
BUSINESS AND HUMAN RIGHTS 

The Electronic Industry Citizenship Coalition 



Who we are 

The EICC® is a coalition of the world’s 
leading electronics companies working 
together to improve efficiency and 
social, ethical, and environmental 
responsibility in the global supply 
chain. 
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Assessment & Compliance     Conflict Minerals        Environmental Sustainability    
 

Learning & Capability Building Working Hours  
   

INITIATIVES & WORKING GROUPS 

Stakeholder Engagement Transparency UN Guiding Principles 
 
 Student Workers Trafficked & Forced Labor Indirect Spend 

TASK FORCES & SPECIAL PROJECTS 

EICC Areas of Work 



EICC Evolution and Transformation 

GOVERNANCE 

STRATEGY 

2012 2020 

Develop New 
Governance Model 

 
(Adopted by full member 

vote in late 2012) 

Implement New 
Governance Model 

 
(2013) 

Recommendations on 
New Strategic Direction 

 
(August –  

December 2013) 
 

Execute New 
Strategy 

 
 

(2015 – 2018) 
 

 

Develop 
Implementation Plan 

 
(December 2013 – 

October 2014) 

FSG-Supported EICC-Owned 



The EICC and Human Rights 



Post UNGP World 

 2011, UNGP codify  
responsibilities of  
business to respect  
human rights 

 EICC gap analysis 

Gap closure – pending 

Distinct responsibilities  
between industry groups  
(EICC) and companies  
themselves 



STAKEHOLDER ENGAGEMENT 

ELECTRONIC INDUSTRY CITIZENSHIP COALITION 



Who are “stakeholders”? 

 Civil society organizations 

 Trade unions 

 Socially responsible investors 

 Academia and research institutions 

Governmental and multilateral institutions 

 

Why do we call them stakeholders? 



Why engage? 

 Because we’re told to?  
– UNGP, GRI, etc. 

 Because it prevents or  
mitigates campaigns  
that hurt reputations? 
– Greenwashing 

 Because we get free  
consulting? 

 Because it helps us do  
our jobs better? 
– (What are our jobs?) 

 
 



How do you engage? 

 Speak the same  
language 

Have an open mind 

 Find common ground 

 Be prepared to  
compromise 

 Be sincere 

 Learn about their  
issues 



Common challenges 

 Communications problems 

– Different spheres of reference: human rights, 
development vs. business management, 
procurement 

– Wildly different vocabulary 

 Lack of common ground 

Unwillingness to compromise 

 Inability to have an impact 

 Bureaucracy 



Stakeholder engagement at the EICC 

 Challenges of being an industry-only group 

 Lack of human resources 

 Rapid evolution of stakeholder engagement 
and CSR 

 Cultural differences 

 Trying to move forward with new strategic 
plan, revised Code of Conduct 



When you fail to meet your  
stakeholders’ expectations 

You’re getting attacked in the media, by your 
shareholders, on Twitter and at your retail 
stores. 

 

What do you do? 

 

 

(And how did you arrive at this point?) 



SUSTAINABILITY 
COMMUNICATIONS 

Electronic Industry Citizenship Coalition 



Why sustainability communications? 

You’re doing good work: you’re actively 
solving problems and making financial 
and human commitments to make 
workers’ lives better and protect the 
environment where they live.  
 
Why aren’t you telling the world? 



Transparency 

• Preventative: lets you tell 
your story first 

• Helps you add the context 
and education that matter 

• Boost your brand with 
openness and honesty 

• Admit your mistakes and 
challenges! 

Responsiveness 

• After the fact: if you 
couldn’t prevent it, respond 
well 

• Speed 

• Honesty 

• Be relatable 

• Ongoing reports back as you 
fix the problem 

Transparency and Responsiveness 



Sustainability comms today 

 Proliferation of actors  
in the space but  
limited substance 

 So many actors –  
who to listen to? 

 Allegations of  
greenwashing 



Expectations 

 Varying expectations amongst public, media, 
civil society, government, etc. 

 Some societies very aware 

 Some societies increasingly aware 

 Some societies unaware or are focused on 
other things 

 

So how do you reach this diverse audience? 



It’s just too complicated? 

 Supply chain sustainability is complicated 

High risk to your brand if you don’t get out in 
front of the story 



Risk 

 Best way to mitigate risk: tell your side of the 
story first. 

 Lay the groundwork: 

– Education 

– Infrastructure so you can predict stories before 
they break and be responsive when you need to 
be 

– Build relationships 



Telling your story 

 Be positive but honest 

 Face up to the challenges 

 Tell a story about people and communities 
(environment) 

 Align your story with the topic and your brand 

 

Education – Context – Honest - Proactive 



Thank you! 

Julie Schindall 
Director of Communications & Stakeholder Engagement 
Electronic Industry Citizenship Coalition 
jschindall@eicc.info 
@eiccoalition 

mailto:jschindall@eicc.info

