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TWENTY-FOURcompanies provided
the necessary infor-

mation, from which 20 made the inaugural rating. 
With a view to fostering a spirit of participation and to broad-

base recognition, we have not adopted a hierarchical ranking system
– instead, the ranking classifies companies into broad bands, based
on their respective levels of adherence to implementing a strategic ap-
proach to corporate accountability. 

The evaluation is based on the submissions made by the companies
concerned. A key aspect that we relied on was the ability to support
each of the criteria with relevant evidence from corporate documents
and records. 

This interactive exchange enabled companies to showcase their ac-
tivities, and the end result was to benchmark them into four broad
classifications – Platinum, Gold, Silver and Bronze.

The classification is based on the points that each company scored
(Platinum 90-100; Gold 80-89, Silver 70-79; and Bronze 55-69). 

Our scoring system enables companies to benchmark themselves
against each other, which we hope will result in an improvement in
their performance over time. Our detailed analyses reveal weakness-
es and strengths of individual companies, and we are also able to es-
tablish best-practice systems in each of the key areas that are adopt-
ed in this country.

One noteworthy aspect of this endeavour was the willingness of
many companies to share their experiences with others. This enables
those who are lagging behind to take on board some of the practices
adopted by others. This collaborative spirit is most encouraging –  and
we intend building on this in the future.

– STING Consultants

STING Consultants is Sri Lanka’s sole marketing and brand-consulting com-
pany. Established in 2002, it has worked with over 50 clients to provide inno-
vative solutions. 

STING Consultants’ services are tailored to meet the specific needs of its
clients – these include developing strategic marketing plans and marketing-cen-
tric business plans; introducing marketing processes which enable clients to
build their own marketing and brand strategies; marketing and brand audits to
provide a snapshot of opportunities and barriers; benchmarking studies, market-
entry strategies in both local and international markets; brand development;
product and corporate brand-strategy development, amongst others.
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RATING (2009)
PLATINUM

BRANDIX LANKA

CARGILLS CEYLON

CEYLON TOBACCO COMPANY

COCA-COLA BEVERAGES SRI LANKA

GOLD

AITKEN SPENCE

EAGLE INSURANCE

HETTIGODA GROUP

JOHN KEELLS HOLDINGS

MÄGA ENGINEERING

PEOPLE’S LEASING COMPANY

SILVER

COLOMBO DOCKYARD

DIMO

E-WIS

HNB

SAMPATH BANK

BRONZE

BLUE DIAMONDS

HAYLEYS ADVANTIS

GSK

SOFTLOGIC HOLDINGS

UNILEVER SRI LANKA
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C O R P O R A T E  R E P O R T  C A R D

HOW ACCOUNTABLE 
IS YOUR BUSINESS?

To put the concept of corporate
accountability – which is syn-
onymous with CSR – in per-
spective, having the right def-

inition is most important. We have
chosen to use the following defini-
tion, which was the underlying
theme in our approach to compiling
the inaugural rankings of corporate
accountability: “Corporate account-
ability refers to the moral and legal
obligations of companies to be ac-
countable for their actions to all
stakeholders. This requires trans-
parency of the balance (or imbal-
ance) between the cost and benefit
to society and the environment – in-
curred as a result of the organisa-
tion’s activities.” 

Increasingly, investors and cus-
tomers want to know if an organisa-
tion behaves ethically, before they
commit funds to its endeavours. So,

businesses that ignore business ethics are likely to find that they are losing the race to
grab investors’ and customers’ attention.

Which is why a company’s behaviour has a significant impact on how different stake-
holders view and behave in relation to it. And the realisation that corporate behaviour
can have a significant impact on stakeholder perceptions has emphasised the need for
businesses to behave responsibly.

In addition, societal changes associated with climate change, the globalisation of
supply chains (which interlinks businesses at one end of the globe to the other) and
the multifaceted implications of a networked society have brought about even greater
pressure not just to conform, but to add value to the community, in the process of de-
riving profits. 

Hence the need to go beyond pure profits and look at what is termed as the ‘triple
bottom line’.

STING Consultants has invested substantial resources on this initiative, for two rea-
sons. The first is because corporate behaviour and accountability affects image – and,
therefore, brand perceptions and value. The second reason is the desire to inspire or-
ganisations to view this from a broad strategic perspective – one that is fully integrat-
ed into the way they do business.

Our objective is to encourage a fair, open and transparent system that facilitates a
healthy competitive framework in this country.

With this in mind, and in association with LMD, we introduce Sri Lanka’s first ever
‘Report Card’ on Corporate Accountability.

As this initiative is to be an annual feature, we expect to track and report on this
emerging strategic-management discipline – and how Sri Lankan businesses are pro-
gressing over time.

GNP measures
neither our wit 
nor our courage,
neither our
wisdom nor our
learning, neither
our compassion
nor our devotion
to country. It
measures, in short,
everything except
that which makes
life worthwhile. 

Robert F.
Kennedy
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T
he first-of-its-kind corporate accountability
rating is a powerful tool in determining
whether corporates operating in Sri Lanka are
complying with an increasingly important as-
pect of responsible business practice. We are
now in a position to measure the extent to

which companies have adopted responsible practices
in their business activities.

This is not an award scheme. Nor is it an assessment
of the CSR programmes that companies pursue. It is
about whether businesses can develop corporate strate-
gies that respond to stakeholders’ expectations, while
maintaining long-term profitability. 

This, therefore, is Sri Lanka Inc.’s report card on cor-
porate accountability.

THE BIG PICTURE: The overall response to our in-
vitation to participate in this exercise was relatively
poor, with a response rate of only 12 per cent. Our first
assessment of Sri Lanka Inc.’s commitment to this pro-
ject (for which there was no charge) is, therefore, one
of disappointment. This can be attributed to several
factors….

One could be that being the first assessment of its
kind, corporates may not have had the necessary level
of confidence to participate in it. Some companies may
have been concerned about being placed at the bottom

of the rating table. Others may have wanted to see their
businesses take top spot and nothing else. And a vast
majority said they were too busy with “other important
aspects of their businesses”… or that they simply did-
n’t have any accountability systems in place. 

This, of course, is a very poor indictment on the ma-
jority of the businesses operating in this country. 

The inability to respond because of other priorities is,
in our opinion, a poor excuse, considering that many
large conglomerates and businesses did participate and
are featured in the ranking. This suggests that the hand-
ful that are proponents of maintaining corporate ac-
countability do have the time (at the highest levels of
management, in fact) and are relentless in pursuing ac-
countability throughout their organisations. 

They are, therefore, in touch with external trends and
stakeholder expectations.

But what, perhaps, was most disappointing was that
a majority of participating companies came from the
traditional blue-chips stable, with very few outsiders
apparently willing to put in the time and effort to as-
sess their standard of corporate accountability. 

The few non blue-chip entities that participated com-
peted on equal terms with their larger counterparts –
proof that all it takes is a commitment to a cause that
is held in high esteem in the modern business world.
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CORPORATE SCORE OPPORTUNITY FOR IMPROVEMENT

NOTE: The attributes are weighted to provide a balanced score that 
reflects the holistic nature of a company’s accountability status.

Ruchi Gunewardene and Roshni De Fonseka shed
some light on STING Consultants’ inaugural corporate

accountability rating – and the methodology 
behind what is to be an annual feature.

KEY ATTRIBUTES OF CORPORATE ACCOUNTABILITY
(%)

LMD
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Not one State Owned Enterprise (SOE) responded,
which is also a poor reflection on a sector that is a sub-
stantial contributor to the national economy. We are,
therefore, compelled to conclude that their priorities
aren’t geared towards maintaining accountability.

In contrast, it was encouraging to have several lead-
ing multinationals participating in this programme.
This reflects their commitment to, and the importance
they place on, corporate accountability.

Our conclusion is that Sri Lankan businesses, taken
as a whole, are at a very immature stage of develop-
ment vis-à-vis corporate accountability – a reflection
that they have much more to do in relation to their
stakeholders’ concerns. 

It is time, therefore, for our business leaders to leave
their boardroom seats, roll up their sleeves and invest
some time to understand and do justice to their role in
society.

We would go so far as to say that the corporate lead-
ership should stop groaning about the economy and get
their houses in order first. There is much to do… and
at little cost. In fact, they will find that their business-
es will reduce costs in the long run!

WINNERS AND LOSERS: Corporate accountabili-
ty is not about donating funds or undertaking projects
for the underprivileged with an end-objective of crow-
ing about it in the media. It is about operating in a so-
cially responsible and accountable manner – one that
is fully integrated into an organisation’s ethos… in
short, to make this the norm.

Whilst the multinationals provide a useful source of
learning, simply importing Western notions of corpo-
rate accountability to our part of the world isn’t neces-
sarily the best approach. Some multinationals operat-
ing in this country have adapted to the local environ-
ment extremely well, whilst others have failed miser-
ably – and it goes without saying that they didn’t make
the rating.

The winners had strong characteristics. One was that

they were all focused on making an impact at commu-
nity level. They implemented company-wide initia-
tives, not endeavours that are confined to one division
or another – in other words, corporate accountability
is becoming part and parcel of their corporate culture.
They also see to it that their CEOs, or senior-most man-
agers reporting directly to the CEOs, are responsible
for ensuring corporate accountability. And finally, the
winners measure their progress and set future goals for
themselves.

We found that measurement plays a key role in cor-
porate success.

Just like businesses set sales volume and cost-cutting
targets, they should introduce measurement targets for
corporate accountability as well. Factors could vary
from male-female ratios; human-rights considerations;
employee training; recruitment policies; managing wa-
ter, energy and waste; and reducing carbon foot-
prints… and a whole set of criteria based on the cate-
gory or sector that they operate in. 

Translating lofty social responsibility statements in-
to quantitative goals, through self-measurement crite-
ria and up-to-date reporting, was also apparent in com-
panies that helm the inaugural corporate accountabili-
ty rating.

STRATEGIC APPROACH: Contributing to the
economy and sustaining the environment, while gar-
nering profits, is all about maintaining integrity and
managing resources effectively. This cannot be
achieved through policing by the regulatory authorities
alone. It must be nurtured from within the corporate
landscape and be a self-fulfilling mechanism for busi-
nesses. It must become a business norm, in short… 

To achieve this, accountability and sustainable devel-
opment must be integrated into anything and every-
thing that a business engages in – and this necessitates
ongoing communication with employees and spread-
ing awareness. This comes naturally to corporates that
are fully aligned. 
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Five companies on our rating table exhibit these ‘nat-
ural characteristics’ – they are CTC, Brandix, Cargills,
Hettigoda Industries and Coca-Cola. 

At CTC, accountability permeates every aspect of
business. This, perhaps, is because the tobacco indus-
try is under pressure from special interest groups – and
this, in turn, has compelled it to pursue a goal of be-
coming a model of accountability. It leaves no stone
unturned in its pursuit of excellence, ensuring that most
aspects of accountability are addressed. It has robust
processes in place, which are constantly monitored and
improved on – and challenging targets on which it re-
ports to its shareholders and stakeholders alike.

The unrelenting international competition faced by
Brandix in the apparel sector, and its dependence on a
large workforce, has led it to focus on accountability
with a human face. This is why it places great empha-
sis on social aspects such as gender equality, training,
human rights, strong links with local communities and
suppliers, and workplace quality. And, of course, it
continues to be a globally recognised, sustainable busi-
ness entity.

The success of Cargills revolves around Food City,
which is closely linked to outstanding relationships
with suppliers and customers. Cargills purchases large
volumes of fresh and packaged goods from a varied
group of suppliers, and caters to customers from all
walks of life through its network of Food City super-
markets. This sophisticated and efficient supply chain
has created a sustainable operation, with an emphasis
on interdependent relationships between the business
and its suppliers, customers and the environment.

Hettigoda has a unique Sri Lankan character that has
moved seamlessly into a modern health and wellness
business, catering even to international clients. In do-
ing so, it has developed its own version of sustainabil-
ity – one with a Sri Lankan flavour. Hettigoda, there-
fore, is probably the best example of a sustainable and
commercially viable Ayurvedic-medicine business. It
supports growers who supply raw materials for its
Ayurvedic products and sees to it that only environ-
mentally and socially acceptable materials are used in
the manufacturing process. So, it has kept a centuries-
old system of medicine intact and is confident that this
can be sustained for future generations as well – sure-
ly a classic case study of the power of sustainability.

Coca-Cola’s corporate accountability programme is
focused on the workplace, encompassing health and
safety, human resources, employee turnover, equal op-
portunities, work-life balance, human rights and em-
ployee satisfaction in general. Whilst its policies and
processes are based on a regional programme, they
have been skilfully modified and adapted to suit the Sri
Lankan business environment. The programme is
highly inclusive, involving personnel at all levels in a
closely knit and active structure that is embedded in
the company’s culture… it is, in fact, the ‘Coke way
of life’!

The challenge, then, is to create a culture through a
common set of values and processes that will drive re-
sults across the organisation.

THE LONG HAUL: With our very first survey at-
tributing a ‘simple-pass mark’ for corporate account-
ability to businesses in Sri Lanka, our corporates have
to tread a long path before they come to appreciate –
and then adopt – corporate accountability in its true
sense. 

This conclusion is drawn from the handful of com-
panies that have adopted such an approach, some of
whom are doing this extremely well. But the fact re-
mains that the vast majority isn’t doing likewise.

Our overall assessment is that there appears to be a
lack of strategic thinking vis-à-vis the approach to link-
ing corporate missions, visions and business objectives
to the impact businesses have on the environment in
which they operate. And as a result, stakeholders’
views and issues are not integrated into corporate plan-
ning in most cases. 

A holistic, integrated approach will result in signifi-
cantly enhancing corporate reputations, improving
governance and the ability to identify potential busi-
ness risks at a very early stage.  

Corporates must also accept that the environment is
at a critical phase of risk, stemming from water and en-
ergy issues, and increasingly scarce fertile and arable
land. As a result, implementing, measuring, establish-
ing targets and reporting is fundamental to any busi-
ness which is large.

The key is to understand and accept that CSR goes
beyond philanthropy.

CSR presents an opportunity to demonstrate that
good and responsible governance can build more brand
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equity than any level of advertising and promotional
activities can achieve. 

COMMITMENT TO THE COMMUNITY: It is high
time, also, that businesspeople stopped blaming others
for the ills of society, when they themselves have yet
to reform their modus operandi.

As for creating wider acceptance of the importance
of bringing accountability to the forefront of the cor-
porate agenda, there needs to be a massive awareness
drive in the media, the chambers of industry and com-
merce, the Government (vis-à-vis regulation) and the
education system. 

We intend to continue fine-tuning our measurement
criteria and to keep track of how businesses are pro-
gressing – and we hope the result of these efforts will
come in the form of corporate accountability becom-
ing the norm, with higher scores and greater participa-
tion in the years ahead, as confidence in, and the un-
derstanding of, corporate accountability grows.

The strength and courage to make a commitment to

this cause will be reflected in STING Consultants’ an-
nual Corporate Accountability rating. 

As individuals, we set ourselves up for the challenges
that we are confronted by. So should businesses, faced
as they are with unprecedented environmental and eco-
nomic challenges both globally and locally. 

By developing our own unique system to resolve
these business issues, we will make the world and our
country a better place for ourselves and for future gen-
erations.  

“If it is not right, do not do it; if it is not true, do not
say it.” – Marcus Aurelius Antonius, Roman Emperor
and philosopher.

NOTE: The term ‘Corporate Accountability’, which 
has been used consistently throughout this article, 
is synonymous with Corporate Social Responsibility 
(CSR), corporate citizenship or corporate 
responsibility management.

We approached our task by sending out
brochures containing literature on the
programme to 200 leading entities in
this country. We deliberately adopted

an interactive approach, rather than an indepen-
dent evaluation, which we could have undertak-
en by utilising publicly available information on
websites, in annual reports and so on. 

Our approach enabled us to gather appreciably
more insights and information – and this makes
for a more robust analysis.

Several factors went into assessing accountabil-
ity in companies operating in this country. This
includes an awareness of, the approach to and a
preparedness to accept stakeholder responsibili-
ties… which we categorised into seven segments,
as follows:
� Corporate values
� Identifying risks and opportunities 
� Policy coverage
� Stakeholder engagement
� Management and measurement
� Workplace practices
� Public disclosure

In the corporate values category, a company
must define a set of high-level values that ex-
plains the role it wants to play in society. This es-
tablishes that it accepts responsibility for its im-
pact on people and the planet, and that it seeks to
make a contribution to society – one that goes be-
yond the generation of revenue. 

In the risk and opportunity identification cate-
gory, a business has to develop an understanding
of how it affects the environment, society or its
workforce. This may be positive or negative, so

it could prove to be a threat as well as providing
an opportunity.

In the policies category, having in place a poli-
cy or policies that indicate how a company ap-
proaches its corporate responsibilities is most im-
portant. Apart from environmental and social is-
sues, it should also cover employee-rights, and is-
sues pertaining to bribery and corruption. 

In the management and measurement category,
a corporate must have the ability to put its poli-
cies into practice, and it should have identified in-
dicators and start collecting data for measuring
performance.

The stakeholder engagement category includes
the identification of stakeholders that a business
considers as having a legitimate interest in it, not
to mention the quality of the entity’s engagement
with these stakeholders. Key quality characteris-
tics include the regularity of engagements, the
company’s commitment to understanding stake-
holder concerns and to learn from them, and its
responsiveness to stakeholders’ concerns and
queries.

In the workplace category, the treatment of em-
ployees is of paramount importance. Standards
for managing employees must be implemented,
and their concerns need to be addressed.  

Finally, in the public disclosure category, a cor-
porate must be able to communicate social and
environmental information to its stakeholders. In
line with international good practice, a system of
regular social and environmental reporting that
includes information and data on material issues
must be in place – and this should cover social
and environmental objectives and targets.

R AT I N G  M E T H O D O L O G Y
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