
Defining progress 

and determining 

value 



• 664 branches, 617 of the Bank and 47 of Private Banking 

• 1,464 ATMs

• 1.98 million clients

• 9,483 employees, 4,520 men and 4,963 women

• 12 inclusive branches

• 7°place in Grupo Expansion’s Top Companies ranking 

• 6 consecutive years being a Great Place to Work

• Within the top 35 companies for women to work in

• Our View Point Surrey got an 89% in General Satisfaction with  90% 

participation

• We reached the $50,000 million (MX) in fund management

At a glance



Our relationship with the Global Compact

• Scotiabank at Canada did not signed the Global 
Compact, yet it gave their International Bank a 
recommendation to sign the GC.

• To Mexico, the 10 Principles sound right.

• We signed when the GC was launched at our country 
on 2005.

• We had a very big opportunity to plan our CSR 
actions.

• The first difficulty turned up: understand the 10 
Principles and the spirit of the whole Compact.



Progress and Value

Progress
• How your business perform on concrete engagement 

with a set of Principles.
• How close you get to the golden standard on certain 

CSR practices.

Value
• The return on the investment you made for sustaining 

a GC Principle.
• How is your organization better adhering to the GC 

rather than another CSR initiative.



Strategic Planning 1

• We tried solving the puzzle backwards:

•From understanding what we had to report, 

• to determining the concrete actions. 

• This first meant reading several CoPs, then reading the 
support material given by the GC.

• Learning: “Too many cooks spoil the broth”.

• Refocus: Match what you are already doing with the 10 
Principles.



Strategic Planning 2

• The CoP was an incentive for us.

• We faced the dilemma between:

• reporting what we were successful at, 

•or starting on a specific subject from the 10 
Principles.

• The first option would lead us to:

MEG, Codes of Ethics, Great Place to Work, 
Compensations, Corporate donations, etc.

• We chose the largest area of opportunity.

• Proposal of actions on the subject.



Steps assuming the Global Compact

1. Knowing the 10 Principles.

2. Understanding different ways to ground them 
according to your core business.

3. Knowing the company’s practices.

4. Correlate what is being done with the 10 Principles. 

5. Strategic planning.

6. Establishing goals.

7. Making the report.



Focusing on environmental Principles

Principle VII: Support the preventive focus on 
environmental challenges. 

Principle VIII: Promote greater environmental 

responsibility.

Principle IX: Encourage the development and 

diffussion of technologies that are respectful to the 
environment. 

We narrowed it down to two Principles:



We based our decision on Value

• We were looking for a balance on the four great areas 
of CSR.

• It was time for us to do something on an aspect that 
was wrongfully thought as a given.

• We detected some concern from our employees on 
environmental responsibility.

• This was aligned to some of the Nova Scotia CSR 
agenda.

• This could lead to savings.

• We wanted to comply on this matter because of local 
CSR awards.



CSR Balance as Value



Managing

progress 



• This was a subject of interest to our collaborators. 

• We established actions of fast and simple execution to 
draw the personnel’s attention:  

� Change the choice of paper to recycled (printed 
media).

� Reforestation.

� Greater use of electronic media.

• Learning: we did not had to make one big break-through 
action. Better add several actions.

Focusing on environmental Principles



Actions on environmental subjects



Actions on environmental subjects



Actions on environmental subjects



Actions on environmental subjects



• We had to take care of the consistency.

• Once you engage with a Principle, pressure from  your 
stakeholders will come. 

• This meant doing several things all year long, on 
different Departments, year in and year out.

• Still, with flexibility and criteria: spread your portfolio. 

• Grounding a GC Principle is a cultural process, not just 
a happening.

• Plan as best as you can, try to follow your plan, but be 
ready to grasp opportunities and react to circumstances.

Progress over time



Measuring and

Communicating 

Progress



What a CoP is:

• Diagnostic tool ( Where are we?).

• Planning tool (Where do we want to go?).

• Help to focus on measurable results. 

• A must, not just a nice to have.

• Point of contact with the value chain.

• Guide for institutionalizing practices.

• A constant honesty process.

How we understand what a  CoP is



How we understand what a  CoP is

What a CoP is not:

• An exhaustive report (of everything the company does).

• A universal report (that talks about all 10 principles).

• A decorative article.

• A closed subject.

• A perfect document.



Problems when writing the CoP

• Understanding what it is and what it isn’t.

• A work tool, not a decorative one. 

• An element to dialogue, not to impress. 

• We must report what is there (and know what is not there).

• Dialogue opportunity with the value chain and other 
organizations.

• Choosing a template / free design.

• Having actions and measuring them whenever 
possible.

• Writing.

• Sending it to Mexico and New York.



Challenges and Next Steps

• Change in strategic direction.

• Reporting measurements of the year that 
goes by.

• Communicating the change in strategy. 

• Establishing new metrics.

• Staying alert to opportunities. 

• Sharing with the value chain.



Refining measurements – 2007 example



Refining measurements – 2008 example



Benefits of working with the Global Compact

1. Get to know other organizations:

• Companies: competitors and non competitors, big 
and small.

• Non-profit Organizations.

• International Organizations.

• Certification institutions. 

• Potential suppliers.

2. Participating in other UN activities. 

3. Being part of the global dialogue of social 
responsibility.  



Thank You
Rodrigo Villaseñor Roldán

rvroldan@scotiabank.com.mx


