from our experience. By 
spreading our first-hand experience, we hope to 
contribute to building a green and low-carbon 
ecological Shanghai.
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Little Scientists Children’s 
Education Program

Thermo Fisher Scientific

Vision, Scope and Commitments

At Thermo Fisher Scientific, our mission is to 
enable our customers to make the world healthier, 
cleaner and safer. Thermo Fisher’s Corporate 
Social Responsibility strategy encompasses 
three primary elements: business sustainability, 
employee involvement and philanthropic giving. 
In China, adhering to our mission, the Thermo 
Fisher China Corporate Social Responsibility Team 
carried out a series of charity programs under the 
theme of “Making Changes”. Through donations 
and active participation of our volunteers, Thermo 
Fisher Scientific helps communities deal with the 
social needs and challenges they encounter based 
on continuous investment in the fields of cancer 
therapy, scientific education and healthy life.

Business Sustainability Through continuous 
improvement, we develop products that meet 
customer needs while furthering our objective to 
be an environmentally responsible business. 

Employee Involvement Our commitment to 
becoming a world’s most admired company 
means investing in ongoing opportunities for 
employee development in a diverse and inclusive 
environment. 

Ph i lanthrop ic  G iv ing  Through  focused 
investments in science, technology, engineering 
and math, we hope to inspire the next generation 
of scientists who will fulfill our mission.

We believe that working with students is an 
opportunity to ignite the spark that may inspire 
the next generation of great thinkers and leaders. 
Fulfilling our mission depends on developing 
bright young talent to push the boundaries of 
our existing technologies and innovate for the 
future. That’s why our philanthropic efforts focus 

on providing financial, in-kind and volunteer 
support to promote STEM (science, technology, 
engineering and math) education and inspiring 
students to pursue careers in those critical areas.

Initiated in 2015, the “Little Scientists” children’s 
science education program is one of the key CSR 
programs of Thermo Fisher Scientific in China, 
developed under its overarching CSR theme 
of “Making Changes.” In partnership with the 
China Youth Development Foundation (CYDF), 
the program’s purpose is to reinforce the goal of 
“poverty reduction” with “intelligence support”. 
“Little Scientists” addresses the innovative concept 
of “intelligence support,” to inspire rural children’s 
passion for science by supporting their scientific 
education, rather than simply providing poverty 
aid supplies.

Progress

“Little Scientists” is a children’s science education 
program that aims to stimulate passion for science 
and encourage children to explore scientific 
phenomena in daily life. 

The “Little Scientists” program donates Science 
Boxes to rural elementary school students and 
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delivers interactive science classes. The Science 
Boxes include 10 different experiments with 
instructions and supplies and allows students 
to explore scientific experiments first hand, 
promoting learning beyond theoretical knowledge 
in textbooks. 

The program recruits Thermo Fisher employees 
as volunteers for the “Little Scientists” program. 
Volunteers are encouraged to participate in the 
preparation process, from packing Science Boxes 
to brainstorming ideas for science classes for 
children.  In order to engage employees while 
enhancing creativity and productivity, a Science 
Box packing competition was hosted among 
employees. It creatively applied Thermo Fisher’s 
advanced Practical Process Improvement (PPI) 
approach, greatly increasing packing productivity.

The “Little Scientists” program also includes 
science classes for students. Volunteers visit 
recipient schools to share knowledge on different 
aspects of science and inspire curiosity and 
interest by engaging students through classes 
and experiments. One of the most interesting 
and effective classes was the “My First Chemistry 
Course” given by a professor from the medical 
science field. He delivered chemistry classes to 
students while also sharing his own childhood 
memories about his dreams about science, 
bringing new interactive teaching methods to the 
classes. 

In addition, a variety of tailored activities are in 
the pipeline, including a “Science Day” campaign 

planned in the near future to involve volunteers, 
media and customers across the country in themed 
activities to promote science education for young 
students, as well as a Summer Camp for rural 
children to visit science museums and have science 
classes outside the classroom. 

As part of its follow up procedure, the program 
collects feedback from beneficiary schools 
to ensure the best use of the science boxes. 
Volunteers write messages on event photos and 
send these back to the students to continue 
communication.

Outcomes

To date, Thermo Fisher “Little Scientists” has 
donated 6,600 “science boxes”, benefitting 
33,000 rural elementary school students. More 
than 1,200 volunteers from Thermo Fisher have 
been mobilized, contributing a total of 4,000 hours 
to the program. 

Since “Little Scientists” was launched in December 
2015, Thermo Fisher volunteers from the Qinqiao 
factory headed to Xiangshui county, Jiangsu 
province, and taught science classes to 600 
students at two local primary schools. Volunteers 
also visited several beneficiary families during the 
trip. In 2016, volunteers carried out activities in two 
central primary schools in Hebei province, hosting 
six science lesson courses and reaching 300 kids. 
In 2017, four events have been launched within the 
program and more activities are in the pipeline. 
Volunteers paid visits to rural schools in Chengdu 
and received positive feedback from local students 
and teachers. Meanwhile, internal volunteer 
engagement has increased through box packing 
activities, and an open lab day, in which hundreds 
of employees and their children were involved 
to contribute their efforts, further deepening the 
program’s meaning.
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27aligning global and loCal SuStainability goalS 

Bayer Diversity Week
Bayer China

Vision, Scope and Commitments

Bayer is a life science company with a history of 
more than 150 years. Our core competencies 
lie in health care and agriculture. With our 
innovative products, we help find solutions to 
overcome some of the major challenges of our 
time, particularly in the areas of food security and 
healthcare. 

For Bayer, sustainability means shaping the 
future successfully. We are committed to fulfilling 
our social and ethical responsibilities and our 
corporate strategy aims to ensure that our goals 
are integrated into our everyday procedures.

We recognize ourselves as a company that acts 
sustainably through our commitment to the UN 
Sustainable Development Goals (SDGs), UN 
Global Compact and the Responsible Care™ 
Initiative, while also being actively involved in 
leading global initiatives, such as the World 

Business Council for Sustainable Development 
(WBCSD). In addition, Bayer Group's sustainability 
reporting is aligned with the guidelines of the 
Global Reporting Initiative (GRI). Regionally, Bayer 
is committed to being a good corporate social 
citizen in China.

Both Bayer Global and Bayer China emphasize 
gender equality and women empowerment as 
one of our top priorities, which also coincides 
with UN SDG Goal No. 5.  As women are 
important decision makers in agriculture and 
health topics in society, gender equality and 
women’s empowerment are naturally relevant 
to the sustainability of our business. Bayer 
also particularly focuses on the need to further 
encourage women’s participation in the STEM 
industry. In line with this priority, Bayer has set 
an internal target to increase the proportion of 
women in Bayer’s senior management to 35% by 
2020, up from the 21% measured in 2010.
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Progress

As one way to promote a diverse and inclusive 
corporate culture, Bayer China initiated the first 
Bayer Diversity Week program in December 
2016, by planning a week of lunch events held 
at Bayer’s Beijing office featuring four themes 
- Women, Disability, LGBT, and the Millennium 
Generation.

 Bayer Diversity Week aims to break down 
stereotypes, build up awareness and enhance 
understanding and integration through theme-
based discussions and employee interaction. 
As part of the thematic activities, we invited 11 
external guests from ILO, UNDP, Enactus and 
other NGOs, to engage in interactive experiences 
which allowed employees to think about the 
relevant topics and better understand the 
perspectives of the respective groups.

A total of 591 colleagues participated in the 
activity, which was 28.5% higher than online 
enrollment, indicating the heightened interest in 
the activity. A total of 557 questionnaires were 
collected before and after the activity (252 before 
and 305 after) to get a baseline of the level of 
understanding of diversity issues internally.

Outcomes

The questionnaire distributed to participants 
before and after Bayer Diversity Week showed 
that the activity resulted in the following changes:

• A r i se in  employees'  acceptance and 
understanding of diverse groups 

• A  r i se  in  employees ’  expec ta t ion  o f 
communication and cooperation 

• A sharp reduction in employee bias
• Heightened empathy and tolerance toward 

diverse groups and an expectation of mutual 
understanding and integration.

In particular, as an outcome of the women’s 
session, more male employees understood the 
difficulties of the “glass ceiling” that women 
may face and their concerns for their female 

colleagues improved.

With the success of the first Diversity Week in 
Beijing, Bayer plans to hold Diversity Week 
programs in other China offices including 
Shanghai, Guangzhou and Chengdu. 

Bayer’s latest annual report shows that the 
percentage of female senior managers globally 
has increased from 21% in 2010 to 31% in 2016, 
heading toward its target of 35% by 2030. It is 
notable that Bayer China has already reached this 
target with 44% of Bayer China’s top management 
positions being held by women. 

Yet,  Bayer recognizes the lack of  female 
representation in middle-management positions 
and the enduring challenge in self-awareness that 
women can work also within the STEM industry. 
This is the remaining challenge that Bayer would 
like to tackle utilizing business operations, as well 
as promotion and create awareness throughout 
our value chain.

One of Bayer’s role models is the President of 
Bayer Group Greater China, Ms Celina Chew, who 
was selected as one of 2017 Forbes China List of 
100 Top Businesswomen and also acknowledged 
as one of the “Most Outstanding Career Women 
in Pudong New District". 

Bayer hopes to practice its commitment toward 
women empowerment and demonstrate this 
commitment throughout its value chain to make a 
change in gender equality.



20
17

 A
m

Ch
Am

 S
h

An
g

h
Ai

 C
AS

e 
St

ud
ie

S 
o

n
 C

o
rp

o
rA

te
 S

o
Ci

Al
 r

eS
po

n
Si

bi
li

ty

We want to thank the ten companies who contributed the case studies in 
this book and for their willingness to share their valuable experience and 
feedback. We also want to thank Esther Haerim Heo for spending countless 
hours in compiling these cases and making this project possible. To our 
readers, thank you for reading this book and for your continued support to 
AmCham Shanghai’s CSR programs. If you have any comment regarding 
this book, please feel free to contact Daisy Lu, CSR Manager, at daisy.lu@
amcham-shanghai.org. We look forward to your further engagement with 
AmCham Shanghai. 

Thank You
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About AmCham Shanghai
 

The American Chamber of  Commerce in  Shanghai  (AmCham 
Shanghai), known as the “Voice of American Business in China,” is 
one of the largest and fasting growing American Chambers in the 
Asia Pacific region. Founded in 1915, AmCham Shanghai was the 
third American Chamber established outside the United States. 
As a non-profit ,  non-part isan business organization, AmCham 
Shanghai  is  committed to the pr inciples of  f ree t rade,  open 
markets, private enterprise and the unrestricted flow of information.

 
For more information, please visit: www.amcham-shanghai.org





安心高品质购物体验
麦 德 龙 邀 您 开 启

广告

关于麦德龙

作为全球知名的零售集团，源自德国的麦德龙，多年来专注食品安全与高品质，以严谨的标准与规

程，为行家们提供优质服务。

现在麦德龙将行家品质带给每一个人。丰富齐全的品类，高质量的商品，和富有竞争力的价格，为你

提供一站式高品质购物体验。

麦德龙，行家之选！

一站式购齐 买更多价更低

麦德龙提供近25,000种商品，及不同大小包装。无论是专业人士，还是吃货、达人，都满足你的所需。
优享会会员更可全年享受3件95折、精选商品6件最低8折，还有积分换好礼！

高品质食材 呵护安心生活

麦德龙旗下麦咨达可追溯系统、HACCP国际食品安全保证体系和全程冷链运输，为食材提供安全可靠的品质保障。新鲜
安全、品种丰富，高品质的食材，呵护你的安心生活。

全球精选 彰显不凡品味

麦德龙精选4,000多种进口商品，高品质的牛肉、冰鲜三文鱼及冻品海鲜；专业大师品鉴的葡萄酒；蕴含丰富营养的五谷
杂粮；符合食品安全规范的优质器皿等。全球直采，高性价比，为你的生活增添不凡品味。

启发灵感 烹调美味人生

麦德龙互动坊开设专业烹饪培训。麦德龙厨房定期发布激发灵感的食谱。关注麦德龙中国微信，第一时间了解“美酒大咖”

及“美厨课堂”的最新动态。

麦德龙中国官方网站

WWW.METRO.CN

麦德龙中国微信 麦德龙网上商城
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