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Dear Reader,
It is with great pleasure that we would like to present to
you the very first comprehensive analysis on the situation
of Corporate Social Responsibility (CSR) in the country.
Carried out within the framework of a regional project1
funded by the European Commission and the United
Nations Development Programme, the study builds
upon the work of many stakeholders who believe that
CSR can make business sustainable and more development oriented.

The analysis shows that companies are aware of the
attractiveness of the CSR concept and the need for the
inclusion of CSR issues in their agenda at the highest
level. In the multiple dimensions of CSR engagement,
companies operating in the country have demonstrated
a willingness to engage in communication with stakeholders. At the same time, qualification, quantification
and public information disclosure on CSR performance,
as crucial rewards for companies in market competition,
should be further invested on and encouraged in the
country. The future development of CSR also requires
a wider awareness and improved knowledge of the

1

This report is in line with UNDP’s commitment and active
support to CSR in the region. Indeed, we believe that it
is an important step forward towards unleashing the
CSR potential for innovation. CSR provides a systematic
framework to manage business organizations taking into
account financial, environmental, social, governance and
ethical issues. The list of possible benefits is long. It may
help sidestepping future regulations, creating innovative new products and processes, opening new markets,
attracting and retaining the best employees, improving
your image with the shareholders and the public, reducing legal risk and insurance costs, and providing a higher
quality of life.

FOREWORD

This report provides an insight into the relevant organizations and initiatives dealing with CSR countrywide; an
analytical snapshot of the current CSR situation among
businesses operating in the country; as well as useful
recommendations for businesses, government and civil
society organizations in the CSR sphere.

concept amongst the public, and an enhanced capacity
and commitment of the government, civil society, and
professionals to mainstream and ensure an enabling
environment for CSR.
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FOREWORD

In short, embedding sustainability strategically into
day-to-day business operations is not a burden; it is an
exciting opportunity to engage in innovative processes
that are guiding the world right now and will do so even
more in the future.

Maria Luisa Silva Mejias
UNDP Resident Representative

“Accelerating CSR practices in the new EU member states and
candidate countries as a vehicle for harmonization, competitiveness, and social cohesion in the EU”. For more information
on the Project refer to: http://www.acceleratingCSR.eu.
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ACRONYMS
AA1000
CSR
CEO
EBRD
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European Bank for Reconstruction and Development
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International Finance Corporation
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International Organization for Standardization
Macedonian Association of Marketing Agencies
Multi-National Corporation
National Entrepreneurship and Competitiveness Council
Non-governmental organisation
Organisation for Economic Co-operation and Development
Occupational Health & Safety Assessment Series
Social Accountability 8000 Standard
Small and Medium-sized Enterprise
United Nations
United Nations Development Programme
United Nations Global Compact
US Agency for International Development

EXECUTIVE SUMMARY................................................................................................................................................................... 7
A. INTRODUCTION.......................................................................................................................................................................11
1. Description of the regional project.........................................................................................................................................................11
2. Main aims of the study................................................................................................................................................................................12
3. Methodological approach of the study................................................................................................................................................12
4. Outline of the study.......................................................................................................................................................................................13

CONTENTS

B. BACKGROUND WITH ANALYSIS OF THE CONTEXT......................................................................................................15
1. Distribution of businesses by size and sector....................................................................................................................................15
2. Key macroeconomic indicators..............................................................................................................................................................16
3. General country context............................................................................................................................................................................17
4. Definition and understanding of CSR..................................................................................................................................................18
5. Chronology of CSR developments.........................................................................................................................................................19
6. Drivers for CSR promotion.........................................................................................................................................................................20
7. Obstacles for CSR promotion...................................................................................................................................................................21
8. CSR development in the regional context..........................................................................................................................................23

BASELINE STUDY ON CORPORATE SOCIAL RESPONSIBILITY

CONTENTS

C. KEY NON-CORPORATE ACTORS IN CSR PROMOTION...............................................................................................27
1. Business and professional associations..............................................................................................................................................27
2. Branches of international business associations............................................................................................................................28
3. Trade unions...................................................................................................................................................................................................28
4. National government and other regulators.....................................................................................................................................28
5. Local government.........................................................................................................................................................................................29
6. Non-governmental organisations........................................................................................................................................................30
7. Media.................................................................................................................................................................................................................30
8. Academia.........................................................................................................................................................................................................30
D. GOOD PRACTICES OF CSR IMPLEMENTATION..............................................................................................................33
1. Cosmofon Mobile telephone services AD Skopje: A formalized approach to CSR............................................................33
2. Stopanska banka AD – Skopje: implementing the UN Global Compact principles........................................................34
3. AD Mepso: The importance of foreign support in implementing CSR...................................................................................34
4. Melnica Kadino DOOEL Skopje: A small company with a formidable sense for CSR......................................................35
5. Skopski saem DOO: CSR agenda through consulting with stakeholders............................................................................36
6. NLB Tutunska banka AD: Supporting business goals through CSR........................................................................................36

5

BASELINE STUDY ON CORPORATE SOCIAL RESPONSIBILITY
CONTENTS

E. ANALYSIS OF CSR IMPLEMENTATION CAPACITY..........................................................................................................39
1. Business and professional associations..............................................................................................................................................39
2. Branches of international business associations............................................................................................................................39
3. Trade unions...................................................................................................................................................................................................39
4. National government.................................................................................................................................................................................39
5. Local government.........................................................................................................................................................................................40
6. Non-governmental organisations........................................................................................................................................................40
7. Media.................................................................................................................................................................................................................41
8. Academia.........................................................................................................................................................................................................41
9. The business community...........................................................................................................................................................................41
F.		COMPANY ENGAGEMENT WITH CSR ...............................................................................................................................43
1. Assessment of dimensions of CSR engagement..............................................................................................................................43
2. Involvement in key CSR initiatives.........................................................................................................................................................49
G.		Recommendations for further activities
in implementing and promoting CSR . ...............................................................................................................53
1. Raising awareness on CSR........................................................................................................................................................................53
2. Developing the capacities and competences to help mainstream CSR...............................................................................53
3. Ensuring an enabling environment for CSR......................................................................................................................................55
4. Cross-cutting activity..................................................................................................................................................................................55
GLOSSARY OF TERMS . ................................................................................................................................................................57
REFERENCES ...................................................................................................................................................................................59
ANNEX
I. INTERVIEWED COMPANIES............................................................................................................................................61
II. INTERVIEWED STAKEHOLDER ORGANIZATIONS....................................................................................................62
III. NOTE ON THE LEAD AUTHORS . ...................................................................................................................................63

6

After the introduction of the concept of Corporate Social
Responsibility (CSR) in FYR Macedonia1, five years ago, the
business community still lacks relevant knowledge and
practical tools to fully implement the socially responsible
principles of doing business. The challenge is to set in
motion changes to business operations so that the CSR
principles become part of business strategy, culture and
day-to-day operations.

The highest ranked CSR initiative identified through the
research is the UN Global Compact. A considerable number
of companies stated that they came across the term of
corporate social responsibility through the activities of
the local network of the Global Compact – which is a
testimony to its importance for the promotion of CSR.
Initially, CSR was introduced in the country through the
activities of international organizations, including the
World Bank Institute of the World Bank Group, UNDP and
USAID, which cooperated with local higher education
1

This publication refers to the country under the provisional
name it was admitted to the United Nations.

Drivers for CSR promotion are to be further developed
and established, yet two main ones were identified – the
economic considerations and the altruistic approach. As
for the economic considerations, aside from requests
to the government to instate incentives, the prevailing
rationale is that it leads to better brand/company recognition, translated in the end in increased opportunities for
generating sustainable profit. However, for the time being
the altruistic approach seems to be predominant.
The challenges on the road to developing socially responsible business seem formidable, and include lack of
understanding of the concept of CSR, and the business
case for CSR; volatile business climate; low level of consumer awareness and activism, and weak enforcement
of consumer rights; lack of socially responsible investors,
absence of a dominant model of corporate governance/
funding; weaknesses in corporate governance.

EXECUTIVE SUMMARY

Presently, most of the companies understand CSR as an
external component that depends on the requirements
set from the external environment on which they react
and respond in accordance with their capabilities, but
not as a component that should be incorporated in the
strategic decisions and the mission of the company.
Multinational corporations in the country are, generally
speaking, more familiar with the concept of CSR and the
business case for the implementation of CSR principles.
In domestically-owned companies the level of awareness is higher among employees in large companies,
especially in the service sector (banking and insurance
industry, telecommunications). On the other hand, most
of the companies equate the involvement in CSR with
donations, sponsorships and charitable contributions.
Only few companies are developing a strategic approach
towards the practice of CSR.

institutions, civic society organizations, government,
the business community and media – as main actors – in
putting CSR on the agenda.
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EXECUTIVE SUMMARY

The results of company interviews show a somewhat
limited engagement with CSR initiatives. Apart from the
UN Global Compact it is evident that other CSR initiatives
are still not recognized in the business community of
the country.

Good practices of CSR implementation
• A formalized approach to CSR: unlike the overwhelming majority of companies, a major multinational
company adopted a formal CSR strategy, prepared
in cooperation with consultants, clearly defining
actors, responsibilities and procedures.
• The importance of foreign support in implementing
CSR: a large state-owned company had demonstrated
an interesting example of the importance of the
support from foreign institutions in establishing
CSR practices.
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• A small company with a formidable sense for CSR:
proof that size should not necessarily matter when
it comes to embracing the concept.
• CSR agenda through consulting with stakeholders:
a foreign-owned service company developed its
CSR agenda through engagement with different
stakeholders, unlike other companies that prefer
to rely on their own judgement.
• Supporting business goals through CSR: a large
local bank represented another good example of
having a broad understanding of the benefits of
CSR and including CSR values and interests of the
stakeholders in its strategy.

Findings
Based on the interviews with companies’ managers, the following dimensions of CSR engagement were examined:
• Strategy: with regard to the dimension of strategy,
the engagement of Macedonian companies in the
area of CSR clearly lacks a strategic focus. CSR is
mostly understood as an add-on to core business
operations, with almost 46% of companies not having a CSR strategy, nor envisaging developing one.
CSR is still not an integral part of business strategies,
nor is it seen as an instrument for achieving strategic
goals.
• Stakeholder engagement: this seems to be the
strongest aspect of CSR engagement of the interviewed companies. Only 8.2% showed no sign
of stakeholder engagement, while the remaining
companies are split between demonstrating good
practice in this field, and being in the process of
developing proper stakeholder dialogue. Although
companies demonstrate a willingness to engage in
communication with key stakeholders, the outcome
of such interaction may not be in line with stakeholder expectations.
• Governance: the growing attractiveness of the CSR
concept in the business community leads to increasing inclusion of CSR issues in the agenda of the
Boards of directors and the most senior management
committees. CEOs, marketing, human resources, and
public relations managers are usually in charge of
CSR activities. However, the Macedonian companies

still do not practice appointing a person solely responsible for CSR.
• Performance management: performance management is obviously a weaker point in the CSR practices
of the surveyed companies, showing that only 8.2%
have established proper systems, while 39.3% are
on the way and 52.5% demonstrated no efforts in
this regard. The practice of quantifying performance
improvements on CSR issues is relatively unknown,
and extremely rare were the cases of companies
putting a financial value on CSR improvements.
Products with environmental, social or fair-trade
labels are exclusively of foreign origin and hold a
negligible market share.
• Public disclosure: the overwhelming majority (75.4%)
of interviewed companies do not have any practice
of disclosing CSR information while approximately
21% are in the process of establishing such practice.
Companies rarely practice issuing formal CSR reports,
and the publicly available information regarding
the companies is usually self-restricted to the legal
minimum.
• Assurance: this is without doubt the most neglected
aspect of CSR engagement, with no companies
showing good practice in this area. The interviewed
managers were not able to name an organization
dealing with external verification of environmental
and social performance of companies. In few cases
the UN Global Compact was mentioned as an initiative perceived to be involved in CSR assurance.

Recommendations for further activities
The recommendations for future activities in implementing
and promoting CSR are divided in four broad areas:
1. Raising awareness on CSR
• Raising awareness of core values and key principles;
• Collecting and disseminating promotional information on CSR;
• Public presentation of CSR strategies and programs
of companies.

3. Ensuring an enabling environment for CSR
• Creating the proper conditions for CSR;
• Developing stakeholder dialogue.
4. Cross-cutting activities
• Establishing a working group on CSR within the
Economic and Social Committee of the Govern
ment.

BASELINE STUDY ON CORPORATE SOCIAL RESPONSIBILITY

2. Developing the capacities and competences to help mainstream CSR
• Enhancing the capacity of business to understand
and integrate CSR;
• Building the capacity of “capacity builders”;
• Incorporating CSR in education and the curriculum;
• Researching CSR.

EXECUTIVE SUMMARY
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A. INTRODUCTION

Engagement in the area of CSR gives stakeholders a sense
they are part of a company that cares. It is part of the image of
the company, which the public, the customers are seeing as a
human being, as if it has a human face, a personality.
Manager in a large ICT company, subsidiary of an MNC

Corporate social responsibility (CSR) represents one of
the most progressive developments in the private sector,
urging private companies to evaluate their operations differently from what they are accustomed to and to stretch
the borders of their responsibilities. Narrow shareholder
value approach is no longer valid under current environmental and social challenges and a more open stakeholder
model is paving the way into the business world as a tool
for creating more innovative, competitive and sustainable
business that benefits both business and society.

Although the concept of corporate social responsibility
is based predominately on experiences of developed
countries the context in FYR Macedonia and other developing countries differs greatly. While CSR is based on a
set of universal principles, their interpretations as well as
related societal expectations vary according to geography,
culture and level of development. Thus, one has to take
into account the local specifics, especially the lack of an
established model of corporate governance, lack of local
socially responsible investment and investment funds, and
the weak enforcement capacity of the Government.

In the context described above, the United Nations
Development Programme (UNDP) with support from the
European Commission, endeavoured to address some of
the CSR challenges persistent in the new member states
and candidate countries. The main objective of the project
is to accelerate the implementation of CSR practices in
new member states and in candidate countries through
mapping out CSR activities and actors, identifying capacity
gaps and corresponding areas of intervention, exchange
of experience and good practices, awareness raising and
capacity building of national stakeholders. The target
countries of the project are five new member states of the
EU – Poland, Lithuania, Hungary, Bulgaria, Slovak Republic
– and the candidate countries – FYR Macedonia, Croatia
and Turkey. Spain, Germany and the United Kingdom are
also involved in the Project by contributing to exchange
of experience and good CSR practices.

A. NTRODUCTION

As CSR principles are increasingly becoming integrated
into business operations of companies from the EU, businesses will be required to demonstrate their commitments
to social and environmental values. Also, as investment
foundations start to evaluate investment projects taking into account social and environmental criteria and
with the increasing emergence of socially responsible
investment funds, there is a strong need for companies
to comply with these new criteria and take advantage of
the pool of these funds.

1. Description of the regional project
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A. INTRODUCTION

The first component of the project included a diagnosis
of CSR status and mapping out the actors’ engagement
in CSR in the form of a baseline study conducted in each
of the eight countries. A baseline situation analysis is
critical to understand the status of CSR awareness and
engagement among the various targeted stakeholders
and to formulate activities to accelerate the promotion
and implementation of corporate social responsibility
in the region. Furthermore, any future benchmarking
on CSR in the region will require the availability of a
baseline data.

11

The research was carried out in February-May 2007 among
all relevant stakeholders in the country: local and foreign
businesses, business and professional associations, trade
unions, local and national governments, non-governmental
organizations, media and academia.
The main aims of this baseline study were to:
• Identify the actors who promote CSR at country
level.
• Assess the level of engagement in CSR of actors promoting CSR at country level through mapping their
recent past and present CSR promotion activities.
• Assess the level of dialogue between different actors
promoting CSR.
• Identify the level of foreign and domestic business
engagement in CSR implementation at country level
and collect examples of good practices.
• Identify capacity gaps/constraints of CSR promoters
and business entities in engaging in CSR activities.

A. NTRODUCTION
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2. Main aims of the study

• Formulate recommendations and suggest specific
activities based on the findings of the survey.

3. Methodological approach of the study

In accordance with the methodology, a random sample
of companies for interviews was selected on the basis of
criteria of size-class, ownership (international, national),
sector (all main sectors of the country represented),
and geographical location (all regions of the country
represented). The company interviews were conducted
in sixty-one medium and large-sized companies from
the list of 200 largest companies in 20054, lists of larger
companies of the Ministry of Economy, and list of financial institutions in the country. The size-class of the
companies was determined based on the EU criteria on
the staff headcount5. Two small-sized companies were
also asked for information – one of them through an
interview with a standardized questionnaire, and the
other one through a more freely designed meeting.
In order to ensure consistency, the results of the company interviews were moderated by the authors of the
methodology.
The survey obtained qualitative input from twenty-one
stakeholder organizations – including nineteen interviews
using a standardized questionnaire, and three additional
meetings.
Such an approach has its limitations (e.g., it didn’t allow
for an extensive quantitative analysis representative of
all business sectors in the country), yet it allowed for an
in-depth assessment of actual CSR practices and provided
a good basis for analysis of causal links.

The methodology of the study, prepared by two leading
international experts2, included both qualitative and quantitative methods, and is based on primary and secondary
sources of data. The analysis of secondary sources included
review of existing documentation and materials related to
CSR, identification of stakeholders, their activities and good
practices. Primary data was obtained through interviews
with managers, and people in charge of CSR related activities in companies and stakeholder organizations3.
4
5

2

3
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Mark Line, UK, (csrnetwork) and Robert Braun, Hungary, (Braun
& Partners).
Refer to Annex for the lists of interviewed organizations.

Euro-Business Center, Skopje.
As stipulated in the Commission Recommendation 2003/361/EC
of 6 May 2003. The financial criteria were not taken into account,
which is a simplification allowed by paragraph 7 of the preamble
of the Commission’s Recommendation. In accordance with article
6 of the Commission’s Recommendation staff headcount data
of representative and branch offices of foreign companies were
integrated with their global number of employees.

The study consists of seven main parts. Following on
from this Introduction (Section A), Section B describes
the national context for CSR practices outlining the main
economic, environmental and social trends and, in the
end, provides a brief overview of CSR development in
the project countries. Section C provides an overview of
interests and activities of key non-corporate actors in CSR
promotion in the country. Section D presents identified
good practice examples regarding the implementation of
CSR in companies. Section E describes the capacities of
actors involved in CSR promotion, and Section F examines
six dimensions of company engagement with CSR in the
country and the involvement in key CSR initiatives. Finally,
the recommendations of the National Expert Team are
offered in Section G.
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4. Outline of the study

A. NTRODUCTION
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b.	BACKGROUND with analysis
of the context

The overall situation, where more and more individuals
say that something is wrong and yet nobody is doing
anything, puts pressure on companies to get engaged
in that area and in CSR.
Manager in a large company, subsidiary of an MNC

1. Distribution of businesses
by size and sector
In the Register of the business subjects, that was maintained by the State Statistical Office, 175 557 business
subjects were recorded in total, till 31.12.20056. From the
total number of business subjects 38.2% are enterprises,
41.4% are companies, 11.9% are sole proprietors and 8.5%

According to the type of ownership, the majority of the
business subjects are privately owned (90%), 4.6% have

Business subjects
4 940
84
196
21 083
162
7 832
89 137
8 298
16 781
314
7 954
1 960
1 166
2 717
12 894
39
175 557

b. BACKGROUND with analysis of the context

TABLE 1: TYPES OF BUSINESS SUBJECTS BY SECTION ACTIVITIES
Section activities
A Agriculture, hunting and forestry
B Fishing
C Mining and quarrying
D Manufacturing
E Electricity, gas and water supply
F Construction
G Wholesale and retail trade, repair of motor vehicles, motorcycles
and personal and household goods
H Hotels and restaurants
I Transport, storage and communication
J Financial intermediation
K Real estate, renting and business activities
L Public administration and defence; compulsory social security
M Education
N Health and social work
O Other community, cultural, social and personal service activities
Q Extraterritorial organizations and bodies
Total:

are classified as others (bodies of the state administration,
units of the local self government, political parties, civic
associations, foundations and other). Compared to the
situation on 30.11.2005 the number of business subjects
has increased for 0.4%.

BASELINE STUDY ON CORPORATE SOCIAL RESPONSIBILITY

b. BACKGROUND with analysis
of the context

Source: Business subjects - status 31 December 2005, Report 6.1.6.02, State Statistical Office, 11.01.2006.

6

The State Statistical Office distributed business subjects by sizeclass until 31.12.2005. In accordance with the Law on One - Stop
- Shop System and maintaining of Company Register and Register
of other legal entities (Official Gazette No. 84/05) starting from
01.01.2006 this task is carried out by the Central Register of the
country. The Central Register could not provide information for
2006 as they have not finished processing that data.

non-defined ownership, 3% are “socially owned”, 1,1%
are in mixed ownership, 1% are co-operatives, and 0.3%
are state owned.
According to the main activity, the majority of the business subjects in the Register are registered in the sec-

15
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tion wholesale and retail trade, repair of motor vehicles,
motorcycles and personal and household goods (50.8%),
followed by the manufacturing section (12%), transport,
storage and communication section (9.6%), the section
of other community, social and personal service activities (7.3%), the section hotels and restaurants (4.7%), the
section real estate, renting and business activities (4.5%),
the section construction (4.5%), the section agriculture,
hunting and forestry (2.8%), etc. During the establishment
of the business subjects the domestic capital participates
with 95.8%, the mixed with 2.3%, and the foreign capital
with 1.9%.
According to the 2004 territorial organisation of the country,
the highest percentage of business subjects are recorded
on the territory of the city Skopje (37%), followed by the
municipalities Bitola (6.3%), Kumanovo (4.3%), Prilep (4%),
Tetovo (3.9%), Strumica (3.8%), Ohrid (3.7 %), etc.
The national company law differentiates companies on
size-class by the same staff count numbers as the ones
stipulated in the EC Recommendation, but the financial
ceilings are significantly lower as the market is relatively
smaller than the EU market. Table 2 shows the distribution
of business entities by size in accordance with national
standards.
TABLE 2: TYPES OF BUSINESS SUBJECTS BY SIZE
Size

2003

2004

2005

Small

55 267

61 074

66 223

Medium

475

483

472

Large

459

507

531

Total

56 201

61 855

67 026

Source: State Statistical Office.

2. Key macroeconomic indicators
The economic performance of the Macedonian economy
is expressed through stable GDP growth of around 4%,
low inflation rate of 2-3% on average, fiscal discipline
confirmed by the international financial institutions and
a well-functioning coordination between fiscal and monetary policy.
In 2006, the Macedonian economy grew by 4%, which was
both services and industry-driven. Inflation, as measured
by the Consumer Price Index (CPI), was low and stable at
3.1%. Central government budget deficit in 2006 was only
0.5% of GDP, with surpluses on foreign accounts and the
current account deficit around 1% of GDP. Furthermore,
foreign exchange reserves increased to about 5 months
of imports. These positive effects from a disciplined fiscal policy were reflected in monetary policy, causing a
significant reduction in interest rates, which were 8% at
the end of 2005 and 5.5% at the end of 2006.
Closer relations between the country and the European
Union, as well as the strong commitment of the Government
to implement necessary structural reforms, are expected to
give an impetus to economic growth in the medium-run,
forecasted at 6-8%. From the production side, the main
contributors to the projected growth will be industry
and services, whereas on the expenditure side, growth
will be driven by exports and investments. Fiscal policy
in the following period will remain disciplinary with a
General government budget deficit of around 1% of GDP,
contributing to a further reduction of interest rates and
trade deficit. Maintained macroeconomic stability together
with intensified structural reforms in the medium term will
contribute to an annual average employment increase of
around 4% along with a productivity growth of 2.5%.
The main export markets in 2005 were: Serbia (23%),
Germany (18%), Greece (15%), Italy (8%), Croatia (4%),
Bulgaria (4%). The main export sectors in 2005 were:
manufactured goods classified mainly by material (45.91%);
miscellaneous manufactured articles (12.3%); food products (11.25%); mineral fuels, lubricants and related materials (11%); machinery and transport equipment (7.39%);
chemical products (6.1%); crude materials, except fuels
(4.56%); beverages and tobacco (1.5%).

1998

1999

2000

2001

2002

2003

2004

2005

2006

2007

2008

2009

3.4

4.3

4.5

-4.5

0.9

2.8

4.1

3.8

4

6

6

6.5

Real sector
Gross Domestic Product
- real growth rate
- current prices, in mill. of denars
- In million US $

194 979 209 010 236 390 233 841 243 970 251 486 265 257 284 423 305 265 333 289 362 118 395 297
3 581

3 674

3 588

3 437

3 769

4 631

- In million of Euro
Inflation (CPI, average)

5 368

5 777

6 201

6 770

7 356

8 030

4 318

4 640

4 980

5 437

5 907

6 449

-0.7

5.8

5.5

1.8

1.2

-0.4

0.5

3.2

3.0

2.5

2.5

- nominal growth

3.7

2.9

5.5

3.5

6.9

4.8

4.0

4.0

7.0

3.3

3.5

3.5

- real growth

3.8

3.6

-0.3

-2.0

5.1

3.6

4.4

3.5

3.8

0.3

1

1

5.4

1

0.8

9

-6.3

-2.9

-4.1

4.3

4

4

4

4

Export (f.o.b.), million US $

1 292

1 190

1 321

1 155

1 112

1 359

1 673

2 040

2366

2 662

2 930

3 206

Import (f.o.b.), million US $

1 807

1 686

2 011

1 682

1 916

2 211

2 793

3 097

3 668

4 051

4 356

4 679

Trade balance (million US $)

-515

-496

-690

-527

-804

-852

-1 120

-1 057

-1 302

-1 389

-1 426

-1 473

Trade balance (% of GDP)

-14.4

-13.5

-19.2

-15.3

-21.3

-18.4

-20.9

-18.3

-21

-20.5

-19.4

-18.3

Current account deficit mill. of US $

-414.8

-81.5

-76.3

-224.0

-184

-162

Current account deficit (% of GDP)

-7.7

-1.4

-1.2

-3.3

-2.5

-2

Foreign direct investments

150

120

383.8

148.3

717

270.9

Deflator
Wages (monthly average)

Employment (% increase)

External sector

External sector (growth rate)
Export (f.o.b.)

4.4

-7.9

11

-12.6

-3.7

22.2

23.1

21.9

16

12.5

10.1

9.4

Import (f.o.b.)

11.3

-6.7

19.3

-16.4

13.9

15.4

26.3

10.9

18.4

10.4

7.5

7.4

-1.7

0

1.8

-7.2

-5.7

-0.6

0.4

0.3

-0.5

-1.2

-1.0

-1.0

Government finances
General government balance (% of GDP)

Source: Agency for Foreign Investments

3. General country context
Despite unfavourable initial conditions, the difficult circumstances which the transition process has created, coupled
with various external shocks (the UN embargo against FR
Yugoslavia from the spring of 1992 to fall of 1995, the Greek
unilateral embargo from February 1994 to September
1995, the Kosovo refugee crisis in 1999 and the six-month
internal conflict in 2001) the country implemented im-
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TABLE 3: BASIC MACROECONOMIC DATA

portant reforms in key segments of the economic system.
Reforms pertaining to price stability, price liberalisation,
foreign trade liberalisation, and small privatization have
been accomplished successfully. Somewhat poorer are
the assessment marks in relation to the large privatization
and banking sector reforms. Moreover, implementation
of the so-called second-generation reforms, important
for achieving dynamic and sustainable growth, is slow
and unsatisfactory.
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The shortcomings in the performance of the real sector
of the Macedonian economy are strongly interconnected
with three structural weaknesses that need to be overcome. First, the country is inadequately integrated into the
world economy. This means that it does not benefit from
the gains from trade and foreign direct investment to the
degree that it needs to. Second, microeconomic forces
and institutions that support a dynamic private sector that
can adapt to emerging domestic and international market
and technological developments and that can create new
jobs and provide high incomes are absent or do not work
well. Moreover, the country is perceived by domestic and
foreign observers as being plagued with corruption, poor
corporate governance and ethnic tensions and as a country that does not have a business-friendly environment.
Third, the involvement of the government in economic
regulation and the application of the laws are not entirely
satisfactory. The tax system is not sufficiently transparent,
efficient, and easy to administer and to provide incentives
that are consistent with the country’s economic needs. The
government now faces the challenge of completing the
process of decentralisation and ensuring that the interests
of political parties do not impede the effective functioning
of the state administration and of the legal system.7

4. Definition and understanding of CSR
Corporate social responsibility (CSR), as understood in the
EU, is a concept whereby companies integrate social and
environmental concerns in their business operations and in
their interaction with their stakeholders on a voluntary basis8. For the purposes of this study, CSR was defined as:
’The management of, and response to, social, environmental, broader economic and ethical issues – and the
extent to which businesses are responsive to stakeholder
expectations on these issues.’
Although activities to promote corporate social responsibility have created some degree of awareness of the
term and the concept, it can still be considered vague to
the wider audience in the country. The results of a recent
7

8
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Partly based on The Blue Ribbon Report - FYR Macedonia, UNDP,
2006.
Commission Green Paper “Promoting a European Framework for
Corporate Social Responsibility”, COM(2001)366 Final, 2001.

research9 showed that those business entities who say
that the term is completely unknown to them account
for 21.65% of the respondents, while 48.45% said that the
term is known to them, i.e., that they have heard of it but
cannot define it. 29.9% of the respondents completely
knew what the term means.
The word “corporate” often leads to confusion, setting a
scope that is too wide as it is sometimes equated with
”collective”, or too narrow if a connotation is perceived
that it concerns only large companies, or multinational
corporations. In order to avoid relating the concept only
to incorporated business entities, sometimes alternatives
are preferred – such as “social responsibility of businesses”,
or “social responsibility of enterprises”. Some large national
companies and subsidiaries of foreign companies use the
term corporate citizenship to label their involvement in
the area of CSR.
An official in a large bank in the country defined CSR as
“taking care not only for the profit, but also for the welfare
of the community”. However broad this definition might
sound, it is frequent for companies to equate the involvement in CSR with donations, sponsorships and charitable
contributions. The reason for this may be found in the fact
that most of the companies understand CSR as an external
component that depends on the requirements set from
the environment on which they react and respond in accordance with their capabilities, but not as a component
that should be incorporated in the strategic decisions and
the mission of the company.
While in developed countries CSR is predominantly related
to voluntary action that goes beyond legal requirements
in an effort to minimize the negative and the maximize
positive effects on the society and the environment, it
is quite usual for Macedonian managers to label compliance with legal obligations as CSR. “Regular payment of
employees’ salaries, timely payment of tax liabilities to the
state, payment of liabilities to the suppliers and timely
delivery of the products to the customers are main CSR
issues that concern generally all companies in the country”,
a manager of a medium chemical company noted. This
portrays an environment where rule of law is still not to
be taken for granted.
9

CSR in FYR Macedonia, conducted by the Institute of Sociological,
Political and Juridical Research, commissioned by UNDP, 2006.

5. Chronology of CSR developments

In November 2003 the Faculty of Economics in Skopje,
SS. Cyril and Methodious University, supported by the
World Bank Institute, organized a public presentation
“Corporate Social Responsibility - Towards Sustainable
Business”, aimed at bringing the concept closer to the
public and to decision-makers. The presentation, given
in November 2003, was attended by university students,
academic workers, representatives of companies, the
diplomatic corps, donors and international development
organizations.
The USAID funded Corporate Governance and Company
Law Project (CG&CL Project) worked on public education

In June 2003 with assistance from the USAID funded
Macedonia Competitiveness Activity, the National
Entrepreneurship and Competitiveness Council (NECC)
was established. It is a tripartite public-private-civic body
comprised by leading persons from the private sector, the
Government and the civil society, and has a key mission
to raise the dialogue between the private, the civic and
the public sector on the level of a long-term partnership that should provide essential contribution to the
economic prosperity of the country. Although it doesn’t
have a formal CSR focus, it does include certain elements
of CSR promotion in its mission.
On 22 December 2004, the UN Global Compact was
launched in FYR Macedonia, with 25 companies that
have already joined this initiative. The UNDP Resident
Representative and UN Resident Coordinator opened the
event. The launch attracted high level speakers from the
Government, including the Vice Prime Minister for Economic
Affairs, and the Minister of Labour and Social Policy.
Since 2004, the National Global Compact Network has organized several conferences, workshops and other training
events in order to promote the ten principles endorsed by
the UN. In the meantime the national network of the Global
Compact has grown to 50 members. At the end of 2005 the
UNDP Country Office organized a training for the network
of the Global Compact addressing the following issues:
• Introduction to CSR and the Global Compact;
• The European Union and Corporate Social Respon
sibility;
• Case studies on the implementation of CSR and
Global Compact principles;
• Communicating progress on the implementation
of the Global Compact principles;
• The role of the private sector in poverty alleviation;
• The private sector and the fight against corruption.

b. BACKGROUND with analysis of the context

The concept of corporate social responsibility was introduced in the country on a large scale in March 2002
through the activities of the World Bank Institute, which
initiated an on-line discussion that brought together
1,122 young people, from over 100 countries, to discuss
the importance of Corporate Social Responsibility (CSR) in
the development agenda. The six-week Interactive Future
Leaders’ E-Conference on CSR attracted a lot of interest among
the students from the Faculty of Economics, University SS.
Cyril and Methodius in Skopje, placing the country among
the top ten according to the number of participants. As a
follow-up to the conference, participants from the University
held a round-table discussion on the establishment of
CSR in the country, resulting in a written document on
the subject, and a book on the attitudes of youth leaders
to CSR was published.

and promotion of good corporate governance and CSR in
the period of April 2003 to January 2006. The team worked
on establishment of the Corporate Governance Council and
capacity building of associations, joint stock companies,
institutions, journalists and academia. In the period of
3 years the Project supported and organized numerous
surveys, brochures, magazines, conferences, public consultations and debates on the Proposed Company Law,
as well as and other activities.
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Another distinction in the local understanding of the
concept is that CSR is often perceived as an obligation
only of profitable companies. During an interview with a
manager in a renowned bank, the interlocutor maintained
that “it is too early to consider introducing the concept of
CSR since the general business climate is more burdened
with other priorities, and it is hard to make a profit”. Not
underestimating the difficulties influencing the behaviour of the business community, this stance overlooks
that progressive managers develop CSR as a platform for
sustainable competitiveness, utilizing its potential to add
value, to generate operational savings, manage risks and
attract and retain employees and investors.
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In March, April and May 2006 there were couple of meetings among members of the Global Compact concerning
preparation of the program and statute as basic documents
for proper functioning of GC Network. On May 30th with
representatives from the GC network and the UNDP staff
the documents were adopted. The governance structure
was finalized by the constitution of the Advisory Board
in October 2006; the Act of the network was approved,
as well as the activity plan for 2006.
In November 2006, the UNDP Country Office organized a
workshop on the implementation of the principles of the
Global Compact. The main issues included:
• Discussion about the implementation of the 10
principles of Global Compact and preparation of
the Communication of Progress report;
• Discussion on Code of Ethics and steps for preparation, introduction as well as implementation of the
Code within everyday practices in GC members;
• Information for Anticorruption code of conduct
project preparation and participant’s willingness to
join to this initiative;
• Presenting relevant information on the Law on donations and sponsorships and discussing how the
GC members can implement the new law.
In December 2006, the national network of the Global
Compact and the Environmental program of UNDP organized a workshop on Environmental Principles of the
Global Compact and implementation of the Integrated
Pollution Prevention Control (IPPC).
The 2006 USAID funded Business Environment Activity
seeks to help improve the country’s business and investment climate. Among other things, the project is working
on the following issues:
• The codex for good corporate governance to be implemented through trainings and public education.
• Corporate governance and corporate social responsibility training to be organized together with the
Macedonian Business Lawyers Association.
• Preparation of a guide on disclosure of information
is in progress, and planned to be finished by June.
In 2006, the International Finance Corporation launched
a regional project on improving corporate governance
in South East Europe. Enhancing CSR is expected to be

one of the main activities of the project. The project aims
to introduce better corporate governance practices in
private companies and banks in FYR Macedonia, Albania,
Bosnia and Herzegovina, Montenegro and Serbia, thereby
improving their ability to attract investment. It builds the
capacities of key stakeholders (board members, management, shareholders), and raises public awareness about
the rights of shareholders and the benefits of good corporate governance. The project activities aim to make
beneficiary-companies operate more effectively, have
better access to finance, attract foreign investment, and
improve their potential entry or expansion into the EU
and other international markets.
In 2007, the Ministry of Economy prepared a new
Programme for Stimulating Investment (2007-2010). In
the preparation of the programme numerous experts
from the business community and international development organizations were consulted. The programme has
as separate heading on Corporate Social Responsibility
under the chapter on Corporate Governance. Among
other things it envisages the creation of a coordinative
body on promoting CSR by 2008, possibly within the
Economic-Social Council of the Government. Other suggested measures refer to:
• Comprehensive analysis of the activities concerning
CSR, identification of key drivers and establishing
basic indicators for monitoring CSR by 2008;
• Regular awareness raising campaigns for CSR by
2008;
• Capacity building of stakeholders during 2007;
• Adopting a National agenda on CSR, through a
multi-stakeholder dialogue by 2008.

6. Drivers for CSR promotion
From the conducted company interviews it became obvious that most of the interviewees specified drivers that
should be instated and not drivers that are present at the
moment. This can lead to the conclusion that specific drivers for CSR promotion are presently weak and remain to
be developed and established. In this manner, a frequent
response was that the government should introduce
legislation that would stimulate socially responsible behaviour by companies.

In the area of environmental protection, it is noteworthy
to mention the words of the mayor of Veles municipality
(the one that suffered almost irreversible damage from
water, air, and soil pollution due to the operation of an
outdated technology of a major chemical plant located in
the city outskirts) that stressed the importance of recent
legislative changes as a driver for altering the companies’
behaviour. Namely, the 2005 Law on the protection of
the environment made the companies very aware of the
ecological impact of their business operations, and made
them immediately behave differently – disclosing information on their emissions, waste and pollution that they
previously kept confidential. The regulations, that estab-

Furthermore, the manager of a major municipal company
dealing with waste disposal, outlined the fact that the
recent Law on waste management requires that major
waste creating business entities prepare waste management plans starting from 2008. These examples point to
the realization that in the circumstances where the level of
consciousness of the need for socially responsible behaviour is low it is the legal provisions that can represent a role
of a powerful driving force for introducing CSR practices.
In the end, it is worth mentioning that during the interview
in AD MEPSO, we learned that the company has developed
a formal environmental policy, and one of the reasons for
this was a formal request from EBRD as one of their financiers. Furthermore, companies in certain industries whose
operations and/or products can have a harmful effect on the
health and wellbeing of people and the environment, are
not eligible for funding from the credit lines of EBRD that
are administered by local banks. This shows that financial
institutions, especially foreign, are actively promoting
socially responsible behaviour of companies.

7. Obstacles for CSR promotion
The challenges on the road to developing socially responsible business seem formidable, and include lack of
understanding of the concept of CSR, and the business
case for CSR; volatile business climate; low level of consumer awareness, and activism and weak enforcement of
consumer rights; lack of socially responsible investors and
absence of a dominant model of corporate governance/
funding; weaknesses in corporate governance.

b. BACKGROUND with analysis of the context

Summarizing these answers, two main drivers can be
identified – the economic considerations and the altruistic
approach. As for the economic considerations the rationale
is that it leads to better brand/company recognition, which
in the end translates in increased opportunities for generating profit (although these companies seem aware that this
can be accomplished only in the long run). However, for the
time being the altruistic approach seems to be predominant. This can be explained by the traditional presence of
genuine solidarity and empathy, derived from the prevailing
mentality of helping “those in need”, but, as one interviewee
put it “This is something that is not really new to us, it was
already in place during the previous system”.

lished integrated environmental licenses, actually forced
the companies to start implementing a comprehensive
approach for pollution prevention and control.
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Some of the responses point to:
• Improving the company’s image;
• Financial benefits for the company in the longterm;
• Improving the communities’ wellbeing that will lead
to better working conditions for the companies
themselves;
• Improving the overall economic and social conditions;
• Helping the society and the users of products and
services;
• Genuine altruism and the desire to help the ones
that are in need;
• “The good deeds that are done”;
• The positive feedback from the citizens;
• The feeling of pride accompanied with exercising
CSR practice;
• Going beyond profit making and contributing to
the wellbeing of the community.

• Lack of understanding of the concept of CSR, its scope,
and the business case for CSR. During the interviews
considerable number of managers when asked “Why
do you/don’t you engage with CSR issues in your company?” stated that they haven’t encountered the term
“corporate social responsibility” before. Others pointed
that they have heard the term, but are not sure what it
includes. We found ourselves in a situation of having
to constantly explain the essence and the scope of
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the concept. In addition, those that were familiar with
the term and its meaning often portrayed CSR as an
add-on to business, and not as a tool for supporting
and achieving the strategic goals of the company.
Surprisingly, even employees in companies perceived
as CSR pioneers and early adopters, in some instances,
failed to see the economic justification for their CSR
involvement. In marketing terms, if we tie the adoption
of CSR to the AIDA model (Awareness, Interest, Desire,
Action) in a fairly large number of companies the phase
of creating awareness is yet to be completed.
• Volatile business climate. The instability and the uncertainty of the business climate contribute to some extent
to a short-term as opposed to a long-term focus in
business strategies and practices. This has a particular
negative bearing on the introduction of CSR, as the
benefits of sound CSR practices can be expected only
in the long run. During an interview with a manager in
a renowned bank, the interlocutor maintained that “it
is too early to consider introducing the concept of CSR
since the general business climate is more burdened
with other priorities, and it is hard to make a profit”.
“For instance, during the nineties the focus was on the
privatisation and transition to a market economy and
in the following decade companies struggled for survival in the difficult conditions related to the unstable
political situation. CSR can come on the agenda later
on, related to the fulfilment of the requirements of the
accession to the EU and the adoption of EU standards
and practices. Maybe starting from 2010 it would be
realistic to expect that the companies will have money
and time to devote to CSR.”
• Lack of socially responsible investors. Socially responsible
investments constitute a major driver to raising awareness for and promoting the practice of CSR in developed
countries. In FYR Macedonia, that is not the case, and
socially responsible investment is still in its rudimentary
stage. The predominant socially responsible investment
practice we’ve encountered is the simple act of refraining
from financing blacklisted industries by certain banks.
This refers to the tobacco industry, the production and
trade of weapons, hard liquor production, casinos and
betting companies. For instance, during our interview
with Invest banka we found out that the bank has a
blacklist of industries not eligible for financing.

It is indicative that the bank performs in this way only
with regard to credit lines provided through EBRD,
which points to the immense potential influence that
foreign financial institutions could exercise in this regard. Another example among these lines is the similar
policy established by the Procredit Bank, entirely owned
by foreign investors, (EBRD is among them), which
concerns the entire credit portfolio. Besides the simple
form of screening and this rare example of shareholder
advocacy, socially responsible investment strategies,
especially community investment and social venture
capital, are virtually absent in the country.
• Low level of awareness and weak enforcement of consumer
rights and lack of consumer activism. It is indicative that
none of the interviewed companies touched upon
the issue of consumer rights both as a reason for their
involvement and as a driver for the promotion of CSR.
It is obvious that companies pay little attention to
the observance of consumer rights, that consumers
themselves are not often aware of their rights, and
that the willingness and the enforcement capacity of
the government in this area is weak. As a consequence
another key element of external pressure to implement-

INTRODUCTION TO ECO-LABELLING
What is an eco-label?
The term refers to a voluntary seal or logo suggesting to
customers that a product or service is environmentally
friendly, i.e., has reduced negative environmental impact.
These environmental claims can be self-declared or verified by an independent body. There are numerous nationally and inter-nationally verified eco-labeling schemes.

EU scheme
The European Union Eco-label is a voluntary European
scheme designed to encourage businesses to market
products and services that are verified to be kinder to the
environment, and for consumers and purchasers to easily
identify them through the Flower symbol.

perform that function. Currently, the Stock Exchange
does not serve its primary function of providing additional capital.

Furthermore, consumers’ considerations are generally
price-driven, and instances where they pay attention
to the social or environmental impact of products or
companies are almost non-existent. This can be supported by the results of the interviews which show that
the use of environmental, and social labels is virtually
absent among local companies.

On the other hand, the banks with their policy of
providing loans under unfavourable conditions (high
interest rates, short maturity periods, and high collateral requirements) are averting companies from using
this source of funding. Under these circumstances, the
companies often have to rely on their own sources. As a
result there is no substantial external pressure or incentives for companies to fully implement the concept of
CSR in their behaviour.

Furthermore, a lot remains to be done for improving
corporate transparency which became quite evident
from the company interviews. For example, some
interviewed managers even refused to cite their companies annual turnover which reflects the current level
of low public disclosure practices. Generally speaking,
companies have a long way to go to accept the notion
and need for reporting their environmental and social
performance. In addition, the protection of minority
shareholders rights and shareholders advocacy have
not yet reached the level necessary to promote and
practice CSR.
• Lack of dominant model of corporate governance/funding.
Local companies still lack a dominant model of corporate governance and control. For instance, unlike the
Anglo-Saxon model of governance that is characterized
by widespread shareholding of equity where the stock
exchange is the dominant mechanism for determining
business success or failure (through the level of attractiveness of companies’ shares), or, for that matter,
the dominant approach in continental Europe where
the financial institutions are the decisive factor, in FYR
Macedonia neither the stock exchange nor the banks

8. CSR development in the regional context10
Corporate social responsibility is a relatively new phenomenon in Central and Eastern Europe. Since the transition,
economic survival was a continuous challenge to local
enterprises, particularly SMEs, leaving them little time
and resources to pay attention to social or environmental
responsibility. The general public did not put pressure
on companies to be anything more than profitable.
However, from the mid-90s, companies in the region
slowly moved towards a more long-term oriented way
of operation thanks to the stabilisation of the economy,
and the improvement of legal framework for employment, social protection, environmental and management
standards. In addition, the establishment of business associations and civil society organisations helped breed
the CSR concept in the region with the support from the
international community.
The research11 in the eight Central and Eastern European
countries shows that the non-corporate actors, the traditional CSR actors in Western Europe, are either not so
well developed or absent in the region. In the EU new
member states and candidate countries, it is businesses
themselves – supported by international institutions – that
are the main actors in CSR promotion.
10

11
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• Weaknesses in corporate governance. The country is still
facing the challenge of improvement of corporate governance, which is particularly important for better behaviour
of firms and for private sector development. Although the
2004 Company Law removed a large number of barriers
to the efficiency of corporate governance, there is still
a need for resolving the principal-agent problem that
arises in terms of establishing effective mechanism for
managerial responsibility and accountability towards
shareholders (as internal stakeholders).
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ing CSR is missing. There haven’t been any instances of
consumers boycotting certain goods due to ethical or
other CSR related issues.

The following analysis is largely drawn from UNDP-EC, June
2007 “Baseline Study on CSR Practices in the new member states
and candidate countries”, Synthesis Report of National Baseline
Studies in eight countries: Bulgaria, Croatia, Hungary, Lithuania,
FYR Macedonia, Poland, Slovak Republic and Turkey.
The above mentioned research.
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However, companies in the new member states and
candidate countries do not experience a pressing need
to apply more responsible business practices and accountability measures. While a relatively strong uptake
of CSR strategies and a fair degree of good practice in
stakeholder dialogue was identified among interviewed
companies, many analysts are critical that most of the
claimed good practice by companies fits in the public
relations sphere and there is relatively little evidence of
outputs such as CSR reports or independent, formal or
informal assurance.
Governments
In most of the countries of the region, systematic government incentives and initiative are generally missing. Due
to the socialist heritage, there is a general perception, both
in the business community and the public at large, that
social responsibility and social caring is the primary role
of government.

In most countries a focus on CSR seems to be missing at
local government levels. There are some relevant initiatives (e.g., local community awards, stakeholder dialogue,
environmental awareness rising campaigns), but it is difficult to see any systematic activities.
Academia
Academia has played a significant role in the development in CSR in all the countries surveyed, more so than
in Western Europe. In the region there are an increasing
number of courses on business ethics and CSR offered at
undergraduate and graduate levels both at public and
private universities and business schools, as mandatory or
elective courses. Hence, CSR is being “main-streamed” into
formal education of future managers and economists.
FLAGSHIP EXAMPLES OF ACADEMIA INVOLVEMENT
Poland

The Business Ethics Centre (CEBI in Polish) was founded by
the Team for Business Ethics in the Institute of Philosophy
and Sociology of the Polish Academy of Sciences and
Leon Kozminski Academy of Entrepreneurship and
Management in 1999. The Centre is a research and
study centre for the development of CSR thinking in
Poland as well as a meeting place for business and
academic leaders looking to promote business ethics as
a basic condition for running a business in an efficient
and socially responsible way.

Lithuania

The responsibility for CSR as a public policy has been
assigned to the Ministry of Social Security and Labour.
A CSR strategy for 2006-2008 has been developed and
released. This is a leadership development in the Region,
which should set the course for future activities. There is
an inter-ministerial commission established to coordinate
policies and actions in this field.

FLAGSHIP EXAMPLES OF GOVERNMENT INVOLVEMENT
Poland

Lithuania

The Ministry of Labour and Social Policy with the participation of the World Bank and in cooperation with the Office
of Competition and Consumer Protection and the Ministry
of Economy has prepared a “guidebook” to support the
government administration in preparing the foundations
of public policy in regard to CSR. A governmental, crossdepartmental CSR Working Group has also been appointed
by the Department of Social Dialogue and Partnership in
the Ministry of Labour and Social Policy.
The responsibility for CSR as a public policy has been
assigned to the Ministry of Social Security and Labour.
A CSR strategy for 2006-2008 has been developed and
released. This is a leadership development in the Region,
which should set the course for future activities. There is
an inter-ministerial commission established to coordinate
policies and actions in this field.

The research showed that some stakeholders in the region look for a strong leadership role from government
in promoting CSR, which would include instruments such
as regulation, tax initiatives, subsidies, advantages in the
public procurement procedures, information, education,
etc. Others favour the opposite approach, emphasising that
the value of CSR lies in its voluntary nature, in their view.
Those with a less polarised position suggest that CSR does
not have to be regulated heavily but that the state should
provide an enabling environment.

However, even though academia is involved in the promotion of CSR some interviewees felt that this is not sufficient.
For example in Slovakia, even though several academic
institutions play an important role in promoting of CSR
through integrating into certain courses, they felt that academic institutions do not devote enough time to courses
on the actual social responsibility of companies and how
the implementation of CSR could be facilitated.
NGOs and business organizations
Generally, the civil society movement in most of the countries in the region is relatively undeveloped compared
to Western Europe. Those NGOs that are focussed on

The awareness, ability and organisational power of NGOs to
put pressure on business and government are still limited.
This is partly due to the underdeveloped NGOs scene in
general. There are relatively few self funding, independent
membership based organisations and existing NGOs commonly see the business community as a source of funding.
Some may claim that the cause of relative indifference
of civil society may also be the absence of community
action instilled during socialist times. Another legacy of
that era may be the feeling that people do not have the
power to promote change leading to acceptance of the
status quo.

Hungary

The Association of Conscious Consumers promotes environmentally conscious consumerism as well as ethical,
socially and environmentally responsible purchasing and
corporate activity, sustainable production patterns and
the awareness of rights and obligations of consumers.

Slovakia

Integra is seen as an important actor in the field of CSR
particularly because of its orientation towards small and
medium-sized enterprises, which differentiates it from
other non-governmental organisations. They published a
Manual of the ethical codex and social audit, which gives
SMEs advice on how to build an ethical and transparent
corporate culture. DEMOS Hungary, a member of the
Public Policy Network is active in bringing together
a coalition of experts to promote and educate on CSR
related practices.

Media
In most countries in the region, the role of the media in
promoting CSR is not well developed. Media rarely focus
on CSR in a systematic way resulting in generally low public
awareness about CSR. For instance, Slovak journalists were
said to have low awareness generally confusing CSR with
philanthropy. In Croatia, a general lack of investigative
journalists – hindered by commercial interests of media

In Poland there is growing quantity of articles connected
with CSR and the discourse concerns various scopes of
corporate business responsibility with the media mainly
focusing on negative aspects of business operations. This
is generally seen as driven by the low level of trust toward
business as a whole.
Another key issue is relatively strict legislation related to
advertisement. In Slovakia, this evokes fear of penalties in
case articles published on activities of individual companies
in the field of CSR are seen as unfounded. The situation is
even more complex in Hungary where one of the main
broadcasting companies was punished by the Hungarian
Radio and Television Association for a hidden advertisement
while reporting on a CSR event which prompted media to
publish CSR-related topics to attract the attention of society
to the importance of CSR and its communication.
International organizations
International organizations in the region are active supporters of CSR. Global Compact networks are one of the
main actors advocating CSR and providing support for
other CSR initiatives.
FLAGSHIP EXAMPLES OF INVOLVEMENT OF INTERNATIONAL
ORGANIZATIONS
Croatia

UNDP started a project that was instrumental in developing some of the first CSR resources in the country e.g.
a manual for implementing CSR in business processes;
advisory services on implementing CSR; training modules for companies now on the market; and a national
CSR rating system, which is now in its final phases of
development. The project has also specifically focused
on the development of the partnership projects aimed
at engagement of businesses in development.

Poland

The World Bank created the first stakeholder forum for
promoting CSR in 2002 in cooperation with Responsible
Business Forum. In the following years, the Bank continued
its support by organizing conferences and meetings, as
well as by carrying out the first regional research on
attitudes towards CSR. UNDP is extremely influential
both in raising general awareness but also on specific
issues such as human trafficking. It is funding a wide
range of projects in partnership, each focused on relevant
national CSR issues.

b. BACKGROUND with analysis of the context

FLAGSHIP EXAMPLES OF INVOLVEMENT OF NGOs AND
BUSINESS ORGANIZATIONS

owners – results in a lack of in-depth, more sophisticated
coverage of CSR issues and scrutiny of the corporate CSR
reports.
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CSR related issues are less numerous and fall into two
main groups. The first performs a watchdog role through
monitoring and public criticism of the actions of individual
companies, or lobbying for legislative changes aimed at
regulating the behaviour of businesses. The second promotes inter-sectoral partnerships, corporate philanthropy
and community investments, and is more prone to direct
engagement on CSR initiatives.
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C. KEY NON-CORPORATE ACTORS IN
CSR PROMOTION

We never conduct our CSR activities on our own, but in
cooperation with the local community, municipalities
and NGOs in order to avoid giving these activities a
negative, commercial tone.
Manager in a large municipal-owned public utility company

The key stakeholder organizations in the context of CSR
can be divided in the following categories:
• Business and professional associations;
• Branches of international business associations;
• Trade unions;
• National government;
• Local government/Municipalities;
• Non-governmental organisations;
• Media;
• Academia.

1. Business and professional associations

In the area of establishing general or industry specific
voluntary CSR standards, the Macedonian Association of

It asks the media, along with advertisers, to measure each
new message within the frames of the Codex regulations
and, in cases of obvious attempt of breach of regulations,
it obligates them to refuse its publishing and immediately
inform the client and the Ethics Court of MAAM. However,
examples of practicing this measure could not be found.
The Association of Private Meat and Dairy Processors in
the country, which has over 90 members – processors
from both industries – and is the biggest food industry
association in the country. The Association awards Seal of
Quality certificate to domestic dairy and meat products
with a proven and consistent quality. Among other things,
the goals of the Seal of Quality Program are to:
• Improve both real and perceived quality of domestic
meat and dairy products, and
• Build consumer awareness and confidence in quality
of Seal of Quality products.
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The following business and professional associations are
involved in the promotion of CSR:
• The Macedonian Chambers of Commerce – the
relatively new and growing business association
comprised mostly of small and medium enterprises
– focuses primarily on CSR awareness raising. For
example, in May 2005 the Chambers organized a
conference on social aspects of enterprise restructuring and social responsibility in SMEs. The conference
was attended by approximately 100 representatives
from businesses, international and non-governmental
organizations, state institutions, trade unions and
educational institutions.
• The Economic Chamber of Macedonia – the oldest business association perceived in the public as
a representative of the interests of larger, mostly
former state-owned companies – focuses on CSR
awareness raising and is involved in attempts to
establish anticorruption trainings.
• Macedonian Business Lawyers Association – a professional association – was involved in preparation
and delivery of training events, as well as publishing
articles on CSR in their “Business Law – magazine for
theory and practice of law”.

Marketing Agencies (MAAM) provided a good example
with the preparation of a “Codex: regulations for market
communications”. The Codex, adopted in December 2005,
contains an Advertising Codex and Codex Standards.
Fifteen marketing agencies, members of MAAM have
signed the codex, which defines the minimal ethical
standards that all actors in the advertising industry and
other forms of market communication have to abide by.
The Codex is, by shape and content, similar to the Code of
Standard Advertising Practice, which has been accepted
by the International Trade Chamber in 1973. Among other
things, the codex:
• prohibits misleading advertising;
• calls for honesty in dealings with clients;
• demands that advertisements are clearly designated
as such;
• stipulates that communication must not insult religious or atheistic feelings, encourage aggressive
behaviour and dangerous acts, or neglect safety
- particularly of children and youth;
• brands plagiarism as an immoral act.
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2. Branches of international business
associations

4. National government and
other regulators

As for the branches of international business associations are concerned, for the time being it is the American
Chamber of Commerce in the country that has the lead
in this field. The Chamber is a private business promotion and development organization that strives to foster
cooperation among its 38 member-companies and to
advance commercial and economic relations between
the United States and FYR Macedonia. They have organized two recent conferences focusing on promoting CSR,
especially among the business community:
• Corporate Social Responsibility: What is it? Why Do
It?, AmCham Business Today presentation, November
17, 2006. The event aimed to stress that CSR is not
just about corporate giving or sponsoring charitable
events and that companies that incorporate CSR into
their business practices can gain a real competitive
advantage that positively affects bottom line profits.
• AmCham Business Forum: "Integrating Corporate
Social Responsibility Into Your Company's Business
Practices", April 19, 2007. The Forum provided practical information on ways to implement CSR into
companies' business practices.

The national government (all three branches) has a prominent role to play in the area of creating an enabling environment for fostering CSR, through the legislative process, the
enforcement capacity, and the broad range of instruments
for stimulating responsible corporate behaviour.

3. Trade unions
There are three associations of trade unions in the country:
• Federation of Trade Unions;
• Confederation of Free Trade Unions;
• Union of independent autonomous trade unions.
Their main area of activity in the area of CSR is protection
of labour rights and representing and advocating labour
interests within the tripartite social contract that also
involves the employers and the Government. However,
for the time present, their activities are not aimed at
promoting the concept of CSR as such.

The new Programme for Stimulating Investment (20072010), prepared by the Ministry of Economy, for the first
time on the national government level is envisioning
measures specifically directed to CSR. The most important
activity under this programme is the establishment of a
coordinative body on CSR within the Economic-Social
Council of the Government.
Chapter 4.6 “Creating more favourable conditions for sustainability of the civil sector”of The Strategy for Cooperation
of the Government with the Civil Sector, accompanied by
an Action Plan for Implementation (2007-2011), prepared
by the Government (General Secretariat, January 2006)
incorporates:
• Creating a more favourable policy for indirect financing of civil society organizations (introducing
benefits from the income tax, VAT, property tax, etc.,
and stimulating the development of philanthropy,
social responsibility and volunteering);
• Monitoring the application of the present tax provisions addressing philanthropy and securing benefits
and stimulus for the legal entities and the citizens
to support civil society organizations;
• Developing cooperation with the legal entities in
order to stress their positive influence in the development of the community and mutually promote
greater social responsibility;
• Cooperation with legal entities and civil society
organizations to sustain/support programmes for
socially responsible enterprises.
The following activities are envisioned to be taken for
promoting philanthropy:
• Setting up an inter-sector working group for drafting
the amendments to the tax laws (income tax, VAT,
personal income tax);
• Plan for Monitoring of Implementation and
Assessment;

Exchange and should strictly publish all price sensitive
information.

The National Strategy for European Integration of the
country in the EU, Sector for European Integration, May
2005, includes reference on improving corporate governance within the context of needed business sector reforms.
Both mentioned strategies, remain to be implemented by
the Government.

The Stock Exchange managed to convince four companies
that it is in their interest to accept the new rules. The subsegment of super listed companies started to operate in
February 2007 and the share price of the companies has
risen since then.

The recent Law on protection of the environment established licenses for Integrated Pollution Prevention and
Control and it already has a major impact in terms of
making the businesses more aware of their environmental
responsibilities and in disclosing information on the level
of emissions by companies.

At the beginning of 2007 the Stock Exchange had two market segments: official and regular. Forty-three companies
were listed on the official market segment that included
companies that were most successful in terms of liquidity,
image, and abiding by the rules, but also companies that
were not transparent and were not prompt in observing
the rules. In 2006, striving to formally recognize these
differences between companies listed on the official
segment, the Stock Exchange started work to create a
new market sub-segment within the official segment,
introducing new obligations that would ensure greater
transparency. The analysis showed that approximately
twenty companies could qualify to meet the strengthened
criteria. The new “super-listed companies” should have
revised financial reports for the last three years, should
embrace the Corporate Governance Code of the Stock

5. Local government
In 2007, the UNDP Country Office in partnership with the
State Commission for Prevention of Corruption, Ministry
of Local Self Government and ZELS (Association of units of
local self-government) initiated a capacity-building project
for developing local policies and practices aimed at obtaining transparent and responsive municipal management.
The main objective of the project “Fighting Corruption to
Improve Governance” is to promote accountability and
transparency as indispensable pillars of local democratic
governance. This compels local authorities, private sector
and civil society to develop effective strategies for fighting
corruption and system for monitoring and reporting on
performance of local authorities.
In addition, in close partnership with the Association of
Local Self-Government Units (ZELS), this project is supporting the preparation of the Code of Ethics for Elected
Local Government Officials, based on best practices from
the region and the world, paying due attention to the
specifics and experiences of the country.
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In June 2006, the national Stock Exchange supported by
USAID and IFC published a Corporate Governance Code
for Listed Companies, which is a set of fifteen principles
and best practice provisions for managers, directors
and shareholders of joint stock companies. The Code,
based on the OECD Corporate Governance Principles
and best practices and the EU Action Plan for Corporate
Governance, introduces best practices to companies and
shareholders with a focus on the equitable treatment
of shareholders, the disclosure of information, integrity
and accountability of managers and directors, and other
aspects of good corporate governance that encourage
investor confidence.

Continuing its work in the area of improving the quality
of corporate governance of listed companies, the Stock
Exchange is in the process of establishing an annual award
for the most transparent listed company. The "Crystal
Bell" will be awarded for the first time in 2008, on the
basis of evaluation of behaviour in 2007. The selection
committee for the award consists mostly of external
persons and includes representatives of business sections of electronic and printed media, representatives of
investors, and representatives of investment consultants,
analysts or brokers.
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• Common inter-sector organization of events on promotion of philanthropy and social responsibility.
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6. Non-governmental organisations
From the relatively numerous population of NGOs in the
country, we can stress the importance of the following in
the area of promoting CSR:
• Consumers organization of Macedonia, an umbrella
association of local consumer organizations with a
membership of 3000 organizations and 800 individuals, which has prepared awareness raising campaigns
and publications on protection of consumer rights.
• Center for Institutional Development (CIRa), an
NGO spurred from the USAID-funded Institute for
Sustainable Communities, has a programme devoted
to researching and supporting philanthropy among
companies.

PROMOTING GOOD CORPORATE
GOVERNANCE

C. KEY NON-CORPORATE ACTORS IN CSR PROMOTION

The NGO “Transparency – Zero Corruption” joined hands
with representatives from the private sector, including the
Macedonian Chambers of Commerce and the Economic
Chamber of Macedonia, in order to develop and promote a
code of ethical conduct for companies. The aim is to initiate the implementation of the articles of the Declaration
on Zero Tolerance of Corruption, as previous initiatives in
this field referred only to the public sector.
Through a consultative process involving businesses from
various business sectors two codes were developed – one
for large companies, and another that takes into account
the specifics of SMEs.
In a further effort to improve corporate governance, the

7. Media
At the moment, the media are mainly focused on emphasising the negative practices concerning corporate behaviour,
especially with regard to labour rights, corruption, and
environmental pollution and degradation.
Among the media which focused on promoting the positive social aspects of business activities are:
• Kapital – leading weekly business magazine, with
the following topics: “Mr. Aron Cramer, President,
Business for Social Responsibility: We'll lead a better life if the Government and Businesses become
partners", "Corporate Social Responsibility: Usje offers
vocational training for youth from the Kisela Voda
municipality", "Trends - 'Green Marketing': 'Green' sells
better", “Mr. Jerry Greenfield: "The companies must
improve the standard of the environment in which
they are working on", "Climate change opens new
business opportunities: Even Wall Street is becoming
green", “Robert Braun: Accelerating CSR practices in
the new EU member states and candidate countries
as a vehicle for harmonization, competitiveness and
social cohesion";
• Utrinski vesnik - daily newspaper, with the following topics: "Corruption and Corporate Social
Responsibility: With efficient measures corruption
should become something that does not pay off".

NGO is also establishing annual certificates that will be
awarded to companies with best performance in the
field of good corporate governance, based on criteria on:
transparency; treatment of employees, customers and
suppliers; equal opportunities; observance of human
rights; protection of the environment; and involvement in
charitable activities.
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• Association for Protection of Shareholders’ Rights
“Akcioner 2001”, which is an NGO devoted to awareness raising and capacity building in the area of
protection of minority shareholders rights and anticorruption.
• AIESEC, the local branch of the international student
association, is also involved in awareness raising and
capacity building.

8. Academia
Academia played a pioneering role in introducing the CSR
concept in the country in March 2002. In this regard, the
Faculty of Economics, University SS. Cyril and Methodius
in Skopje was the first institution that promoted CSR on
a large scale, through the involvement in the World Bank

In November 2003 the Faculty of Economics in Skopje,
SS. Cyril and Methodious University, supported by the
World Bank Instutute, organized a public presentation
“Corporate Social Responsibility - Towards Sustainable
Business”, aimed at bringing the concept closer to the
public and to decision-makers.
Besides publishing books on CSR, and organizing events,
the Faculty of Economics in Skopje, is mostly focused on
education and vocational training in the area of CSR. That
is maybe the most important role of educational institutions – the introduction of issues related to CSR, corporate
governance, and business ethics into their regular curriculum, both at the undergraduate and graduate levels.
Currently two educational institutions – The Faculty of
Economics and The Faculty of mechanical engineering of
the University SS. Cyril and Methodius – have implemented
CSR issues in the curriculum:

• University SS. Cyril and Methodius, Faculty of Economics
in Skopje:
a) “Management”, separate item on CSR in the curriculum.
b) “Strategic Management”, separate item on CSR in
the curriculum.
c) “International management”, separate chapter on
CSR of MNCs.
• University SS. Cyril and Methodius, Faculty of mechanical
engineering:
a) “Basics of management”, separate item on CSR and
business ethics.
Although formally not distinguished in a separate item in
the curriculum, the following subjects, at the Faculty of
Economics in Skopje, also mention CSR issues:
a) “Strategies of International Economic Relations”;
b) “Management of small business”;
c) “Entrepreneurship”;
d) “Agricultural policy”.
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Institute six-week Interactive Future Leaders’ E-Conference
on CSR and the publication of a book on the topic.
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Offering a high-quality and healthy product
without disturbing the environment and enabling
and continuous improvement of the wellbeing
of our employees is our strategic aim and
determination.

D. GOOD PRACTICES OF CSR
IMPLEMENTATION

Manager in a medium-sized manufacturing company

1. Cosmofon Mobile telephone services AD
Skopje: A formalized approach to CSR

The company engages in CSR out of conviction that it
is a part of the society and has a responsibility not only
towards the telecommunication market, but also towards
society at large. The activities in the area of CSR are seen
to be undertaken on behalf of the clients that consider
themselves as a part of the company, and thus when the
company donates for charitable purposes, they feel as if
they directly contribute to the society. On the other hand,
the stakeholders also develop a feeling that they are a part
of a company that cares. The involvement in CSR is part of
the overall image of the company, and the public, clients,
and citizens look upon it as a human being, with a human
face and a character, and are proud to be a part of it. In this
way Cosmofon maintains that it will also enhance customer
and employees’ loyalty. Cosmofon does not feel pressure
from stakeholders to act more responsibly, however it would
still like to re-establish the trust of the people that things
can be done from altruistic motives, to provide help where
needed, and not just as a promotional activity.
12

As a part of an EU-based multinational company, Cosmofon
is a good example on how MNCs can promote CSR principles and standards in the host country. In this particular
case it is the EU standards and principles, since the mother
company comes from an EU member-state.
Cosmofon is sensitive toward stakeholders concerns, and
endeavours to obtain insight through conducting surveys,
direct input from employees, and frequent evaluations of
the results. The CSR program is instrumental in undertaking
specific activities on environmentally friendly behaviour, improving urban conditions, and setting urban rest areas.
In relations with suppliers and stakeholders, Cosmofon demands that the other party abides by the established standards. Specifically as a part of supply-chain management the
company includes provisions on good corporate behaviour
in the cooperation agreements with suppliers. Furthermore,
it is maintained that the supplier and external collaborators
have the same rights as the employees of the company.
With the aim of achieving transparency, the CSR report is
part of the formal annual financial report of the company.
Cosmofon also prepares regular monthly and quarterly reports to the Board of Directors on undertaken CSR activities.
The company sets quantified objectives with regard to CSR,
and they are included in the operational plans (quantitative reporting line). Attempts are made to put a financial
value to the improvement of the CSR performance of the
company.

D. GOOD PRACTICES OF CSR IMPLEMENTATION

Unlike the overwhelming majority of companies in the
country, Cosmofon has a formally adopted CSR strategy,
prepared in cooperation with consultants, which clearly
defines actors, responsibilities and procedures. The mother
company, Cosmote group, has an individual in charge of
CSR, and on the local level all the sector managers are
responsible for different aspects of CSR. For example, the
technical department manager deals with issues related
to the environmental protection during the set-up of the
networks, the Public Relations manager is responsible for
communication and publication of information on CSR
activities, and the marketing manager communicates the
strategy of the company in commercial interactions with
external parties. The departments communicate among
themselves and coordinate their activities.

As main drivers for the promotion of CSR, Cosmofon
emphasises the following ones:
• The good deeds that are undertaken;
• The positive feedback from the citizens;
• The sense of pride of persons and entities inside and
outside of the company;
• The financial benefits.
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These good practice examples, identified within the scope and methodology of the study, are based on accounts of company managers and have not been subject to CSR assurance. The examples refer to specific practices and do not imply that the overall company’s
CSR performance is high.
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As good examples of CSR activities the company emphasised the campaign for improving the conditions in the
homes for senior citizens under the heading “We’re all their
children”, where people could donate money through a
designated telephone number, set-up and promoted by
Cosmofon.
In the context of the existing economic situation in the
country, and the constant complains from managers on
lack of funds, it sounds as and interesting statement that
the implementation of CSR basically is not that much
constrained by financial impediments, but by the lack of
resolve and initiative, the insufficient knowledge in this
area, and lack of understanding of the importance of
the engagement of businesses in the resolutions of the
problems of the society.

2. Stopanska banka AD – Skopje:
implementing the UN Global Compact
principles
Stopanska banka AD – Skopje as one the most active
participants in the national network of the UN Global
Compact, undertook comprehensive activities to implement the ten socially responsible principles to which it
committed itself. Thus, CSR was not only included in the
values and the mission of the company but became an
integral part of everyday business.
The Bank reviewed each of the principles in light of its
business operations in order to determine their relevance
regarding the specific business activities. In the areas that
were identified as affected by some of the principles, practical steps were taken in order to translate the commitment
into action. For example, the principles were included in
the code of ethics of the company.
Furthermore, the Bank established a system for measuring
its performance in implementing the Global Compact by
tracking the outcomes of its CSR activities.
The company is also a leader in CSR reporting in the country, as it not only publishes a communication of progress
in the implementation of the ten principles, but it also
includes information on its CSR programme in the annual
financial report. Information on CSR, which is available
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on-line, is discussed in the board and is adopted by the
shareholders assembly.
The leading position of the company in this area is seen
as a natural outcome of the management’s commitment
and support to the concept of corporate social responsibility. In this regard, a significant contribution can also be
attributed to the cooperation with international financial
institutions (EBRD and IFC), which require compliance
with the standards.

3. AD Mepso: The importance of
foreign support in implementing CSR
AD Mepso, as a state-owned company, is an interesting
example of the importance of the support from foreign
institutions in establishing CSR practices in a large local
company. Although stating that they are not thoroughly
familiar with the comprehensiveness of the concept of
CSR, they have already undertaken activities that fall in
the category of somewhat advanced CSR practice.
For instance, the company has received financial support
from the Canadian Government and the European Bank for
Reconstruction and Development in order to introduce ISO
14001 environmental management system, and to prepare
a formal Environmental Policy - that was adopted by the
Board of Directors on November 17, 2006. The policy is
published on the corporate web-site and is placed at main
entrances in their buildings. This year the Environmental
Policy was included in the annual financial report, and the
plan for the next year is to prepare a formal environmental
report to be published also within the annual financial
report. Also the Canadian government provided assistance for a preparation of corporate strategic plan, which
encompasses the following principles:
• Establishing long-term co-operative relationships
with all employees, customers, suppliers and other
stakeholders;
• Creating a working environment that removes barriers to effective performance and which fosters
mutual respect, trust and open communication;
• Providing opportunities for all employees to develop
their full potential;

The company has also developed formal rulebooks on
employee safety and conduct that are signed by the employees. Each employee has to pass an exam executed by
a special commission in order to verify their knowledge of
the rules and procedures. The company also established
a system of rewards and fines that stimulates employees
to act responsibly.

As a rare example of a company that has employees that
deal with CSR issues, an informal team of four people is
established within AD Mepso – a coordinator on environmental protection, a coordinator on fire-protection, a
coordinator on investments and the head of the development sector – that is in charge of CSR issues. Furthermore,
AD Mepso is preparing a new organizational structure
envisaging the creation of a department for environmental
management, management of occupational safety and
fire protection, and a department for quality management
and standards.
As main drivers for these activities and projects in the area
of CSR we’ve identified the following ones:
• The image and the reputation of the company. It was
emphasized that they want to be seen as an environmentally responsible company and in general as
a good company. In the words of the interviewed
person “AD Mepso is the face of the country and we
want to present a good face”.
• Influence from foreign financiers. Ad Mepso’s CSR, and
especially environmental activities, are strategically
oriented towards financiers. For example, the environ-

4. Melnica Kadino DOOEL Skopje:
A small company with a formidable
sense for CSR
In order to document important good practices of small
companies, a supplemental interview was made in Melnica
Kadino DOOEL Skopje, which represents a good example
of a small company (18 employees and 10 seasonal workers) engaging in CSR.
The Melnica Kadino DOOEL Skopje manager maintains
that his company is engaging in CSR in order to contribute
to the creation of a more humane society, and to build a
good reputation for the company which is important for
the survival on a competitive market. “Our guiding motto
is – the hand that gives does not get impoverished.”
Furthermore, as the executive director stated: “Our company is also a company of our employees, and of the other
stakeholders as well.”The reasoning of the executive, with
regard to the perceived benefits of the involvement in CSR
activities, also deserves to be quoted: “The smiling faces
of the financially vulnerable families, after they receive
a donation in flour and baked goods from our company
are our benefit.”
The company has a policy that sets a responsibility for all
the employees, and which spells: “The consumers have a
right to a healthy and good quality food”. Melnica Kadino
DOOEL Skopje is finalizing the process of implementing
ISO 9001:2000, HACCP and ISO 22000:2005. The management rewards the good working of the employees and
their humane attitude towards the society. The stance is
that corporate social responsibility should be a result of
the activities of all the employees, and not something
imposed by the management.

D. GOOD PRACTICES OF CSR IMPLEMENTATION

With financial support of 800,000 euros, donated from the
Global Environment Facility Trust Fund of the World Bank,
AD Mepso with the privatized Toplifikacija AD (heating company from the capital) has created a joint venture – Energy
Service Company (ESCO). This public-private partnership
aims to create projects for decreasing the consumption of
electricity, which is in short supply, by increasing energy
efficiency through insulation of buildings.

mental policy was adopted partly as a result of pressure/requirements and support from the European
Bank for Reconstruction and Development.
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• Improving continuously the safety and health of
employees;
• Involving employees in the decision making and
planning processes;
• Providing fair and equitable treatment to all.

It is remarkable that a small company showed greater
sense of transparency than large companies in disclosing
their annual CSR budget, ranging between 30,000 and
50,000 euros. The documents of the company are open
to inspection to interested parties.
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Other examples of CSR activities of Melnica Kadino DOOEL
Skopje are the following:
• Once a week the employees gather to play football.
The aim of the management is to build a friendly
spirit among the employees.
• Donations in flour and baked goods to financially
disabled families, and to the shelter kitchens of
the churches of St. Peter and Paul and St. Petka in
Skopje.

5. Skopski saem DOO:
CSR agenda through consulting with
stakeholders
Skopski saem DOO is an interesting example of establishing a CSR agenda through engagement with different
stakeholders, unlike other companies that rely on their
own judgement. In this regard the company consulted
with the Ministry of Labour and Social Policy in order to
determine where to allocate the donations they intended
to make on the basis of the most pressing needs of the
local community. They were provided with an answer
suggesting to get involved in the scheme “Home – family” for raising abandoned children in foster families. The
company decided to abandon the practice of allocating
funds for unspecified promotional costs and to channel
them to the families included in the mentioned scheme
instead.
The company also consulted with the Centre for social
protection issues in order to determine a list of socially
vulnerable groups that should be invited to a New Year
Eve gathering organized by Skopski saem DOO.
The stated involvement in the area of CSR arose as a
result of the need for creating positive social conditions
that was identified as a priority issue for the company’s
stakeholders. It is a regular practice for the company to
donate space and equipment for organizing humanitarian
concerts. Aiming to improve the social structure and the
level of social inclusion, Skopski saem DOO established a
recruitment approach that gives preference to employing
children of existing company’s employees with lowest
salaries.

6. NLB Tutunska banka AD:
Supporting business goals through CSR
As one of the largest commercial banks in the country,
owned by foreign entities, NLB Tutunska banka AD Skopje,
represents another good example of having a broad
understanding of the benefits of CSR. The strategy of the
company includes the CSR values and the interests of the
stakeholders. The perceived economic benefit of the CSR
involvement is the creation of value added. The transfer of
knowledge and positive practices are seen as contributing to increasing the overall positive performance. They
maintain that CSR involvement must come not only out
of the need to improve the financial performance, but
also to contribute to the overall wellbeing.
The program on CSR supports the strategic goals of
achieving a satisfactory market share, high level of service
standards and quality of products, creation of a recognizable brand and the satisfaction of the “internal public” (the
employees). The company has achieved a remarkably low
employee turnover – the employees almost exclusively
leave the company due to reaching retirement age and the
number of employees increased fourfold since 2000.
As for the interaction with stakeholders, the Bank emphasises the fact that they have a guideline on communicating with the “external public” and a code of ethics that
regulates the communication with the clients. In the local
bank branches the clients can fill in questionnaires with
regard to their customer satisfaction. In its communication with other stakeholders the Bank receives proposals
on financing various projects with regard to preserving
and promoting the cultural heritage of the country. The
European Bank for Reconstruction and Development, as
one of the financiers of the Bank, requests that financed
projects should include elements of CSR, and that is one
of the positive impacts derived from the foreign credit
lines. In this regard, all the financed projects must include
the component of environmental protection and prevention of use of child labour and any form of discrimination
(gender, ethnic, religious).
Through the communication with stakeholders NLB
Tutunska banka AD Skopje identified the following priority issues:

The Bank uses the positive practice of the NLB group, its
mother company, in order to shape and improve its CSR
program.
It is worth mentioning that the Bank has a separate budget
for conducting surveys on client and employee satisfaction that are carried out by professional market research
agencies. As part of the efforts to evaluate its results,
NLB Tutunska banka AD Skopje is planning to prepare
a system for quantification of the improvements of the
CSR performance.
Interestingly enough, the company, answering the question on good practice examples of CSR, put itself as a
good example.
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• For its employees – education and additional vocational training;
• For the clients – prompt and good quality products
and services;
• For the shareholders – transparency.

D. GOOD PRACTICES OF CSR IMPLEMENTATION
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E. ANALYSIS OF CSR
IMPLEMENTATION CAPACITY

The main obstacles to promoting CSR in the country
are the lack of knowledge on the essence and the
scope of the concept and a lack of initiative to
undertake collective action.
Representative of a large bank, subsidiary of an MNC

1. Business and professional associations

3. Trade unions

Business and professional associations have a relatively
important role to play in awareness raising among their
members. Also, business partnership organizations try to
contribute by introducing norms of behaviour, though not
sufficiently. Their impact could be enhanced through their
more active involvement in the establishment of general or
industry specific voluntary standards in the area of CSR.

The trade unions in the country still have a marginal role
in promoting CSR concept and practices. The privatization,
in a way, lead to diminishing of the power of trade unions,
due to restrictions in trade union activities imposed by some
owners of privatized companies – especially the small and
medium-sized, and labour intensive industries. The trade
unions leave the impression that they lack the necessary
capacity to use the CSR concept as a mechanism to promote
and protect the interest of their members.

2. Branches of international business
associations
The American Chamber of Commerce in the country can
exercise even bigger influence in presenting the experience
and good practices of US companies in the area of CSR.
Based on their involvement in organizing events aimed at
promoting CSR, it can be said that they possess the necessary knowledge and can provide access to internationally
relevant organizations and individuals in the field, through
appropriate networking.
Other potential actor that can play a role in promoting CSR
in the business community is the national branch of the
European Business Association. Although presently not
active in this regard, the Association can introduce relevant
practices from the EU member-countries, and thus assist in
the implementation of relevant standards in the Macedonian
business community.

4. National government
The main laws that directly influence the local context for
CSR, are subject to frequent changes, which complicates
their implementation. The legal system doesn’t apply the
rule of law and protect property predictably and fairly, thus
affecting business confidence and averting quality investors
who care about social responsibility.
The six main areas through which we assess the implementation capacity of the government with regard to CSR are:
• Rule of Law. The capacity of the state and political structures has an important impact on the effectiveness of law
enforcement. However, in the country the independence
of the judiciary from the executive branch and politics is
still not quite achieved. The quality of law enforcement is
at least of equal importance as the extensiveness of the
law. Good laws cannot substitute for the absence of effective legal institutions. In this regard, the application of the
law and the performance of the judiciary/legal institutions
are not satisfactory. The unreliability of legal and judicial
institutions affects businesses’ confidence and its readiness
to fulfil social and environmental responsibilities.

E. ANALYSIS OF CSR IMPLEMENTATION CAPACITY

The Council of Foreign Investors in the country , which
includes representatives from large multinational corporations that have invested in the country, has also a role to
play in the near future. A considerable number of these
multinational companies have developed CSR programmes
in other countries in which they operate and have access to
CSR knowledge, tools and practices.
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E. ANALYSIS OF CSR
IMPLEMENTATION CAPACITY

• Regulations and standards. Regulation, competition,
and standards work as a system, and complement
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each other to shape the behaviour of corporations and
their CSR strategies. The companies outlined that, in
many instances, the government responses have been
inadequate to address public concerns about CSR.
Although the government tries to play a role in making
sure that economic growth is based on the sustainable
use of natural resources and that environmental costs
are taken into account, it still remains to demonstrate
consistency and resolve in its policies and programs.
Furthermore, regulators and supervisors don’t have
the necessary political, human, and financial resources
and lack the necessary support from the public and
media. Interviewees pointed out that regulators do
not incorporate economic incentives with regard to
CSR. For instance, several of them asked “Why should a
company be responsible? Will it pay lower taxes?” This
leads to a conclusion that a government policies lack
a complementary mixture of laws and incentives for
companies to take voluntary actions. The contribution
of the national government can be further strengthened
by creating an appropriate regulatory framework that
will provide stimulations through the tax exemptions,
and through the public procurement procedures.

E. ANALYSIS OF CSR IMPLEMENTATION CAPACITY

• Promoting competition. The interviews showed that companies consider open and competitive markets as powerful prerequisites for CSR. In addition, they also consider the
role of the Government in creating enabling environment
for competition to be important but still insufficient. On
the other hand, they seem to be aware that competition
and citizen pressure (through choices) can force them
to behave more responsibly. Competition is critical for
creating choices for citizens, new entry to the industry,
and new opportunities and incentives for corporations
to improve productivity and adopt best practices. For the
time being, competition and trade policies fail to pressure
companies to improve corporate performance, take into
consideration the interest of stakeholders and channel
initiatives in socially useful directions.
• Promoting sustainable growth. The government of the
country is far from providing an environment that encourages sustainable development, including CSR. It
lacks a capacity to assist in resolving conflicts of interest
between different stakeholders and a political system
that gives a voice to all segments of society, particularly
poor people. The quality of governance is critical to the
functioning of the corporate governance system approach
to CSR. Corruption has a strong negative impact on various
aspects of CSR. For example, it has been identified as one
of the main causes for firms’ not being part of the official
economy and therefore, not being interested in sound
business practices.

• Lack of commitment. It is important for governments
to recognize the competitive advantage of CSR, to
have a strategic focus and demonstrate commitment
to CSR. Experiences from the UK, Denmark, and the
Netherlands, for example, provide best practices and
learning opportunities. Some examples indicate that
there is a lack of demonstration of commitment on the
part of senior government officials, which should be an
initial step in the engagement of the Government in the
area of CSR promotion. This lack of commitment, leads
to a situation in which the rare examples of putting CSR
issues in official documents are induced by initiatives and
proposals of international organizations that are active
in this field. For instance, the envisaged CSR activities
under the new Programme for Stimulating Investment
(2007-2010), prepared by the Ministry of Economy, were
based on a proposal coming from the UNDP country
office.
• CSR and the organizational structure. Regarding the organizational structure, there is no body in the Government that
is in charge of CSR issues. Also, there are no appointed
officials that deal specifically with promoting CSR.

5. Local government
With the process of decentralization the municipalities
obtained new functions and increased powers to influence
the economic and social life in the local communities,
especially in the field of education, urban planning and
environmental protection. However, there is a need for
their more active involvement in establishing private-public
partnerships on the local level, which would include the
CSR concept and practices. In order for the local government to participate in CSR promotion there is a need for
transfer of knowledge on the concept, and for establishing an integrated approach to CSR issues within the local
context. In this regard, it would be useful to have persons
in charge of CSR issues in the local administration.

6. Non-governmental organisations
Non-governmental organizations, as the most prominent
CSR drivers in developed civic societies, have an outstanding role in awareness raising, advocacy, monitoring of
corporate behaviour, creating partnerships and “whistleblowing”. However their influence in the country still
remains limited due to difficulties in providing stable and
sustainable funding, and in countering the scepticism

Although there are NGOs involved in CSR promotion, in general they still lack the necessary skills to engage in dialogue
with business and business associations and build publicprivate partnerships aimed at addressing CSR issues.

ingly being included in the curriculum of certain faculties,
but this process needs to be broadened to include most of
the relevant courses and disciplines. These activities need
to be coordinated on intra-university and intra-university
level in order to ensure a comprehensive and standardised
approach consistent with the local context and the leading
global practices.

7. Media

9. The business community

Free and effective media, along with a politically active civil
society, can represent and advocate public interest and are
central to making the business and the state more responsive
and responsible for the social and environmental impact
of their activities.

The representatives of multinational corporations in the
country are, generally speaking, more familiar with the
concept of CSR and the business case for the implementation of CSR principles. Foreign companies, particularly big
ones with high international reputations, can play an important role in bringing and disseminating best practices
regarding CSR.

8. Academia
Although academia have a role to play in creating and
disseminating CSR knowledge, the higher educational
institutions, with some exceptions, still have a modest
impact on the improving the CSR agenda. CSR is increas-

In domestically-owned companies the level of awareness is
higher among employees in large companies, especially in
the service sector (banking and insurance industry, telecommunications). On the other hand, most of the companies
equate the involvement in CSR with donations, sponsorships
and charitable contributions. Only few companies are developing a strategic approach towards the practice of CSR.
Financial institutions are increasingly pressing companies
to go beyond short-term financial results and address CSR
in a more systematic way, mostly due to risk management
considerations.
The capacity of the business sector to implement the principles of social responsibility is reviewed in greater detail
in the following section.

E. ANALYSIS OF CSR IMPLEMENTATION CAPACITY

As the country is in the initial phase of incorporating CSR
principles in business strategy and everyday operations, the
role of the media is crucial. Given their power to influence
public opinion and to induce change, the media can provide
impetus to the promotion of CSR. The media, especially
the ones specialized in the business field, can do more to
emphasise the benefits of implementing CSR practices
and in presenting good examples in this sphere. In order
to fulfil this role, the media need improved knowledge on
the scope of the CSR concept, and the leading practices in
the developed countries.
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among the general population on their role in the society,
as well as the lack of civic initiative.
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It is not a question of whether businesses will
consider CSR. Businesses must not avoid CSR.
They are part of a wider mosaic.
CEO of a large national retail company

n=61

Yes

No

100%
90%

85.2%

100%

91.8%

100%

100%

F. COMPANY ENGAGEMENT WITH CSR

57.4%

80%
70%
60%

1. Assessment of dimensions of CSR
50%
engagement

Strategy

40%

The following chart, based on the interviews with compa30% and the AccountabilityRating™ framework13,
nies’managers
presents 20%
the dimensions of CSR engagement and summarises the main findings of the survey.
10%

0%

14.8%

8.2%

Global Compact

ISO 14001

EFQM

When assessing companies’strategies, as a dimension of CSR
engagement, the following issue is raised: Do companies’
core strategies seek to achieve social and environmental
targets as well as financial ones? An effective CSR strat42.6%
egy ensures that the core business
strategy reflects the
organization’s CSR objectives. This includes not only the
mention of CSR in companies’ mission/vision statements,
EMAS but alsoSAdemonstrating
8000
Otherplans
initiatives
or profiles,
for implementing
such commitments.

BASELINE STUDY ON CORPORATE SOCIAL RESPONSIBILITY

Chart 3: CSR Initiatives
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A large number of interviewed companies, which stated
that they don’t have a formal CSR strategy, still pointed
out that CSR was taken in consideration as an instrument
for achieving the strategic goals of the company. This fact
paints a more favourable picture as it indicates having
a certain level of understanding and knowledge of the
essence of the CSR concept.
Although only 8.2% stated having a formal strategy for
managing risks and opportunities from CSR, 45.9% demonstrated efforts of introducing a CSR strategy. Nevertheless,
an equal percentage of interviewed companies still do not
have such strategy, nor envisage developing one.

Stakeholder engagement is a systematic interaction of a
corporation with its stakeholders in order to understand
and respond to concerns, appraise activities, policies and
programs and build trusting and mutually-beneficial
relationships.

A standardized approach

Stakeholder engagement

AA1000 Stakeholder Engagement Standard (AA1000SES)

The assessment of stakeholder engagement14 is based on
the following issues: Do the companies engage in dialogue
with people and organizations that have the ability to
influence, or may be affected by, their business? And do
companies fully understand and clearly disclose what is
important to these people?

and assuring the quality of stakeholder engagement.

This seems to be the strongest aspect of the CSR engagement of the interviewed companies. Only 8.2% showed
no sign of stakeholder engagement, as opposed to 47.5%
demonstrating good practice in this field, and 44.3% that are
in the process of developing proper stakeholder dialogue.
For example, one company, Skopski saem DOO could be
mentioned as an interesting example of establishing its CSR
agenda exclusively through engagement with its stakeholders. In one case, the company consulted with the Ministry
of Labour and Social Policy in order to determine where to
allocate the donations they intended to make on the basis
of the most pressing needs of the local community.

AccountAbility.

Whereas numerous companies presented examples of
some form of communication or even cooperation with
stakeholders, they often tend to disregard individuals,
groups and organizations that criticize their environmental
or social performance. The experience of such stakeholders
has shown that companies seek dialogue mostly when a
crisis emerges that is so evident that it can not be ignored
14
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INTRODUCTION TO STAKEHOLDER
ENGAGEMENT
What is stakeholder engagement?

Stakeholder engagement is only one of the six dimensions of
CSR engagement as shown in chart 1. The two terms should
not be understood as synonyms.

is a standard for designing, implementing, evaluating
The AA1000SES advances the right of stakeholders to be
heard, and the organizations’ obligation to adequately
respond to their concerns. AA1000SES is part of the
AA1000 Series published by the non-profit organization

or covered up. By doing so, they fail to establish sound
practices of risk management, protection of corporate
reputation and tapping into stakeholder ideas and specific
knowledge.
It should be noted that although companies demonstrate
a willingness to engage in communication with key stakeholders, the outcome of such interaction may not be in line
with stakeholder expectations. For instance, the companies
in the area of electronic communications, categorized
here as having good practice in the area of stakeholder
engagement, often provoke public complaints concerning the electromagnetic emissions, but the outcome of
the efforts to reconcile the different interests does not
correspond to stakeholders demands. Examples such as
this can be found in other industries indicated as having
good practice in this area.

The governance dimension of CSR engagement is considered on the basis of the following main issues: Do
senior executives properly consider stakeholder issues
when running the company and formulating corporate
policy? Are appropriate governance structures in place to
promote transparency and accountability?
CSR issues are increasingly beginning to be included
in the agenda of the boards of directors and the most
senior management committees. This demonstrates the
growing attractiveness of the CSR concept in the business
community. The results on the inclusion of CSR agenda
in the governance process show that the majority of the
interviewed companies (41%) offer no or little evidence on
this happening. However, almost one third of companies
demonstrate some progress in this field, and more than a
quarter have already developed good practices – which is
a relatively high percentage when compared with results
in other dimensions of CSR engagement.

INTRODUCTION TO CSR STANDARDS
CSR related standards may refer to systems for managing product quality and safety (based on standards or
guidelines such as ISO 9000, good manufacturing practice
– GMP, ISO 22000 or HACCP), environmental management
systems (based on ISO 14000 or EMAS for example), or systems for management of labour conditions and employee
safety (based on OHSAS 18000 or SA 8000).

What is a management system?
A formal documented structure of rules, processes and
procedures that managers adopt to ensure that an organization can fulfill all tasks required to achieve its objectives.

What is fair-trade?
The term refers to trading of goods that creates long-term
relationships between producers, traders and consumers
in a manner that ensures that producers work in safe and
healthy conditions, are paid fair prices and wages, and are
mindful of the environment. It also designates a social-responsibility movement that strives to improve the position
of disadvantaged workers and small scale farmers in developing countries, especially in the Southern Hemisphere.

A standardized approach
Fair-trade certification is a product certification system
designed to enable consumers to identify products that
have been produced and traded under fair conditions. The
International Fairtrade Certification Mark is a consumer label that guarantees the compliance of products
with international fair-trade standards set by Fairtrade
Labeling Organizations (FLO) International. There are
now Fairtrade Certification Marks on dozens of different
products, based on FLO’s certification for coffee, tea, rice,
bananas, cocoa, cotton, sugar, honey, fruit juices, nuts,
wine, footballs, etc.
panies, which have a person in charge of CSR on the level
of the group.

F. COMPANY ENGAGEMENT WITH CSR

The companies usually named the CEO and/or the managers in charge of public relations, marketing, and human resources as individuals in charge of CSR activities.
However, they still do not practice appointing a person
solely responsible for CSR. The only exceptions in this
regard being certain subsidiaries of multinational com-

INTRODUCTION TO FAIR TRADE
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CSR Governance

CSR performance management
When evaluating performance management with regard to
CSR the following question is addressed: Do the companies’
management processes, business standards, incentives
and targets seek to achieve social and environmental
goals as well as financial ones?
Performance management is obviously a weaker point
in the CSR practices of the surveyed companies, showing
that only 8.2% of interviewed companies have established
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proper systems, while 39.3% are on the way and 52.5%
demonstrated no efforts in this regard.
The most frequently cited management system used was
ISO 9001, followed by HACCP/ISO 22 000. Some managers
pointed out the high costs of obtaining and maintaining
certifications as a reason that restricts the adoption of
CSR related standards. These standards and other CSR
initiatives are examined in greater detail in the following
subsection.
The results revealed that companies need to put serious
effort in developing and tracking improvement targets
and objectives, as well as in establishing incentives and
support for managers, staff, and business partners to
achieve CSR objectives.

What is CSR reporting?
CSR reporting is the process of disclosing information and
producing and disseminating a written document or other
communications prepared to reflect the CSR performance
of an organization relating to its values, objectives and
targets.

A standardized approach
An international body, named the Global Reporting
Initiative (GRI), has developed and published a set
of universal guidelines for voluntary reporting by or-

The practice of quantifying performance improvements
on CSR issues is relatively unknown, and extremely rare
were the cases of companies putting a financial value
on CSR improvements. This further reinstates the lack of
strategic approach to CSR.

ganizations on the economic, environmental and social

When asked “Do you use any environmental, social or fairtrade labels on your products?” the overwhelming response
was “No”. Some of the interviewees even had a hard time to
grasp the very concept of environmental and social labels,
which can be illustrated by one response: “Each of our products has instruction on use attached to it.”The results of the
analysis of secondary sources showed that products with
environmental, social or fair-trade labels are exclusively of
foreign origin and that they hold a negligible market share.

communication on progress that signatories use to dem-

Public disclosure of CSR performance
The dimension of public disclosure of CSR engagement
is assessed through the prism of the following question:
Do companies report thoroughly on their social and
environmental performance as well as their financial
performance?
With regard to public disclosure the results illustrate a very
low level of engagement. Companies rarely practice issuing
formal CSR reports, and the publicly available information
regarding the companies is usually self-restricted to the
legal minimum.
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impact of their activities, products and services. The GRI
Sustainability Reporting Guidelines (G3) can also be
used to produce the Global Compact’s annually required
onstrate progress towards attainment of the ten socially
responsible principles of the Compact.
The culture of non-transparency can be considered as a
remnant of the socialist period, when it was an established
practice for polluters to conceal the negative environmental impacts and for company executives to suppress
social unrest, backed up by the authorities who protected
their image from being tarnished. During the transition
to market democracy this gave way to non-compliance
with legal requirements as a main reason for avoiding
public disclosure of economic, environmental, and social
performance of companies.
The overwhelming majority (75.4%) of interviewed companies do not have any practice of disclosing CSR information, while approximately one fifth are in the process of
establishing such practice.
Out of 8 companies (13.1%) stating to have a CSR report,
in three instances this refers to a communication of
progress in implementing the ten principles of the UN
Global Compact, and the other five reports were not
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Only two companies indicated having an environmental
report, and only one indicated using the Global Reporting
Initiative in the preparation of its CSR reports – but the
reports were not to be located. During the analysis of secondary sources it was established that the GRI Guidelines
are not yet translated in Macedonian language.
The other mentioned activities in the area of reporting
featured slightly better than the aspect of use of GRI and
environmental reporting, although the number of negative responses is still very high. It is worth mentioning
that among the answers one company (Stopanska banka
AD – Skopje) stated that it includes CSR related information in its annual financial report, aside from the formal
communication of progress with regard to the UN Global
Compact. Other two municipal utility companies stated
publishing an annual report on their work – including
certain aspects of CSR.

The situation is gradually improving due to the increasing intolerance to non-transparency by the investors, the
NGOs, the media, and the public at large. Changes in the
laws regulating environmental protection have, in some
instances, lead to a surprising opening up of companies
who shared their pollution data with other stakeholders.
Companies are beginning to understand the benefits of
credible reporting on their CSR performance.
Some subsidiaries of MNCs displayed certain extent of
alienation from the local environment, revealing that they
provide data on CSR performance only to their headquarters in order to be included in a group-level report. While
this is better then offering no information at all, it can not
be considered as a good practice. Local stakeholders are
just as entitled to being informed as foreign stakeholders are, and companies should communicate their CSR
performance directly to them.

F. COMPANY ENGAGEMENT WITH CSR

made available. One of the mentioned communications
of progress was not to be located and, of the remaining
two, only one had some extent of quantified measurement of outcomes.
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Chart 2: CSR Reporting

Public
Disclosure

Assurance
Assurance in the area of CSR can be measured by the
answer to the following key issue: Do companies secure
appropriate independent assurance of their social and
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INTRODUCTION TO CSR ASSURANCE
What is CSR assurance?
The term refers to independent external verification of the credibility of any information corporations publish on their social
and environmental performance as well as of other aspects of their CSR activities, such as management systems or stakeholder
engagement mechanisms. Assurance makes CSR reports more useful for company’s stakeholders but it also adds internal value
by identifying opportunities for system or performance improvement. It could include engaging specialized auditors to validate a company’s CSR or sustainability report, but it can also take the form of including comments from external stakeholders
in the report – or a mix of both approaches.

A standardized approach
The AA1000 Assurance Standard (AA1000AS) is a standard for assessing, attesting to and strengthening the credibility of
organizations’ social and sustainability reporting. AA1000AS is part of the AA1000 Series published by the non-profit organization AccountAbility.

F. COMPANY ENGAGEMENT WITH CSR

The International Federation of Accountants has published a Framework and International Standard on Assurance
Engagements (ISAE 3000). The Framework defines and describes the elements and objectives of an assurance engagement
while ISAE 3000 establishes basic principles and procedures for undertaking any assurance engagements other than audits or
reviews of historical financial information. The object of the assurance engagement covered by ISAE 3000 might refer to, for
example, corporate governance, compliance with regulation and human resource practices.

environmental management and reporting that is reflective of stakeholder and companies priorities?

The local consulting and audit companies do not offer
these services presently.

The dimension of assurance is without doubt the most
neglected aspect of CSR engagement, with no companies
showing good practice in this area. The respondents
seldom demonstrated a proper understanding of the
concept of CSR assurance.

The value of specialized CSR audits is questioned even in
more developed countries, but there are no apparent efforts
to at least involve external stakeholders in providing their
comments to corporate reports on CSR performance in the
country. Presently, it is hard to imagine, for example, that
a polluting company would invite environmental NGOs
to give feedback on corporate accounts of environmental
performance, in an attempt to increase the credibility of
such accounts, obtain useful input to improve performance,
and start to develop a mutually beneficial interaction. On
the other hand, stakeholder organizations are also not
very active in providing regular “unsolicited” feedback to
companies regarding their stated CSR performance.

The interviewed managers were not able to name an
organization dealing with external verification of environmental and social performance of companies. In
three instances the managers pointed to the UN Global
Compact as an initiative they perceive to be involved in
CSR assurance.
Furthermore, the research showed that there are no organizations dealing with CSR assurance in the country.
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EFQM and CSR

The results of company interviews show a somewhat limited engagement with CSR initiatives. The highest ranked
initiative is the UN Global Compact – which is a testimony
to the importance of this undertaking for the promotion of
CSR in the country. During the interviews a considerable
number of companies stated that they came across the
term of corporate social responsibility through the activities
of the national network of the Global Compact.

EFQM Excellence Model is a framework for organizational management systems, promoted by the European
Foundation for Quality Management (EFQM) and used for
assessing and improving organizations to enable them to
achieve a sustainable competitive advantage. CSR is one of
the concepts incorporated in the model. A prestigious an-

Aside from the UN Global Compact, during the research
on CSR initiatives the main focus was put on management
systems and standards relevant to CSR. These included
environmental management systems (based on ISO 14000
or European Eco Management & Audit Scheme – EMAS),
quality management systems (based on ISO 9000; the
European Foundation for Quality Management model –
EFQM; good manufacturing practice; food safety management standards, such as HACCP and ISO 22000) and labour
rights and occupational health and safety management
systems (based on SA 8000 and OHSAS 18001).

nual award, EFQM Excellence Award, is given to organiza-

With regard to ISO 14001, only 8.2% of the interviewed
companies reported having a certificate. One of the
reasons for this result can be found in the costs of implementation and certification of the standard, which

and integrate these impacts into policy and strategy and

tions that demonstrate their compliance with the Model.
EFQM has also developed a Framework for Corporate
Social Responsibility. The Framework, which draws on
the Global Compact Principles, offers organizations a structured approach to corporate social responsibility. It provides
economic impacts of an organization and then improve
the day-to-day management of the organization, taking all
stakeholders into account.
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guidelines on how to identify the social, environmental and
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INTRODUCTION TO ENVIRONMENTAL
MANAGEMENT SYSTEMS
What is an environmental management system?
A system of rules, processes and procedures that enable an
organization to identify, monitor and manage its environmental impact and achieve its environmental goals.

Leading approaches
ISO 14001 is a standard, developed by the International
Standardization Organization, that gives requirements for
an organization’s environmental management system –
intended to assist organizations to achieve environmental
and economic goals. Organizations that comply with the
requirements can obtain a certificate.

F. COMPANY ENGAGEMENT WITH CSR

Eco-Management and Audit Scheme (EMAS) is a
voluntary system for environmental management and
environmental auditing for companies and organizations,

The table 4 portrays the picture on the level of the national
economy, presenting the formal process of adopting
standards and systems relevant to the implementation of
CSR in business practices. The data gives a similar pattern
to the one obtained through the company interviews. ISO
9001 is the standard that the overwhelming majority of
companies has implemented, as seen both on the national
level and from the interviews sample. It is interesting to
note the relatively high level of adoption of HACCP and
ISO 22000 in agriculture and food processing, which could
be interpreted as an outcome of the obligations arising
from the Law on Safety of Food, Products and Materials
in contact with Food, and the use of these standards as
a technical trade barrier imposed by the countries of the
EU. This obviously had a major bearing on the decision
of the Macedonian companies, especially those that are
export oriented, to implement these standards.

applicable in Europe and based on EU regulations.
are seen as relatively high. Another reason is that the
external pressure for implementation of this environmental management system is still weak, both in terms
of its voluntary treatment in the national regulation,
and in terms of not being set as a prerequisite for export to foreign markets. At a meeting in the Ministry
of Environment and Physical Planning, a head of a
department indicated that they expect the number of
ISO 14001 certified companies to increase during the
already started process of introducing the system of
integrated ecological licenses. Namely, the formal application that is to be submitted by companies contains
a section on the environmental management systems
that the company has established.
As for the EFQM, EMAS, and SA 8000, it is quite evident
that none of them are recognized in the national business
community as of yet.
The category of “Other initiatives” relevant to CSR includes
other general or industry specific standards that com-
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panies themselves indicated they are using. This mostly
refers to companies with implemented or certified ISO
9001 quality management system. Aside from that, the
stated number of 42.6% of responses indicating “Other
initiatives” also refers to OHSAS 18001, HACCP, ISO 22000
and other industry specific standards.

LEADING SYSTEMS FOR MANAGING
PRODUCT QUALITY AND SAFETY
ISO 9001 is a standard, developed by the International
Standardization Organization that gives requirements
for an organization’s quality management system.
Organizations that comply with the requirements can obtain a certificate.
HACCP (Hazard Analysis and Critical Control Points)
is an internationally recognized food safety management
system using an approach for control of the hazards and
critical points in food production, procurement, handling,
manufacturing and distribution in order to prevent food
safety problems.
ISO 22000 is a standard used to establish and certify a
food safety management system.

Type of industry
Automotive
Wood
Electrical machinery
Construction
Printing and publishing
Chemical
Information
Metal processing
Food processing and agriculture
Textile
Tourism
Tobacco
Services
Total

ISO 9001
4
9
7
12
2
21
15
9
42
9
1
1
35
167

ISO 14001

HACCP

ISO 22000

Organic
production

BRC15

316
2
1

1

1
717
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4

3

2
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4

3

3

LEADING LABOR STANDARDS AND SYSTEMS FOR MANAGEMENT
OF EMPLOYEE HEALTH AND SAFETY
OHSAS 18000 (Occupational Health and Safety Assessment Series) is an international standard that gives specification and
guidelines for developing an organization’s occupational health and safety management system. Organizations that comply
with the requirements can obtain an OHSAS 18001 certificate.
Social Accountability 8000 (SA8000) is a standard from Social Accountability International that covers widely-accepted

F. COMPANY ENGAGEMENT WITH CSR

Source: Register of companies with internal quality certificates of the Ministry of Economy,
(created in 2007, through public invitation published in the press).
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TABLE 4: NUMBER OF COMPANIES WITH CERTIFICATIONS RELEVANT TO CSR

human and labor rights, including a specification of a management system needed to ensure ongoing compliance and
improvement. SA8000 addresses workplace conditions such as child labour, forced labour, health and safety, freedom of
association and collective bargaining, discrimination, disciplinary practices, working hours and compensation

15

BRC Global Standard – Food is a benchmark for food safety
management for companies supplying retailer branded food
products, reflecting revised EU legislation and continuous best
practice requirements. Certification to the Standard verifies
technical competence and aids manufacturers, brand owners
and retailers in fulfilment of legal obligations.

16

17

One of the companies in the chemical industry has an ISO
14001:1996 certificate that is no longer valid.
Through the interviews and the analysis of secondary sources
16 companies that have an ISO 14001 certificate have been
identified, of which 14 are ISO 14001:2004.
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G. Recommendations for further
activities in implementing and
promoting CSR

More should be invested in informing and educating
managers, disseminating benefits of CSR - taken from
the experiences of developed countries - and instating
legal stimulations for socially responsible behaviour.
Manager in a medium food-processing company

1. Raising awareness on CSR
1.1 Raising awareness of core values and key
principles

Efforts need to be made to develop awareness that the
large companies, as entities with considerable influence on
the other businesses, should adopt practices that would
aim to popularize socially responsible behaviour among
their business partners.

1.2 Collecting and disseminating promotional
information on CSR
The aim of collecting and disseminating information
about CSR is to promote effective CSR practices, tools
and initiatives which improve the social, economic and
environmental impact of business. In order to make such
information easily available, there is a need to establish a
multi-stakeholder run web-site, and also to disseminate
information through existing stakeholder channels and
sources used by the business community.

Public presentation events will enable companies and
representatives of their external stakeholders to give an
account of the activities they are undertaking in order to
implement the CSR principles. The immediate aims of the
events will be experience sharing and learning, but will also
create a healthy dose of competition among the companies.
The publicity generated by the presentation will be useful
in encouraging other companies to adopt CSR.

2. Developing the capacities and
competences to help mainstream CSR
2.1 Enhancing the capacity of business
to understand and integrate CSR
• Present the reasons and modalities for integrating
CSR in all segments of business operations and
decision-making processes.
• Present CSR as an investment rather then as an
expense, as it aims to ensure the long-term sustainability of the business and the society.
• Set the economic motivations for CSR on a realistic
level, as they are often difficult to quantify, longterm and/or are lower that the investment in socially
responsible activities.
• Highlight the emerging trend of adopting various
voluntary standards and rules of conduct under pressure from the competition, the business partners and
other stakeholders, and to explain the essence, the
strengths and the weaknesses of the most important
rules and standards associated with CSR.
• Emphasize the importance of the non-financial
resources of the companies and the often greater
contribution they can have for the welfare of the

G. Recommendations for further activities

Public authorities and all other stakeholders in their respective capacities and fields of responsibility should increase
awareness on the meaning of CSR, its scope, the potential
benefits that can be derived from the implementation of
the key principles and how they can be translated into
practice. Targeted campaigns are needed in order to reach
the various stakeholder groups. Media and educational
institutions can play a leading role in the overall awareness raising efforts.

1.3 Public presentation of CSR strategies and
programs of companies
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stakeholders than the simple act of donating the
extra profits for charitable purposes.
The commitment of leaders in each organization to
CSR into the business is vital to start the process of
implementing responsible practices in companies
with the aim of improving competitiveness. Therefore,
it will be instrumental to motivate top managers
to get involved in the area of CSR, for example, by
establishing appropriate awards.
Increasing the general availability of practical tools
and advice for implementing CSR.
Developing programs for creating in-house learning
opportunities (formal training programmes directed
towards the development of skills and competencies
in the area of CSR).
Custom-tailored assistance to the companies that
embrace CSR principles in drafting a strategy and
policies and incorporating CSR in the overall business
strategy. The instruments should include: preparing
guidelines, holding consultative meetings, facilitating stakeholder identification, engagement and
dialogue, process review and providing comments
and recommendations from external parties.
Alternatively, for those companies that choose not
to make comprehensive changes to their business
strategy, assistance should be made available in a
simpler form of identification of CSR problems and
potentials both in business operations and in the
communities where the business operates, and assistance in developing programs to realise potentials
and address problem areas.

2.2 Building the capacity of “capacity builders”
There are many organizations which can play a catalysing or support role for companies in their CSR efforts
(for example business advisors, consumer organisations,
investors, trade unions, media). However, their impact
is constrained by lack of capacity and know-how in this
area. People from support organizations and those that
are designated to work on CSR should be trained to understand the economic, social and environmental impacts
of companies and how to assist in the development and
dissemination of best practices.

2.3 Incorporating CSR in education and the
curriculum
Business schools, universities and other education institutions have an important role to play in order to build
the necessary capacity for CSR. In order to ensure that
companies follow the trends established on the global
markets they need more leaders who understand the
broader role of the business in society and the virtues of
value-based management, and who see the potential of
multi-stakeholder approaches. On the other hand, business students need tools and training to become ethical
business leaders. This would require:
• A preparation of a plan on how to further integrate
CSR and value-based management approaches,
through the framework of CSR, into core curricula
of the Faculty of Economics in Skopje, The Faculty
of Mechanical engineering in Skopje, the Faculty
of Economics in Prilep, the Business Administration
Faculty in Tetovo, the Interdisciplinary Studies on
Public Administration at the St. Kliment Ohridski
University in Bitola, the Public Administration Faculty
in Tetovo, and the Faculties of Law in Skopje and
Tetovo and other relevant higher education institutions.
• Establishing a programme that will encourage
students to volunteer their skills and time in the
realization of CSR projects of companies. Besides the
valuable help that the companies will receive, this
will also provide students with a practical experience in the role of business in development, and
will create an early commitment to the principles
of CSR.
• Establishing executive courses on CSR including
executive MBA courses.

2.4 Researching CSR
Universities, business schools, stakeholder organizations,
consultancy bodies and independent research institutions
should conduct and promote research on CSR, especially
in the area of:
• Identifying the learning needs of companies regar
ding the concept of corporate social responsibility, its
practical implementation and relation to sustainable
competitiveness;

3. Ensuring an enabling environment
for CSR
3.1 Creating the proper conditions for CSR

3.2 Developing stakeholder dialogue
The spirit of constructive dialogue is very important in
furthering the aims of CSR. For successful dialogue to
take place there need to be clear understanding of roles
and expectations, and a willingness to pursue innovative,
inclusive and dynamic cooperation and partnerships in
good faith. Dialogue with employees and trade union /
worker representatives at company level is particularly
important. Dialogue at other levels may also be relevant.
There is a need to inter-link different stakeholders in order
to enable learning, consensus-building and establishing
a national CSR agenda.

4. Cross-cutting activity
4.1 Establishing a working group on CSR within
the Economic and Social Committee of the
Government
The purpose of the working group should be to guide
the CSR initiative in the country, disseminate knowledge
and best practice cases, promote and raise support and
resources for activities, through organizing national and
regional symposiums, seminars, workshops and award
presentation to committed companies and individuals.
It should serve as a forum for policy dialogues and multistakeholder consultations, and as a driving force for joint
action towards more sustainable business practices and
more equitable development.

G. Recommendations for further activities

Primary responsibility rests with governments and public
authorities, to ensure that the right combination of economic, environmental and social framework conditions
exists to support sustainable growth and entrepreneurship, and the sustainable development of the societies
and economies. In this regard the following measures
are needed:
• Creation of a stable and independent legal and judicial
system, the promotion of rule of law, of alternative
dispute resolution mechanisms and enforcement of
ethics standards can create a stable environment in
which businesses will be stimulated to pay attention
to long-term objectives and sustainability of operations.
• Providing incentives from the government to businesses that show results in the area of CSR, for example, by introducing comprehensive tax exemptions
and CSR considerations in the public procurement
rules.
• Strengthening corporate transparency and encouraging disclosure of information is essential to
promoting greater responsibility and accountability
of managers, as well as building trust in and credibility of CSR activities. Incorporating EU directives
on transparency in the Law on Securities would
improve the quality of provision of information to
the shareholders and the general public about the
performance of the firms and the quality of their
managers, which is essential for increased efficiency
of the capital market.
• Promotion of corporate governance code.

• Promoting tools for monitoring and communication of progress and results in the area of CSR is
also important in order to ensure credibility of CSR
practices.
• Consistent enforcement of the legislation concerning the rights of the shareholders will help investors
to be more informed about the performance of the
firms.
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• Obtaining information on corporate initiatives and
projects related to CSR and developing case studies
and best practice examples on CSR;
• Researching the effectiveness of specific tools and
practices in improving the social, economic and
environmental impact of businesses;
• Establishing CSR indicators and regular monitoring
of the progress.

The Committee should include representatives of the companies, of business associations, trade unions, consumers’
association, academia, other civil society organizations,
government representatives, as well as representatives
of international development organizations dedicated
to the promotion of CSR principles. The government
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representatives in this body should create a permanent
channel to influence government policy and obtain its
support in future activities of the initiative.
The working group should:
• examine and “localize” the underlying international
documents, relevant to CSR, in order to identify issues that can be addressed by the private sector;
• serve as a multi-sector forum for creating consensus
on the scope of the responsibility of the business
sector in each area of the CSR concept;
• propose a list of priority areas of involvement and
corresponding approaches;
• initiate research on the CSR issues;
• initiate and prepare advocacy, learning and dialogue
events;
• establish a set of performance benchmarks;
• offer assistance in project and policy development.

AA1000 Series: A set of generally applicable standards,
guidelines and user notes – published by the non-profit
organization AccountAbility – intended to provide the
basis for improving the sustainability performance of
organizations through a stakeholder-based approach.
It consists of the AA1000 Framework, AA1000 Assurance
Standard, and the AA1000 Stakeholder Engagement
Standard
AA1000 Assurance Standard (AA1000AS): See the box
“Introduction to CSR assurance” on page 48.
AA1000 Stakeholder Engagement Standard (AA1000SES): See
the box “Introduction to stakeholder engagement”
on page 44.

Assurance: See the box “Introduction to CSR assurance” on
page 48.
Cause-related marketing: A type of marketing effort where
a company allies itself with a specific social or
environmental cause, and contributes money, time,
expertise or other support for that cause in return for
the opportunity to make publicity or commercial value
from that involvement.
Code of Conduct: Formal statement of the values and business
practices of a company and sometimes its suppliers,
setting standards necessary to promote honest, ethical
and/or socially responsible conduct. Also known as
Code of Ethics.
Code of Ethics: See Code of Conduct.
Corporate Social Responsibility (CSR): A concept whereby
companies integrate social and environmental concerns
in their business operations and in their interaction with
their stakeholders on a voluntary basis. Other terms that

Donation: An unconditional transfer of cash or other assets
to an entity or a cancellation of the entity’s liabilities in
a voluntary, nonreciprocal transfer by another entity.
Eco-label: See the box “Introduction to eco-labeling” on
page 22.
Eco-Management and Audit Scheme (EMAS): See the box
“Introduction to environmental management systems”
on page 50.
Employee community involvement: Socially responsible
approach where businesses support and encourage
staff involvement in the community.
Environmental impact assessment: Analysis of the environmental
effects of a development project or operation on the
environment in advance of final investment decisionmaking; legal requirement for projects which are likely
to have significant effects on the environment.

GLOSSARY OF TERMS

Accountability: The duty of an organization to explain or
justify to stakeholders its acts and impacts across the
environmental, social, economic and ethical areas of
its activities, and to respond to stakeholders regarding
these issues.

refer to the same or similar concepts include Corporate
Citizenship and Corporate Responsibility.
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GLOSSARY OF TERMS

Environmental impact study: Survey conducted to ascertain
the conditions of a site prior to the realization of an
investment project, to analyze its possible impacts
and compensative measures.
Environmental management system (EMS): See the box
“Introduction to environmental management systems”
on page 50.
European Union Eco-label: See the box “Introduction to ecolabeling” on page 22.
Fair-trade and fair-trade certification: See the box “Introduction
to fair trade” on page 45.
Global Compact: An initiative of the United Nations to encourage companies and non-corporate actors to voluntarily commit to sustainable and socially responsible
practices in the fields of human rights, working conditions and practices, environmental protection and
anti-corruption.
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Global Reporting Initiative: See the box “Introduction to CSR
reporting” on page 46.

providing an assurance about the social and ethical
impact of a business process on stakeholders.

International Fairtrade Certification Mark: See the box
“Introduction to fair trade” on page 45.

Socially responsible investment: Supplementing investors’
financial objectives with social, environmental or ethical
considerations in the selection, retention and realization
of investment, and the responsible use of rights (such
as voting rights) obtained through investment.

GLOSSARY OF TERMS

Social label: Words and symbols on products which seek to
influence the purchasing decisions of consumers by

ISO 9001: See the box “Leading systems for managing product
quality and safety” on page 50.
ISO 14001: See the box “Introduction to environmental
management systems” on page 50.
Management system: See the box “Introduction to CSR
standards” on page 45.
OHSAS 18000 (Occupational Health and Safety Assessment
Series): See the box “Leading labor standards and
systems for management of employee health and
safety” on page 51.
Social Accountability 8000 (SA8000): See the box “Leading labor
standards and systems for management of employee
health and safety” on page 51.

Sponsorship: The provision of financial or material support
to an event, activity or organization in exchange for
advertising, signage or event participation.
Stakeholders: All parties that can affect or are affected by a
company’s activities, products, services and performance
– employees, investors, customers, business partners,
NGOs, local communities, government, business and
professional associations, industry groups, educational
institutions, international organizations, and the public
at large.
Stakeholder engagement: See the box “Introduction to
stakeholder engagement” on page 44.
UN Global Compact: See Global Compact.

• Annual communication of progress in 2006 regarding the
UN Global Compact, 2006, Lotarija na Makedonija AD –
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I. INTERVIEWED COMPANIES
Konfekcija “Dekon” AD, Skopje
Konti Hidroplast DOOEL, Gevgelija
KPMG Macedonia Ltd., Skopje
Lotarija na Makedonija AD, Skopje
Makedonija proekt AD, Skopje
Makstil AD, Skopje
Melnica Kadino DOOEL, Skopje
Mesna industrija Ekstra Mein DOO, Kumanovo
Mlaz AD, Bogdanci
Nelt S&T DOOEL, Skopje
Nikob DOOEL, Skopje
NLB Tutunska banka AD, Skopje
OKTA Rafinerija na nafta AD, Skopje
On.net DOO, Skopje
Pilko DOO, Skopje
ProCredit Bank Macedonia, Skopje
Rade Konchar - kontaktori i relei DOO, Skopje
Rudokoop AD, Skopje
Semos kompjuterski obrazoven centar, Skopje
Skopski Pazar AD, Skopje
Skopski saem DOO, Skopje
Somi DOO, Gevgelija
Stocharstvo AD, Bogdanci
Stopanska banka AD, Skopje
Swisslion Agrar DOO, Resen
Teteks AD, Skopje
T-Mobile Makedonija AD, Skopje
Veropulos DOOEL, Skopje
Zhaki DOOEL, Skopje
Zemjodelski kombinat “Pelagonija” AD, Bitola
Zhitko DOO, Gevgelija

ANNEX

“30 Julu” fabrika za plastichna ambalazha AD, Kumanovo
AD ELEM – Podruzhnica REK Bitola, Bitola
AD INEX Gorica, Ohrid
AD Makedonska poshta, Skopje
AD MEPSO, Skopje
Agent-Net, Skopje
Amak SP AD, Ohrid
Boveks DOO, Bogdanci
Cementarnica USJE AD, Skopje
Construction company “Granit” AD, Skopje
Cosmofon Uslugi na mobilna telefonija AD, Skopje
DIDO-TEKS DOO, Gevgelija
EMO Holding AD, Ohrid
ESM AD, Skopje
Eurolink osiguruvanje AD, Skopje
Evrobus DOOEL, Skopje
FHL Mermeren kombinat AD, Prilep
Gica DOO, Ohrid
Hemiska industrija OHIS AD, Skopje
HINA DOO, Skopje
Hi-tech corporation, Skopje
IMB Mlekara AD, Bitola
Investbanka AD, Skopje
JP “Makedonski zheleznici”, Skopje
JP Komunalna higiena, Skopje
JP Vodovod i kanalizacija, Skopje
JP za stopanisuvanje so stanben i deloven prostor na RM, Skopje
JPAU Makedonija, Skopje
Jugosven AD, Gevgelija
Keramika Nova DOOEL, Veles
Knauf-Radika AD, Debar
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Additional input to this study was provided by INet AD, Skopje.
Four companies refused to participate in the survey, and other seventeen companies were invited to an interview
which failed to materialize.
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II. INTERVIEWED STAKEHOLDER ORGANIZATIONS
Local business association
Economic Chamber of Macedonia
Local branch of international business association
American Chamber of Commerce in Macedonia
Trade union
Federation of trade unions of Macedonia
National government and other regulators
Agency of Youth and Sport
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Macedonian Stock Exchange
Ministry of Economy
Ministry of Environment and Physical Planning
Ministry of Labour and Social Policy
Local government
Municipality of Veles
Municipality of Karposh
Non-governmental organisations
Center for Institutional Development
Consumers organization of Macedonia
Macedonian Center for Civic Education
Media
Daily newspaper Biznis
Kanal 5 TV
MOST DOO, Skopje – daily newspaper “Utrinski vesnik”
Macedonian Radio and Television – Radio Skopje
Telma TV
Academia
Faculty of Economics, University SS. Cyril and Methodius

Additional input to this study was provided by the Ministry of Environment and Physical Planning, the
Standardization Institute, and the NGO “Transparency - Zero Corruption” .
Other three stakeholder organizations were also invited to an interview, which failed to materialize.
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Aleksandar Nikolov

Dr. Petkovski is a full time professor at the University
“Ss. Cyril and Methodius” in Skopje and the University
“St. Clement Ohridski” in Bitola, with academic interests
falling into various areas ranging from industrial policy,
competitiveness policy, EU institutions and policies, EU
accession, and diplomacy. As a coordinator of the World
Bank Institute project on Future Leader’s E-Conference on
CSR in 2003, he is considered one of the early advocates
of CSR in the country. Participated at major international
conferences on CSR as an invited speaker, including
The Carnegie Mellon University Conferences on ICR in
Pittsburgh, 2002, and Hong Kong, 2006.

Envisaging a business sector that is orientated towards
the triple bottom line, Aleksandar Nikolov utilized his
economics education to pioneer the promotion of corporate social responsibility in the country. He is an editor
and co-author of a book on the attitudes of youth leaders
to CSR, organizer of a public presentation and author of
several articles on the topic. Aleksandar prepared and
delivered training on CSR for the national network of the
UN Global Compact.

In addition to his academic career as a university professor,
Prof. Petkovski was assigned several posts at various
governmental bodies, institutions and permanent working
groups, mainly in the field of international scientific and
technological policy cooperation in the former Yugoslavia,
and in FYR Macedonia. He served as a Yugoslav ambassador
to Sudan, 1990-92, and as ambassador of the FYR Macedonia
to the People’s Republic of China, 1994-99.

As a civic society activist, Aleksandar Nikolov is involved
in the promotion of consumer rights of users of electronic
communications, and is campaigning for regulatory and
policy reform aimed at creating conditions for improved
and more affordable internet services for every citizen of
the country.
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III. NOTE ON THE LEAD AUTHORS
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