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ABOUT THE CENTRE FOR BUSINESS SUSTAINABILITY

Nurture

Insight

Inspire

Cultivate Sustainability Management 
researchers and business leaders 

Provide impactful research and practical 
knowledge

Transfer knowledge of Sustainability 
Management to both academic and 
business communities

Founded in June 2018

Joint effort between the Department of 
Management and the Department of 
Government and Public Administration of 
The Chinese University of Hong Kong



3

Research and Publications
• Investigate the relevance of 

responsible business practices 
in promoting corporate 
performance 

Sustainability Assessment
• Comply 7 Business 

Sustainability Indices, assessing 
over 300 listed companies and 
SMEs over the globe

Benchmarking and Rating
• Support Corporates’ 

Sustainability endeavor with a 
data-backed approach

Knowledge Transfer
• Host annual conferences,   

seasonal seminars, executive 
trainings and experiences 
sharing

OUR ACTIVITIES



ESG-AS 
BUSINESS 
STRATEGIES
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Environment, Social and Governance

First mentioned in 2006 United Nation’s Principles for Responsible Investment (PRI), 
providing guidelines and recommendations on how to better integrate environmental, 
social and governance (ESG) issues in asset management, securities brokerage services and 
associated research functions. 
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Corporate Social Responsibility

Actions that appear to further some Social Good, beyond the 
interests of the firm and that which is required by law



Fundamentals of Sustainability/ESG Brand Building: 
Strategies, Positionings and Approaches
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• Image building – publicity and advertisement: Greenwashing risk
• Sustainability/ESG as means for business: instrumental
• Sustainability/ESG as foundation for business: embedding in corporate culture
• Sustainability/ESG as core for full integration: sustainability leadership

Strategies

• Business instrument: business level
• Corporate value: corporate level
• Industrial leadership: industry level

Positioning

• Depth
• Width

Approaches



ESG/Sustainability Brand Building: Core Questions
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corporate adopt sustainability/ESG Practices Why

corporate undertake sustainability/ESG practicesHow

to introduce sustainability/ESG initiativesWhen

Sustainability/ESG practices to undertakeWhat
results can be achieve from sustainability/ESG 
effortsWhat



Possible (positive) effects achieved by a Socially 
Responsible Corporation
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Better financial performance

Building corporate reputation –
brand & image

Employee commitment

Cost saving

Customer satisfaction and 
loyalty

Government policy support

Reducing business risks

Competitive advantage



Handle with Care in Brand Building!!
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The Matters

• Identify issues 
that are core to 
your key 
stakeholders 
and business.

Be Sincere

• If the company 
was perceived 
to engage in CSR 
only for egoistic 
reasons or to 
please 
stakeholders, 
negative effects 
were found

Be Consistence

• Communication 
and action, 
internal and 
external

Be Innovative

• First mover 
advantage

Assess your 
Impact

• Review regularly 
and improve



Understanding ESG, 
CSR & Sustainability 

11



The Evolution in CSR
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Adapted from Mohan (2003, p.75), and Gond and Moon (2011, p.11)



CSR Recent Trends

 CSR: stakeholder perspective – theoretical/conceptual foundation
 Sustainability: triple bottom line
 CSR & business sustainability: mean-end relations 
 Strategic approaches to CSR: Responsible business

• CSV: Creating Shared Values
• ESG: Environment, Social, and Governance
• SDGs: Sustainable Development Goals
• Responsible investment: ESG investment

 CSR as a business model/strategy: for achieving business sustainability
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Sustainable Development Goals
• 17 SDGs, 169 targets
• The blueprint to achieve a better and more sustainable future for all
• National goals
• Raising trend that corporations aligning their sustainability effort with SDGs



CSR, SDGs and Sustainability:  
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Social sustainability:

Community

Employees

Government: 

Environmental sustainability

Environment

Economic sustainability: 

Customers

Suppliers

A Stakeholder Perspective



Sustainability is

 Beyond an ethical category

 A business model/strategy for achieving sustainability 

 A Stakeholder perspective

 Impact oriented 

 A management perspective of sustainability/ESG: vs social 
(community) and economic (shareholders) perspective

 Context specific (not the same for every company or 
everyone: corporate set their own objectives based on 
value & context e.g. stakeholder’s expectation, business 
environment etc, design own initiatives & measures) 



All companies 
should embrace

Business value vs 
corporate strategy

From legal 
compliance to 
beyond legal 
compliance

From costs to 
benefits

From heavy burden
to achievable

A portfolio build 
with core business 

& competence

A risk management 
tool

Rewards for first 
movers A moving targets

Understanding Sustainability/ESG through CSR



ESG
In Practice: 
Brand Building 
Effects
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Case studies

Health Supplement brand 
1st place in HKSMEBSI for 2 consecutive rounds  

Our mission
“Meiriki Japan focuses on what is needed by the people and is dedicated to improving public health. We 
uphold our traditions and position the company core values centered on professionalism and innovation. We 
produce premium quality products with the pursuit of high quality and innovation of natural health 
supplements and offer heartfelt service by the effort of our pharmacist and nutritionists who missioned to 
establish a “Body, Mind, Spirit” well-being community. We valued both business development and corporate 
social responsibility. The idea of “Sustainable development” is incorporated into every aspect of production 
management. We, together, guard the future of the nature and humans.” 
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Sustainability Strategy Goals

Practices Impact and Recognition 
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Case studies

Energy /public utility 
1st place in Hong Kong BSI for 5 consecutive rounds  

Mission
“To provide our customers with safe, reliable, clean and smart energy along with quality services, while committed 
to fulfilling our social responsibility, ensuring sustainable business growth, enhancing our shareholders' return on 
investment, and bringing long-term benefit for our planet, society, and stakeholders.” 
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Recognitions



Corporate Sustainability/ESG Brand Building: 
Case Analysis

 Pathways perspective – Brand building as a process 
Business pathway: Core business – responsible business as 

foundation
Corporate Sustainability/ESG pathway: stakeholders 

responsible/caring projects/practices – exemplary model 
Sustainability leadership pathway: industry-wide demonstration 

and impact
 Optimum sustainability/ESG brand building: Full integration of three 

pathways
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Building a 
Sustainability/
ESG Company 
in Action
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VPI Framework

VALUES (V) – required the formulation of a 
vision and mission of corporate sustainability 
that are conceptually sufficient to inform its 
strategic positioning. 

PROCESS (P) of practicing CSR- as a company to 
institutionalize the management of CSR and 
deliver projects that translate its vision and 
mission into action. 

IMPACT (I)- obliges a corporate to evaluate the 
contribution of its CSR endeavors to economic, 
social and environmental sustainability in terms 
of the well-being of various stakeholder groups.

Values
Process 

1. Management
2. Practice

Impact

Values

Impact Process

DRIVE

PRODUCE

FEEDBACK
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The Ten Steps

• Step 1: Stock take existing corporate caring and responsible practices to each major 
stakeholders (that go beyond legal requirements)

• Step 2: Identify the company’s core stakeholder group(s): list them in terms of priority and 
provide reasons with reference to company’s core business

• Step 3: Formulate a Sustainability/ESG vision and provide a set of sustainability policy: 
social responsibility concept and policy/motivation; and the nature of vision/mission 

• Step 4: Prepare a long-term Sustainability/ESG plan with targets and standards for gradual 
and steady implementation 

• Step 5: Establish a CSR management system: the organization chart to indicate hierarchal 
location of the setup, CSR office and its management executive, division of work across 
departments, and CSR manpower and budget for implementing CSR projects
Appoint a board member/a high level executive responsible for CSR 

management/CSR background
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The Ten Steps

• Step 6: Formulate a CSR portfolio: stakeholder groups to be taken care and the 
responsibility practices/measure to be adopted in regard to company’s core competency

• Step 7: Publish social responsibility targets and action plans: specifics and details 
• Step 8: Set up a monitoring mechanism to assess the results of CSR projects to individual 

stakeholders 
– Introduce a review mechanism of the CSR management system and seek continuous 

improvement
• Step 9: Adopt the practice of social responsibility audit and reporting
• Step 10: Seek regular/continuous improvements 



Sustainability/ESG Brand 
Building: Business 
Sustainability Indices and 
Benching Mark Scheme
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Reflects the 
performance for the 
financial /calendar 

year 

ANNUAL 
CSR 

PERFORMANCE 
ASSESSMENT

A comprehensive 
assessment 

framework focus on 
Value-Process-Impact 

aspects

VPI MODEL 

Evaluate the practices 
towards 7 key 

stakeholder groups

STAKEHOLDER 
PERSPECTIVE

Based solely on 
publicly available 

information, including 
Sustainability/ ESG/ 

Annual report

OPEN 
INFORMATION

What is Business Sustainability Index? 



The VPI Model 

Sustainability Values (V) - The philosophical orientation of a responsible 
organization. This should be reflected in the vision and mission statements 
that indicate a well-defined sense of direction that the firm will take.

Process (P) – include Management and Practice; reflect
in the management skills, including planning and 
coordinating; and the practices employed which balance the 
stakeholder’s interests

Impact (I) - evaluate the contribution of its CSR endeavors 
to economic, social and environmental sustainability in 
terms of the well-being of various stakeholder group

Values

Impact Process

DRIVE

PRODUCE

FEEDBACK

Assessment Framework- VPI Model



Index Family 

Global Business Sustainability 
Index (Global BSI)

Greater China Business 
Sustainability Index (GCBSI)

Hong Kong Business 
Sustainability Index (HKBSI)

Greater Bay Area Business 
Sustainability Index (GBABSI)

Asia Pacific sub-index to be 
launched in 2023 Since 2021 Since 2015 Since 2020

Constituents

• HIS (HK)
• FTS# 100 (UK)
• STI (Singapore)
• NASDAQ 100 (US)
• DJIA (US)
• SPTSX (Canada)
• XJO (Australia)

• Hang Seng Index 
• FTSE TWSE Taiwan 50 Index 
• Shanghai Stock Exchange SSE 

50
• Shenzhen Stock Exchange 

SZSE 100 index 

• Hang Seng Stock Connect 
Hong Kong Greater Bay Area 
Index

• Hang Seng Index

No. of Constituents 329 (as on 30 Nov 2022) 200 73 (as on 30 July 2022) 69 (as on 30 July 2022)

Scope Publicly available CSR information (e.g. sustainability /EGS/CSR report, annual report, company website)



Index Family – Industry & SME

Real Estate Business Sustainability Index 
(REBSI)

Greater China Hotel Business 
Sustainability Index (Hotel BSI)

Hong Kong SME Business Sustainability 
Index (HKSMEBSI)

To launch in 2023 Since 2021 Since 2012

Constituents
Properties & Construction / Properties /  

Property Development companies listed in 
the Greater China Region Stock Exchanges

Listed Hotel Group & International Hotel 
Chains

CSR/Sustainability awards winning SMEs

No. of Constituents TBC 39 (as on Sep 2021) 27 (in the 6th round) up to 50

Scope
Publicly available CSR information (e.g. sustainability /EGS/CSR report, annual report, 

company website)
Self-declared CSR information



Strategic Sustainability Benchmarking Scheme 

Strategic Sustainability Benchmarking Scheme (SSBS): CSR rating and certification 
for individual (listed companies, non-listed and SMEs) with BSI as the benchmark

 Partnership Project with SGS Hong Kong Limited 
 Benchmark Companies’ sustainability performance with reference to HKBSI
 Objective Evaluation of Performance 
 Provide insight for Effective CSR Strategy formulation & implementation
 Strengthen Risk Management 

Sustainability 
performance 
against VPI 

model

Sustainability 
performance 

comparing with the 
*constituent of Hong 

Kong Business 
Sustainability Index 

(HKBSI)

Sustainability 
performance 

comparing with the 
respective #industry of 

HKBSI
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Conclusion Remark: 
Capacity Building
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Concluding Remarks: Sustainability/ESG Capacity 
Building

A capacity building perspective
Executive capacity building: Corporate management 

leadership
Corporate capacity building: Human resource, 

management, financial
Business network capacity building: e.g. SMESS
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Contact Us
Room 604, 6/F, 
Cheng Yu Tung Building
12 Chak Cheung Street
Shatin, Hong Kong

+852 3943 1399
biz.sustainability@cuhk.edu.hk
https://cbs.bschool.cuhk.edu.hk/

About the Centre for Business Sustainability

CBS is a collaboration between the Department of Management and 
the Department of Government and Public Administration at the 
Chinese University of Hong Kong. Founded in June 2018, the CBS 
mission is to promote business sustainability as a viable and profitable 
business model through conducting innovative research on Corporate 
Social Responsibility (CSR) and sustainability management practices in 
the region. We also aim to transfer the acquired knowledge of CSR 
applications to both academic and business communities.

https://cbs.bschool.cuhk.edu.hk/
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