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Public-Private Partnerships  
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Presenter
Presentation Notes
Public-private partnerships
The MDGs are a prime example of PPP, especially given MDG 8 that focuses on global partnerships to support development and the other 7 MD goals.

This presentation will provide a brief overview of:
What are PPP 
Rationale for partnerships
Why PPP accountability is important
Study objectives and methods
Examples of PPP involving global FBQSR companies
Results of examining PPP accountability within context of two global monitoring systems

 



Public-Private Partnerships 

• Collaborations between public and private 
sector actors to achieve specific outcomes 

– Enter diverse arrangements  
– Vary by participants, legal status, governance, 

management, policy setting, contributions, roles 
– Different engagement levels, resource investments 
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Presenter
Presentation Notes
PPP are collaborations between public- and private-sector actors who enter diverse arrangements that vary according to participants, legal status, governance, management, policy setting, contributions and operational roles to achieve specific outcomes (WHO 2011)





Rationale for Partnerships  

• Address unmet needs  
 

• Focus on specific under-resourced priorities 
 

• Create synergy to add value to efforts targeting 
nutrition, population health and wellness goals 
 Degree to which a partnership combines assets of all  

partners to pursue collaborative solutions to a specific 
public health nutrition challenge 

4 



Why is Accountability Important? 

• If partnerships are viewed as accountable, 
more likely they will be trusted  

– Could become an effective and legitimate approach 
to address undernutrition, obesity, lifestyle-related 
NCD 

 
• Diverse accountability expectations, 

processes and mechanisms 
– Legal, fiscal, ethical 
– Many processes and outcomes 
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Presentation Notes
Accountability ultimately boils down to how the actions of some groups affect the lives of others.

Accountability involves certain groups holding others to a set of performance standards to reach certain goals and evaluate whether these goals have been attained. 
Two components deserve special scrutiny
Answerability - key actors share an account of their decisions and actions to relevant stakeholders using a trusted, transparent, responsive, credible and inclusive process with meaningful and verifiable information.
Enforceability - key actors comply with established standards and voluntary codes of conduct; receive recognition and rewards when goals are achieved; and penalties and restrictions when pledges, commitments and obligations are not attained.

 



Study Overview 

• Objectives 
– Explore range of PPP with 15 global FBQSR companies 
– Examine adequacy of two voluntary global corporate 

monitoring systems to provide accountability for public 
health nutrition challenges  
 

– Examine CSR reports of 15 global FBQSR companies and 
UNGC website for companies' signatory status  

• Methods (Jan 2009 – Mar 2012) 
– Conduct lit search of electronic databases 
– UN System websites and 15 companies’ CSR reports  
– Media stories and grey literature reports 
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Partnership Examples 

 
• U.N. agencies engage with private and public 

sector stakeholders to address global hunger, 
food insecurity, undernutrition, obesity and 
lifestyle-related NCD 

– UNICEF Canada & Cadbury 
– WFP & Yum! Brands Inc. 
– WFP & PepsiCo 
– WFP & Unilever, Kraft Foods, GAIN, DSM 
– WHO & International Olympics 

7 

http://www.healthyweightcommit.org/company_info/pepsico_inc/
http://upload.wikimedia.org/wikipedia/commons/b/b1/Olympic_Rings.svg
http://www.healthyweightcommit.org/company_info/uniliver/


Partnerships Examples 

Undernutrition Obesity and NCDs 
• International alliance addresses 

micronutrient deficiencies 
through market-based strategies 

• GAIN reports scaling up 36 large 
collaborations in 25 countries 
since 2002 to reach 400 million 
people 

• GAIN’s target is to mobilize $700 
million of private-sector 
investment through Business 
Alliance 

• Healthy Weight Commitment 
Foundation (US) 

• Public Health Responsibility 
Deal Food Network (England) 

• EU Platform on Action for 
Diet, PA & Health (Europe) 

 33 EU member orgs 

• International Food & 
Beverage Alliance (Global) 

 10 company members 
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http://www.facebook.com/l.php?u=http://www.diplomaticourier.com/index.php?option=com_content&view=article&id=118&catid=5&Itemid=13&h=551ee
http://www.britannia.co.in/
http://www.nutriset.fr/<p style=
http://www.healthyweightcommit.org/company_info/pepsico_inc/
http://www.healthyweightcommit.org/company_info/uniliver/
http://www.healthyweightcommit.org/company_info/the_coca-cola_company/
http://www.healthyweightcommit.org/company_info/mars_incorporated/


Results 

• CSR reports showed that 15 companies operate 
in 50 to 200 countries with annual revenues 
ranging from $2.5 to $111 billion/year 

– 7 companies are UNGC signatories 
• Cargill, Danone, General Mills, Nestlé, PepsiCo, 

TCCC, Unilever 
– 7 companies are not UNGC signatories 

• Burger King, Heinz, Kellogg’s, Mars, McDonald’s, 
Hershey Company, Yum! Brands 

– 1 company was a signatory but was expelled in 
2011 for not communicating progress 

• Kraft Foods Mexico 
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Company 
(source) 

Est. annual 
revenue* in 
$US B (year) 

# countries 
w/commercial 
enterprises 

Mission or purpose 
statement or CSR 
program theme Relationship with UNGC 

Cargill (2010) $108 B (2010) 66  Growing Together Signatory to UNGC since 2011 

Danone (2010) $21.5 B (2010) 72 Bringing Health Through Food 
to as Many People as Possible Signatory to UNGC since 2003 

General Mills 
(2010) $14.9 B (2010) 100  Nourishing Lives Signatory to UNGC since 2008 

Heinz (2009)  $10 B (2009) 50  The Original Pure Food 
Company Not a signatory to UNGC  

Kellogg 
Company 
(2009) 

$13 B (2009) 180  Bringing Our Best to You 
Not a signatory to UNGC  
 

Kraft Foods 
(2010) $48 B (2010) 160  Creating a More Delicious 

World 

Kraft Foods Mexico was a 
signatory since 2006 
Expelled in 2011 for not 
communicating progress 

Mars Inc 
(2010) $30 B (2010)  56 Our Principles in Action Not a signatory to UNGC 

Nestlé S.A. 
(2009) 
 

$111 B (2009) 86  Creating Shared Value Signatory to UNGC since 2001 
 

PepsiCo (2010) $43 B (2009) 200  Performance with Purpose Signatory to UNGC since 2008 

The Coca-Cola 
Company 
(2010) 

$32 B (2009) 200  Positive Living Signatory to UNGC since 2006 
 

The Hershey 
Company 
(2009) 

$5 B (2009) 50  
Bringing Sweet Moments of 
Hershey Happiness to the 
World Every Day 

Not a signatory to UNGC 
 

Unilever (2010) $53.9 B (2009) 170  Creating a Better Future Every 
Day 

Signatory to UNGC since 2000 
 



Profiles of Selected Quick-Serve Restaurant 
(QSR) Companies  

Company 
(source) 

HQ (city, 
country) 

Estimated 
annual 
revenue* in 
$US B (year) 

# countries 
with 
commercial 
enterprises 

Mission or 
purpose 
statement or 
CSR program 
theme 

Relationship 
with UNGC 

Burger King 
(2009) 

Miami,  
Florida $2.5 B (2009) 74  BK Positive Steps 

Not a 
signatory to 
UNGC 

McDonald’s 
Corporation 
(2010) 

Oak Brook, 
Illinois $24 B (2010)  100  The Values We 

Bring to the Table 

Not a 
signatory to 
UNGC 
 

Yum! Brands 
(2009) 

Louisville, 
Kentucky $10.8 B (2009) 110  Serving the World 

Not a 
signatory to 
UNGC 
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Results 

• Several CSR ratings rank global FBQSR 
companies on their “Best Corporate Citizens” list 
for actions supporting the environment, climate 
change, human rights, philanthropy, employee 
relations, financial management and governance 
 

• Actions targeting nutrition, consumer health and 
wellness goals are not criteria used to assess 
the sustainability and corporate citizen 
performance of global FBQSR companies 
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UN Global Compact Principles 
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Issue Area Principles 

Human Rights 
1. Businesses should support and respect the protection of internationally 

proclaimed human rights  
2. Businesses should make sure that they are not complicit in human rights abuses  

Labour 

3. Businesses should uphold the freedom of association and the effective 
recognition of the right to collective bargaining  

4. Businesses should support the elimination of all forms of forced and compulsory 
labour  

5. Businesses should support the effective abolition of child labour 
6. Businesses should support the elimination of discrimination in respect of 

employment and occupation  

Environment 

7. Businesses are asked to support a precautionary approach to environmental 
challenges 

8. Businesses should undertake initiatives to promote greater environmental 
responsibility  

9. Businesses should encourage the development and diffusion of environmentally 
friendly technologies  

Anti-
corruption 

10. Businesses should work against corruption in all its forms, including extortion 
and bribery  
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Presenter
Presentation Notes
UNGC was launched in 1999 by UN Secretary-General Kofi Annan at the World Economic Forum in Davos, Switzerland to stimulate private-sector actions to support U.N. goals and serve as an alternative to international regulatory systems.

UNGC was officially embraced by UN System in 2000 and represents the largest corporate citizenship initiative in the world that promotes 10 voluntary principles of responsible corporate citizenship to support human rights, labour, the environment and anti-corruption.

By 2007, more than 3,000 companies from 100 countries, and over 700 civil society, international labor organizations and academic institutions were engaged in the Compact to encourage businesses to contribute to solving globalization challenges. 

However, the UNGC lack explicit principles to protect and proote population health, public health nutrition and wellness goals.





Children’s Rights and Business Principles 
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Presenter
Presentation Notes
In March 2012, UNICEF, in collaborating with the UNGC and Save the Children, jointly released the Children’s Rights and Business Principles, which recognize the significant influence of businesses on children’s lives, and sees to define standards to minimize the negative impacts and maximize the positive impacts experienced by children.

The Children’s Rights and Business Principles initiative is one element of UNICEF’s new CSR strategy.

Reflect 10 principles of UNGC customized for children.

Good start. However, like UNGC, the principles lack any reference to improve children’s health and to promote healthy lifestyles, including promoting healthy foods, eating habits, diets, lifestyles businesses’ actions comprehensively promoting child health and  wellness goals.  



Amendments needed to UNGC Principles? 
Issue Area Principles 

Human Rights 
1. Businesses should support and respect the protection of internationally proclaimed human 

rights.  
2. Businesses should make sure that they are not complicit in human rights abuses.  

Labour 

3. Businesses should uphold the freedom of association and the effective recognition of the right to 
collective bargaining.  

4. Businesses should support the elimination of all forms of forced and compulsory labour.  
5. Businesses should support the effective abolition of child labour. 
6. Businesses should support the elimination of discrimination in respect of employment and 

occupation.  

Environment 

7. Businesses are asked to support a precautionary approach to environmental challenges. 
8. Businesses should undertake initiatives to promote greater environmental responsibility.  
9. Businesses should encourage the development and diffusion of environmentally friendly 

technologies.  

Anti-corruption 10. Businesses should work against corruption in all its forms, including extortion and bribery.  

Nutrition            
and Health  

11. Businesses should demonstrate greater accountability  for supporting 
healthy lifestyles and healthy eating environments for populations worldwide  

12. Businesses should support a precautionary approach to human population 
health challenges 

13. Businesses should develop and use integrated marketing communications to 
support healthy products, a healthy diet, healthy eating and active living 
environments  
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Results 

• GRI is a network-based organization that developed 
the widely used G3 Sustainability Reporting Framework 

• G3 Framework offers a system for companies to 
mainstream and voluntarily disclose their performance 
and progress made toward specific financial, social, 
environmental and governance indicators  

• G3 Framework lacks explicit and robust indicators for 
global FBQSR companies to voluntarily disclose their 
collective actions to protect public health nutrition, 
healthy lifestyles and wellness goals 
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Conclusions and Recommendations 

• Voluntary CSR reporting for FBQSR companies 
 Many opportunities to strengthen and improve their 

accountability for public health nutrition, healthy lifestyles 
and wellness  

 
• UNGC and Children's Rights & Business Principles 
 Could be amended to contain clear principles that support 

public health nutrition and wellness goals 
 

• G4 Sustainability Reporting Framework  
 Needs explicit indicators for FBQSR companies to disclose 

all practices to improve public health nutrition, healthy 
lifestyles and wellness goals 17 

Presenter
Presentation Notes
1. Many potential opportunities to strengthen the voluntary CSR reporting could cover the collective policies and actions to prevent and mitigate undernutrition, obesity and NCD among populations worldwide.

2. Burger King, Heinz, Kellogg’s, Mars, McDonald’s, Hershey Company, Yum! Brands could sign on to the UNGC
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