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The unit #2 exam is this Tuesday, 26 February.

You will have the full 50 minutes to complete the 50 multiple-choice 
questions on the exam.

The exam is open book and open notes, but closed technology.

It will only cover material from unit #2 of the course.

Unit #2 Knowledge Festival
Announcements



ACADEMIC  INTEGRITY

THANK  YOU
GOOGLE, WIKIPEDIA,
CUT-AND-PASTE,
THE  BABY  JESUS, AND  MOM
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WHAT  IS  THE  PURPOSE  OF  BUSINESS?

WHAT  IS  GOOD  BUSINESS?

HOW  DO  WE  E0%OUR#)E
)OO&  BUSINESS?

THE  PURPOSE-
BASED  APPROACH 
TO  BUSINESS
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ETHICAL  OBLIGATIONS

PHI.#0THROPI%  O$.I)#TIO0STHE  DOMINANT 
CONCEPTION  OF 
BUSINESS

Or may it be found within 
business itself"

Is ethics externally 
imposed on business"

The purpose of 
business is shared

and responsible
community

citizenship

The purpose of business is the 
production and distribution of

goods & services
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“Business can be understood as 
a set of relationships among 
groups which have a stake in 
the activities that make up the 
business. And, the executive’s or 
entrepreneur’s job is to manage 
and shape these relationships.

Managing for stakeholders is 
about creating as much value 
as possible for stakeholders, 
without resorting to trade-offs.”
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Business
Interests

Social
Interests

The Mutual Concerns Model



KNOW  YOUR
VALUES
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THE FIRM

CONSUMER ADVOCATE GROUPS

GOVERNMENT

SPECIAL INTEREST GROUPS

MEDIA

CUSTOMERS

EMPLOYEES

FINANCIERS

SUPPLIERS

COMMUNITIES COMPETITORS

STAKES & 
STAKEHOLDERS 
IN BUSINESS
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 Vodafone Qatar Sustainability Report 2014

Sustainability Strategy Stakeholder Engagement  (G4-17) (G4-26) (G4-24) (G4-25)

Use our expertise in communication 
technology to create a social positive change

The biggest contribution we can make to a sustainable future 
is as providers of access to communication technology. 
Communication technology can inspire people to join forces 
and build the smart city of the future that is Qatar. We aim to 
harness our unique understanding of technology and digital 
connectivity to build a more sustainable future. We will focus 
our efforts on supporting the next generation, enriching 
people’s lives and giving access to technology for all.

Conduct our business responsibly and ethically

Our values guide our actions in conducting business in a 
socially responsible and ethical manner and distinguish 
Vodafone Qatar in the eyes of our stakeholders. As a company 
and as individuals, we respect the law, support universal 
human rights, protect the environment, achieve operational 
excellence and benefit the communities where we work.

Giving back to our community through the 
Vodafone Qatar Charitable Fund 

Through the Vodafone Qatar Charitable fund, which is a fund 
dedicated for social investments and supporting community 
activities in Qatar, we aim to give back to the community 
through donations and sponsorships of key community 
activities that are aligned with our CSR objectives. 

Redesigning our Sustainability Strategy

Our future investments will focus on enhancing sustainability 
integration across all the departments. The strategy will 
address the basic targets and made commitments to be 
a responsible and sustainable business. This strategic 
integration will seek the support of our people at all levels of 
the business. We ensure to prioritise issues that are material to 
the business and align with our strategic pillars that contribute 
to the Qatar 2030 vision. 

Be Admired
Ensure our 
stakeholders are 
aware of our progress 
and performance

Our Corporate Social 
Responsibility Vision

To enable sustainable living 
for all through operating 
ethically, responsibly and 
contributing to community 
development in Qatar.

Our 
approach 
and focus 

areas

Vodafone Qatar is honoured to be part of the daily lives 
of members of the Qatari community. We are engaging at 
individual and organizational levels, as well as, through its 
ongoing collaboration with the Qatari government, and with its 
leading technology networks and service presence in the local 
market. 

Thorough communication and engagement are cornerstones 
for Vodafone Qatar to comprehensively understand our impacts 
and fulfil our social responsibility. We do our utmost to reflect 
the value, requirements and concerns of our stakeholders in 
all of our business plans, as per our guidelines. As a result, the 
outcomes and stakeholders’ feedback are integrated into our 
internal decision-making and implementation process.

Because issues change and evolve, and new issues emerge, at Vodafone Qatar we 
prove that we are working on the things they value most, and take into consideration 
all of varying interests. 

Our relationships with stakeholders transform into valuable 
assets which creates a tremendous impact on our business 
success. Our engagement with stakeholders is embedded 
in the way we do business. Dealing with a large number 
of stakeholders guarantees complexity and occasionally 
competing priorities. 

Our ten main stakeholder groups are our employees, 
shareholders and investors, government and regulators, 
customers, business channels, communities, Media and the 
environment. In 2014, we have conducted a thorough and 
holistic stakeholder engagement exercise which has resulted 
into defining the most critical material business sustainability 
issues to our operation in Qatar. 

Approach to stakeholder engagement, including frequency of engagement by type and by stakeholder group

Stakeholder Type and Frequency of Engagement

Employees

• Akhbarna Newsletter, Vodafone Hub, Emajlis, Vodafone Tube 
• SharePoint Workspace 
• SnapComms 
• People Managers update
• Team Huddles
• Line manager briefing sessions 
• Employees Satisfaction Survey
• Independent Sustainability Stakeholder Engagement Study (2014)

Investors

• Annual General Meeting (AGM)
• Communicate through Investor Relations department
• Issue annually audited financial statements
• Analyst Meetings
• Independent Sustainability Stakeholder Engagement Study (2014)

Customers

• Serve customers through call centers
• Conduct surveys (customer satisfaction, store experience, and brand tracker)
• Independent Sustainability Stakeholder Engagement Study (2014)
• TechShow
• Tech Nights
• Tech Newsletter
• Unboxing Videos 

Enterprise Customers • Independent Sustainability Stakeholder Engagement Study (2014)

Business 
Channels

Distributors • Regular one-on-one engagements
• Independent Sustainability Stakeholder Engagement Study (2014)
• Zone Retails Meet
• Vodafone Al Momayaz

Mass Retailers

Vodafone Retailers

Regulators
• Compliance with ICT Qatar
• Independent Sustainability Stakeholder Engagement Study (2014) 

Giving back to the community 
through the Vodafone Qatar 
Charitable Fund
• World of Difference
• Reach Out To Asia 

Partnership

Use our expertise in communication 
technology to make a positive social 
impact
• Put safe digital access in the hands 

of every child in Qatar
• Ensuring our products and services 

are accessible for people with 
disabilities

Conduct our business 
responsibly and ethically
• Health and Safety 
• Environment 
• Supply Chain 
• Privacy, freedom of 

expression and human 
Rights

• Mobile Network & 
Health
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Stakeholder Type and Frequency of Engagement

Suppliers
• Tenders and RFPs
• Independent Sustainability Stakeholder Engagement Study (2014)

Community, NGOs and Pressure Groups

• Independent Sustainability Stakeholder Engagement Study (2014)
• Vodafone CSR Majlis
• As part of the Engagement work led by the Sustainability division
• Community Engagement through social activities
• AmantTech
• Techshow
• TechNewsletter

Environmentalists • Independent Sustainability Stakeholder Engagement Study (2014)

Media
• Regular one-on-one engagements
• PR Events

•	 Vodafone CSR Majlis 

Vodafone Qatar regularly hosts CSR and sustainability 
experts to discuss trends, best practices and case studies 
in the field and shed the light on the growing role of 
sustainability within an organisation’s business model  
and strategy. 

The initiative is a series of events that Vodafone organises 
as part of its ongoing stakeholder engagement activities, 
through which it aims to provide an open platform that 
facilitates dialogue and knowledge sharing between peers 
representing both the public and private sectors of Qatar.

•	 Zone Retailer Meet 

In line with its commitment to build and strengthen 
relationships with mass market outlets, Vodafone Qatar 
holds monthly Zone Retailer Meetings with its retailers. 

Participants include retailers from their respective zones/
geographic location and distributors in addition to 
Vodafone Qatar Sales, Marketing, Operations, Networks 
and Channels’ teams who are given an overview of all the 
products recently launched, in addition to an update on 
the performance of each product. 

The team also share updates on networks’ improvements 
together with trends on Voice and Data.

•	 Vodafone Al Mumayaz 

The purpose of this programme is to build a stronger and 
more sustainable relationship with our retailers, especially 
in such a competitive market. By recognising and 
rewarding our most valuable retailers and maintaining their 
brand commitment and loyalty. Furthermore, we recognize 
also our 5etailer 6ales 2fficers �562s� who bridge the 
connection between Vodafone and the Retailer. As for the 
upcoming year, we are aiming to include recharge, key 
accounts and RSOs to the already SIM retailers. 

•	 Tech Nights

Special events organised where mobile phone and gadget 
enthusiasts can gather. Events are presented by Vodafone 
staff as well as vendors and partners that we invite such as 
BlackBerry, Nokia, Samsung, and Huawei. Visitors get to see 
some of the latest devices (sometimes unreleased ones), 
ask questions (our last challenge was around accessibility 
for those with vision impairment), and socialize.

Outcomes of Engagement (G4-27)

Stakeholders’ Perception from each of the above 
engagements has been presented, discussed and acted upon 
internally. 

6ince we are at a stage of defining the future of our 
industry and shaping it towards future developments, these 
stakeholder comments are extremely valuable to us especially 
as all these groups are within the ecosystem that is evolving 
into the next era of telecommunications.

Stakeholder Key Sustainability Issues Raised During the Engagement Process
Our Response - 
Page Numbers

Employees

• Talent Attraction and Development
• Transparency. Reward & recognition strategy
• +ow competitiYe are we in salary 	 benefits 	 rewards�retention 

schemes 
• Career development plans, health and safe work environment
• Promotion of people well-being
• Visibility of CSR activities and impact on the Qatari community

49

Investors

• Future investments plans
• Internal audits and controls. 
• The way Vodafone’s plans and integrates Sustainability at all levels. 
• Governance models and functionality. Governance structure. 
• Shareholder and investors relations management. 

12-16

Customers

• Affordability. Preventing unexpectedly high bills
• Availability of network
• Delivering simpler and relevant products and services
• Showing more appreciation for our most loyal customers.

38-42

Enterprise Customers

• Customer satisfaction
• Privacy and security
• Online service quality
• New ways of connectivity and business collaboration

32, 40, 60

Business 
Channels

Distributors • Plans to produce comprehensive reporting which will facilitate time and 
resources

• Sustainability plans that may impact distributors directly or indirectly
41, 30-33Mass Retailers

Vodafone Retailers

Regulators
• Privacy and security
• Networks and infrastructure
• Compliance

58,60

Suppliers

• Implications of Sustainability in Supply chain. How does Vodafone work 
with suppliers to mitigate its social and environmental impact? Any 
plans to involve vendors in future sustainability plans?

• The way Vodafone selects suppliers.

37

Community, NGOs and 
Pressure Groups

• Migrants’ welfare best practices. 
• Initiative supporting achievement of Qatar Foundation Standards.
• Future sustainability plans. Social investment pillars
• What’s the social value created? How does Vodafone measure it impact. 

Any systematic model used for that? 
• Why they pulled out of the brazil project
• How Vodafone Qatar supports local social media and digital 

entrepreneurship

42-45

Environmentalists

• Environmental sustainability measures, E-waste management
• Environmental impact report and limited radiation
• Next year’s Sustainability targets and approach. Investments to reduce 

radiations effects and risks on local community
• Compliance with Ministry of Environment requirements on 

environmental performance. Carbon Emissions. Radiations and plan to 
reduce risks

31, 45-48

Media
• Accessibility of spokespeople
• Relevant news and updates

41

The response rate to our stakeholder engagement surveys was very positive. The external stakeholders’ response rate amounted 
to 70%. All categories of external stakeholders were represented in the results.
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LEGO: Everything is NOT Awesome

Greenpeace Video

July 8, 2014
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The purpose of 
business is to benefit

stakeholders
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“Ethics is a conversation about 
how we can reason together and 
solve our differences so that we 
can all flourish without resorting 
to coercion and violence.”
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With these broader obligations to stakeholders in mind, we will look at fire 
safety in Qatar after the deadly fire at the Villaggio Mall on 28 May, 2012. 
What led to this fire, and can anything be done to ensure something like 
this does not happen again?

Building Construction & Safety After Villaggio
Next Class
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