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the Media Industry
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I.1 – Voluntary standards : 

� Cross-industry standards : ISO 9001 and ISO 26000
� Media specific standards: ISAS BCP 9001, 
� GRI Media Supplement, CSR handbook

Road map

I.2 – Committing international standards
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3rd party certification : 30 years of experience and benefits3rd party certification : 30 years of experience and benefits

The objective is twofold: 

30 years later, over one million corporations have their quality
management system certified every year by 3rd party accredited
bodies according to the well known ISO 9001 requirements.

� to benefit from unbiased, external reviews of their 
activities, 

� to create an ongoing process making sure that the 
highest standards of quality continue to be pursued.

Main interest : get an independent recognition of the 
quality of a corporation 
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Cross Industry standards on quality & CSR 

ISO 26000 : guidance on how businesses and 
organizations can operate in a socially responsible way.

This means acting in an ethical and transparent way 
that contributes to the health and welfare of society.

ISO 9001 : guidance and tools for companies and 
organizations who want to ensure that their products and 
services consistently meet customer’s requirements, and 
that quality is consistently improved.
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Reminder : ISO 9001 = 8 key principles
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Social responsibility : 7 core subjects
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30 years of quality 
improvement and cost 

reduction results

Are ISO 9001 requirements enough to certify Media c ompanies ?

Car making
Media contents making / 

broadcasting

Transfer of 
best management 

practices  ???

Needed input from 
Media professionals 

Media companies had to obey 
some very industry specific 

rules and practices. 

� Media management requirements were put together under the umbrella 
of the Media & Society Foundation 

� Set of complementary Media quality management tools and 
requirements in addition to those of ISO 9001. 
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The broadcasting 
industry
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Systemic environment of a Media broadcaster
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Media & Society Foundation 

« The main asset of a public service media 
is the public trust in its added value to 

society .»

Guillaume Chenevière, Former MD of the Swiss French speaking public TV  
guillaume@media-society.org

« Our universal media quality management 
system has no other intent than to help you 
set up a more transparent organization and  
a more efficient system of quality control, 

indispensable tools to this goal. »
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Edelman Trust barometer 2014

« Media & bank companies continue to trail, seeing little 
movement since 2009 and, with additional incidents this 

year, are facing continued public and regulatory reprimand 
over ethics, business practices and malfeasance »
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Edelman Trust barometer 2014
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25 requirements grouped into 5 chapters 
to translate in practice the 8 principles of TQM

4- QUALITY MANAGEMENT SYSTEMS
(QMS, documentation requirements)
5- MANAGEMENT RESPONSIBILITY
(Management commitment, Stakeholder focus, Quality Policy, Planning, 
Responsibility, Authority and Communication, Management Review, 
Corporate Social Investment, Risk Management)
6- RESOURCE MANAGEMENT
(Provision of Resources, Human Resources, Infrastructure, Work 
Environment)
7- PRODUCT REALIZATION
(Planning, Customer Related Processes, Design and Development), 
Purchasing, Service Provision, Control of Measuring Devices)
8- MEASUREMENT, ANALYSIS AND IMPROVEMENT
(Monitoring and Measurement, Control of Non-conforming Product, 
Analysis of Data, Improvement)

ISAS BCP 9001:2010 requirements

Not required in ISO 9001

All ISO 9001 requirements 
apply in ISAS BCP 9001 !
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How does a quality & CSR system work  ?

1) Write what we must do

2) Do what we write

3) Check if things are done
right

4)
 A

dj
us

t &
 

op
tim

iz
e

1) internal quality audits
2) KPI monitoring
3) non-conformance management

Relationship with stakeholders 
Corporate quality & CSR objectives
Corporate Quality & Ethics policy
Authorities, responsabilities
Procedures, processes
Qualifications (required skills)
Operational documents

Records of good corporate 
operations & governance
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Media organizations hold a powerful position
in society through the impact and influence of

their content. 

The Global Reporting Initiative (GRI)

It is therefore essential that they are responsible, 
transparent and accountable. 

The GRI Media Sector Supplement has been 
created to assist media organizations in clearly 

articulating their role in supporting progress 
towards a sustainable society and to develop ways 

to measure and improve their performance. 
. 
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Information & 
education

Make informed choices
on issues that affect life
Make informed choices
on issues that affect life

Freedom of 
expression

Fundamental element
of the Universal

declaration of Human
Rights

Fundamental element
of the Universal

declaration of Human
Rights

Pluralism & 
diversity

Facilitate understanding, 
debate and social 

cohesion

Facilitate understanding, 
debate and social 

cohesion

Watchdog

Expose corruption, 
maladministration

and corporate
wrongdoing

Expose corruption, 
maladministration

and corporate
wrongdoing

social inclusion

Cultural 
expressions and 
social inclusion

Build inter-cultural dialogue 
and understanding of 

values, customs & 
traditions

Build inter-cultural dialogue 
and understanding of 

values, customs & 
traditions

Engagement

Offer multiple platforms for 
comment, participation, 
contecnt creation and 

interaction

Offer multiple platforms for 
comment, participation, 
contecnt creation and 

interaction

sustainability

Raising
awareness on 
sustainability

Create debate around pressing 
environmental matters, human

rights, economic & social justice, 
and wellbeing.

Create debate around pressing 
environmental matters, human

rights, economic & social justice, 
and wellbeing.

Media’s 
brainprint

Impact and 
influence on society 

through Media’s 
contents

Impact and 
influence on society 

through Media’s 
contentsMedia’s 

in society 

Media’s 
key roles 
in society 
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The Guide is the first publication of the French Forum CSR 
Médias, in partnership with the ORSE (French Study 
Center for Corporate Social Responsibility). It is intended to 
lay the groundwork for a dialogue between CSR experts 
and all players and observers in the Media sector. 

The French Forum RSE Médias brings 
together French Media companies involved 
in CSR

ORSE is the French Study Center for Corporate Social 
Responsibility (non-profit organization created in June 
2000). The network brings together over 100 members 
to study and promote Socially Responsible Investment 
(SRI) and Corporate Social Responsibility (CSR).

CSR in the Media sector guide 
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Examples of committing CSR -related standards

Facts (reminder) : several suppliers of various brands 
were established in a building which collapsed resulting in 
:

� At least 1 127 casualties  + 2 500 survivors

Involved brands : Bonmarche, C&A Foundation, Loblaw, BRAC 
USA, The Children's Place, Walmart, Asda and the Walmart 
Foundation, Camaieu, El Corte Ingles, Gueldenpfennig, H&M, 
Inditex, KiK, LPP SA, Mango, Mascot, Premier Clothing et Primark

Collapse of Rana Plaza – 24.04.2013
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� « The Rana-Plaza Arrangement » : credible, transparent and 
independent system for delivering support to the victims of Rana Plaza

http://www.ranaplaza-arrangement.org/

� The Alliance (North American apparel companies ) : Bangladesh Worker 
Safety Initiative, a binding, five-year undertaking that will be transparent, results-
oriented, measurable and verifiable with the intent of improving safety in 
Bangladeshi ready-made garment (RMG) factories. 

http://www.bangladeshworkersafety.org/

� The Accord (EU) : independent agreement designed to make all garment 
factories in Bangladesh safe workplaces. It includes independent safety 
inspections at factories and public reporting of the results of these inspections.

http://bangladeshaccord.org/

Examples of committing standards resulting from the  
collapse
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Conclusion

� Quality & CSR policies should be implemented on a 
voluntary basis as often as possible

� The benefits resulting from the prevention of risks 
inherent to quality & CSR management exceed by far 
their initial cost

� This relies on the internal leadership and involvement of 
all stakeholders, amongst which the staff members, the 
customers and the suppliers play a key role.


