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      Foreword


      In the business community in the 21st century, the two most-feared words in the English lan-guage are “transparency” and “privacy.”


      Social media sites like Facebook are facing serious problems because of privacy breaches. In America, Facebook Inc. set aside $3 billion for an expected fine from the U.S. government for privacy violations.


      In Europe, under a new privacy law that took effect in May 2018, companies that mis-handle data can be fined up to 4 percent of their annual global revenue.


      In Canada, regulators found that Facebook committed “serious” breaches of local laws over its mishandling of users’ personal information, announcing they would take the compa-ny to court to force it to change its privacy practices.


      While social media and other Internet sites worry about possible privacy violations, the larger business community faces an even more serious problem.


      Transparency.


      As business goes global, the transparency problem is going to get worse. Consumers want to know who and where makes the products they buy. Products that hide their identities are called “Black Brands” by the authors of this interesting and authoritative book.


      What many consumers do not know is that the manufacturers of some of their most-re-spected consumer brands also make the same identical products for sale under private-label brands of other companies. And usually for sale at much-lower prices.


      Why would a company compete with itself by producing identical products sold by oth-er companies under other brand names?


      It’s the “economics of scale.” The larger the production run, the less expensive each unit becomes. One of the major ways that companies can reduce their production costs is by in-creasing their production output. And they can do that by selling their surplus output to oth-er companies to sell under different brand names.


      This trend is going to continue until consumers become aware of what is going on in the business world today.


      The authors of Black Brands deserve a lot of credit for taking this first step in bringing transparency to branding.


      Al Ries
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      introduction


      Those who favour measurements have now new indicators to assess the value of transparen-cy in companies and corporate brands. This is one of the practical conclusions that can be drawn from this study collectively authored by experts under the lead of Dr Fernando Oliva-res, Director of the Chair of Corporate Branding at the University of Alicante (Spain).


      While there is a universal agreement on the meaning of the term “value” as something having a functional or psychological utility, the same term “value” can fork semantically into two different denotations when it refers to companies. I am talking about two types of values: (1) financial and stock values, and (2) moral values. Transparency, obviously, falls into the second category –although it may have indirect effects on the first one. Nonetheless, the pub-lic at large, public opinion and particularly users and consumers value the quality of com-panies and brands according to their perception and, above all, their experience of the moral conduct of companies.


      Consequently, the information behaviour –which is part of the global behaviour of a company/brand– is especially significant when opacity or silence represents a suspicious reali-ty. Opacity hides what the public should know and, therefore, it creates distrust.


      The problem of corporate and brand transparency should be addressed with a prime objective: credibility and trust in them. A brand is transparent only if the company operat-ing under it is. But brands have an emotional advantage –characteristic of their symbolic function– that companies (artificial persons) lack. The general public relates with brands in a sentimental, emotional manner, which generates a social –indirect– bond with companies. Despite this loop, emerging from companies and returning to them, it seems that compa-nies have forgotten about the “public opinion market”, which is a digital and viral market in the media.


      Those are some brief ideas stemming from this book, which focuses on corporate and brand transparency, especially in productive sectors, basically industrial and manufactur-ing sectors. I would like, however, to add some considerations around “black brands” con-cerning issues related to transparency management in the service sector.


      Let us take three dichotomous pairs: transparency-opacity, essence-appearance and simplicity-complexity. These should be used as conceptual tools for management.
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      INFORMATION TRANSPARENCY AND SERVICE


      Information is intangible and is a value both in the journalistic sense of the term (news, ve-racity, service) and in the mathematical sense (measurement of the amount of novelty, of in-formation or complexity of a message, an organisation or a system). From a psychological perspective more down to earth in our daily life, common sense tells us that information is news: what we did not know and is part of reality. If we apply this to companies/brands, they are only required to adopt this attitude from the perspective of “public interest” on a volun-tary basis. This is the only way for information transparency to become yet another atom of a good public image and corporate reputation.


      AESTHETICS OF APPEARANCE


      Corporate and brand transparency has an ambivalent meaning; firstly, information transpar-ency as a service to the public (what they “must know”) involving the moral aspect, and sec-ondly, the aesthetics of appearance, which, as such, is a component of corporate and brand behaviour belonging to the physics of communication.


      In the universe of objects, design, fashion and architecture, the symbolism of transparen-cy –light and evident– arouses feelings of veracity and even of present. A long time ago, Japa-nese industry invented miniaturisation, lightness and manageability of objects making them more user-friendly and convenient. Fashion and architecture, both corporate and interior ar-chitectures, also promote the aesthetic appeal of transparency. Two examples come to mind, both from the financial sector, funnily enough. But they will not hurt, because they can lead us to the sale of intangible assets together with the complete outsourcing of production by brands that are concealing this from consumers, who are entitled to this information right.


      It was in the news recently. The Sunday supplement of the Spanish newspaper El País reported about an initiative taken by a bank in the Basque country, whose main challenge is transparency. An excellent team of architects was hired to design transparent offices. The key feature was that the usual brick and mortar walls were replaced with translucent walls; not transparent, because it would have been chaos, but translucent so the light would go through the rooms providing a glimpse of the people working in them but without showing any details. This was the focal point. The problem is that this type of transparency, albeit welcomed as an initiative, has no bearing on people’s behaviour, the service quality, the efficiency, the attention to clients or the corporate transparency. In any case, an aesthetic appearance is a good ally be-cause it aims at being liked and this is a good start to generate sympathy. It would be a gift to be able to know the whole plan for transparent practices by that pioneer bank past those trans-lucent walls.
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      On a different scale, but following the same logic, I can think of a giant in that sector, Deutsche Bank, and the impressive skyscraper of its headquarters in Frankfurt. A concrete head office of such proportions dominates with such a powerful presence that it is almost in-sulting. Those buildings are transparent, covert and almost invisible (the “aesthetics of disap-pearance” by Paul Virilio comes to mind). Glass completely replaces concrete, and stainless steel covers the structure. The building has become a colossal mirror. Not only do the sky and clouds reflect on it, but they surround it and cross it. Material corporeality of architecture has become transparent and literally dissolves in the air. Complete transparency... of the appear-ance. But, of anything else?


      TRANSPARENT SIMPLICITY


      Complexity theory distinguishes between the structural complexity of companies (organisa-tion) and their functional complexity (communication, action, management). It demonstrates that it is possible to dissociate both complexities. De-bureaucratisation and de-centralisation are possible, but when they are not possible, communication and management, i.e. service to clients, have to be simplified.


      Thus, internal complexity does not hinder external simplicity. In other words, I do not care about the structural complexities or the insides of my computer; what I want is function-al simplicity, speed, ease, performance and zero dysfunctions.


      Information, which is part of communication and management, can be complex and obscure or simple and transparent. With this idea in mind, we can look again at the banking sector. Let us look for transparency in the legal documents of service agreements with cli-ents (rights and duties of both parties). This is a taboo subject. Let us make a cursory exam-ination taking a quick glance: too many pages, too much text, too many clauses and a font size that is so minute and tight that we feel dizzy even before starting to read. Oh! Form is important. No doubt all of that can –and should– be changed. There is no problem in word-ing the same thing in a transparent and easy manner, i.e. understandable. The extension can be reduced and font size can be enlarged. And make the bank and the brand transparent.


      This is the most conspicuous “black brand” in the banking sector. How many agreements are signed by clients not knowing what they were signing! Where is the leader of the pomp-ous “Corporate Transparency”? Is there anyone in banks that really wants it?


      Joan CostaFounder-President of Joan Costa Institute
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      PREFACE


      Fernando Olivares Delgado*


      In February 2016, a Syrian family was found concealed in the trailer of a Spanish truck having Birmingham as final destination, which had been loaded with cereal by its driver. The family was found during the crossing of the Channel in one of the ferries that regularly operate on the Calais-Dover route.1 Desperation was the driving force for the parents to travel to Europe with their three young children, escaping from the war rampaging their homeland ever since 2011. And they were doing so as stowaways, concealing themselves in a truck of the Spanish trans-port company “Tránsitos Fríos Burgaleses”. So far it would just have been another piece of news on the Syrian tragedy, on the desperation of a family capable of anything with the purpose of reaching the heartland of Europe.


      Nevertheless, this news article on a humanitarian incident unveiled another branding related incident –related to a trade mark– which happened to be eye-catching to us. This item of news unveiled a hidden reality of the corporate world, and branding, which are at the heart of this book. What was a truck loaded with thousands of boxes of cereal doing on its way from the baking and biscuit company Gullón (in Aguilar de Campoo, Palencia, Spain) to the Kellogg’s factory in Birmingham (England)? Why did both Kellogg’s and Gullón pretend not to be concerned by the incident and “dropped down” the small Burgos-based transport company which had been responsible for the regular deliveries of such shipments with an outstanding balance of 50,000 Euros worth of pending invoices?


      Most probably the discretion of both food processing companies, Gullón and Kellogg’s, conceals a production outsourcing agreement between them, as well as the regular shipping of cereal bars manufactured on the basis of a “turnkey system” by the Palencia (Spain) biscuit bakery for the world-renowned Michigan brand. The finding of a Syrian family in a Spanish truck unveiled the existence in the food processing industry of what we have named


      
        * Director of the Chair of Corporate Branding at the University of Alicante, Spain (UA) and Director of the Research Group on Corporate Branding, UA_Brandscience. Senior Lecturer of Communication and Corporate Branding at the University of Alicante.


        1. Various authors, “Cuando la guerra se sube a tu camión”, Diario de Burgos, 14 February 2016. Available at http://bit.ly/2v2a4id.
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      as “black brands”. We have designated those brands as “black” because they draw a dark and opaque curtain hiding valuable information from the consumer, and from society as a whole, in relation to the real producer behind the manufacture of a given product. Such brands are black because they avoid shedding light on the real facts behind their manufacturing pro-cess. Black brands involve the opaque outsourcing to a third party, and the complete subcon-tracting of the manufacture of a given product.


      What is truly remarkable in the process of black branding, as the final outcome of the “maquiladora 2.0” outsourcing process, is that it is ever more common in the branding of food products –including baby foods–, for which –on top of legitimate business concerns most often related to the ongoing process of cost-cutting production– food safety, health concerns, and the right of the consumer as well as of other stakeholders to clear, transparent and trust-worthy information should come first.


      Despite advertising and information coming close to saturation point, despite “infoxi-cation” –the intoxication stemming from the excess of information–, despite the ubiquity and the pervasiveness of brands in our daily lives, and despite the significant empowerment and the activism of consumer organisations, the plain truth is that consumers remain almost blindfolded when facing their usual brands on the supermarket shelves when they do their shopping. Indeed, they usually ignore fundamental matters, such as the identity of the real manufacturer behind a given product. Supermarket shelves are full of products and brands that are not actually manufactured by whom we believe. Nevertheless, many brands pretend to be “socially responsible” or even transparent, but are unscrupulously unfaithful to the truth denying the hard facts behind their production processes. And they do so because in their headlong dash –so common nowadays– they expect that by repeating ad nauseam the motto that “it is the brand that matters”, the message shall permeate the subconscious mind of the community and that the underlying message shall also become “the product is not import-ant anymore”. Precisely, in this book we claim the prominence of the narrative of both the product and the production-related processes as the relevant factors behind the image of brands and the sustainable success of present and future businesses.


      The leitmotif of this volume is the transparency of corporate information, as well as its opposite, the opacity thereof, in relation to both corporate brands and consumer products (hereinafter, CPs), as well as in other sectors of mass consumption, such as the fashion, the automotive and the mobile telephones industries. Our main goal is to establish the current situation on the matter, to spur a discussion, and to suggest appropriate means and measures that shall have an influence on the corporate world to begin the journey towards transparen-cy or to persevere in such a path towards commercial and brand transparency.


      Most often, when discussing the matter of brands with little transparency, it is firstly pri-vate labels that come to our minds, i.e. the products manufactured by third parties that re-main anonymous to the end-consumer, and that are marketed (with or without a brand name)
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      by large retail distribution companies. Nevertheless, those are only the heads of a coin, of which the tails of such opacity are “black brands”: the products of a well-known and renowned com-pany marketed and presented as their own production, but whose manufacture has been out-sourced in reality to a third party, whose identity remains always concealed from the average consumer. With private labels, opacity is at least compensated by affordable prices, as a trade-off of which the consumer is aware (private labels are deliberately opaque; there is no fraud or deceit), whereas regarding black brands, consumers are unaware of the production-relat-ed “cheat” concerning their favourite brand, arousing therefore a feeling of deception and disappointment.


      This work is somehow the sequel of the previous academic paper Rebelión en las marcas (Olivares, 2012) and it took off at the beginning of 2017, on the basis of the research project of the University of Alicante Marcas en Gran Consumo y principios de la nueva economía: co-laboración, comunicación y transparencia, where researchers, academic professors and re-nowned pundits and professionals participated, most of them researchers at the UA_Brand-science think tank –a research centre on Corporate Branding. This work has the support of the Chair of Corporate Branding of the University of Alicante (Spain).


      The main motivation driving the work of the authors of Black Brands (in the Age of Transparency) is to advocate for the fundamental right of consumers, as well as of the other stakeholders, to be informed at all times and with an absolute transparency of all the substan-tial and relevant matters concerning both companies and businesses, as well as their brands and trade marks. We have a particular interest in overall corporate transparency and in the transparency concerning the reality of production and manufacturing, as well as regarding branding and marketing. We also have an interest in investigating how, by means of commu-nication and brand related transparency, i.e. concerning the identification of the real manu-facturer of the product, the reputational flow, almost exclusively focused on the marketer of the product, is activated. There is an underlying or dormant reputation that is attributable to the links in the value chain that take part in the shadows in the manufacturing process of a product. When signing an outsourcing agreement to manufacture products, some com-panies are obliged to sign a further confidentiality –non disclosure– agreement. Anonymity and waiving popularity and reputation building are included in the price, but another ques-tion arises: to what extent consumers as well as the other stakeholders may be denied the access to truthful information? Each and every corporate action is subject to the scrutiny of stakeholders and of society as a whole.


      Isn’t the journey to production-related transparency an opportunity for all parties in-volved, which shall, among other things, allow for sharing and redistribute reputational risks between all of the links along the supply chain? In the age of transparency what is the point of preventing third parties with a major role in the value chain from building their legitimate reputational value in strategic intangible assets by means of the communication of contracts,
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      production cooperation agreements or strategic partnerships with well-known and reputable companies? In this case, the lack of transparency is an obstacle to the legitimate source of value and competitiveness of such third-party companies.


      It goes without saying that here we are not questioning any business practices or pro-duction-related decisions. Our main focus in this book is to analyse whether those practices, normally based on subcontracting, outsourcing or production partnerships, are accompa-nied by the corresponding information, communication and transparency towards end-con-sumers and the other stakeholders.


      Business and corporate related matters, concerning both consumption and brands, are matters of sufficient importance at all levels (economic, environmental, social, political, cul-tural, etc.) to launch an educational process aiming to enhance the collective awareness and knowledge on these aspects. Is it ethical to conceal fundamental and substantial information from consumers such as the information referring to the real manufacturer of the product that they are using, especially when globally well-known brands are involved? Is it possible that consumers’ expectations, intentions and purchasing behaviour regarding certain companies and their brands are partly motivated by such omission of relevant information? What is the impact of the disclosed information, which is most often more plausible than accurate and true, on individuals’ decision-taking processes? What are the consequences at all levels of not telling what should be told? To a large extent, that is the heart of the matter.


      The discussion on brand transparency information is a particularly passionate one in the age of fake news and post-truth. Acting proactively towards reliable and evidence-based in-formation is the best and most effective antidote in the current context, which is burdened with ambiguities, misrepresentations, falsehoods and an increasing discredit, which among other things, represent a threat to the reliability and reputation of companies. What is true? What is accurate? What is real? What is relevant? What is legal? What is ethical? What does a half-truth conceal? Which part of the corporate reality is not a part of the narrative? The management of transparency is one of the necessary means, albeit insufficient by itself, to restore the reliability and the credibility of both companies and brands. Together with the uncom-promised commitment to the digital revolution that Blockchain represents, businesses may face the challenges that their brands are confronted with and take the lead, with certain guar-antees and in their own interest, in being and telling in an open, honest and trustworthy man-ner. When brands communicate to consumers the truth on their production-related reality, they become transparent and shall not be considered as “black brands” any longer.


      Back to the case of the Spanish truck loaded with cereal bars, at UA_Brandscience we wonder if a consumer, when purchasing cereal bars bearing the Kellogg’s brand, should be in-formed of the fact that the bars are actually manufactured by the bakery Gullón. We firmly believe that the answer should be “yes”. If every stakeholder were openly informed that some of the Kellogg’s branded products are actually manufactured by Gullón, what would be the

    

  


  
    
      25

    

  


  
    
      Preface

    

  


  
    
      reputational outcome for both corporate brands? We suspect that it would have an impact on the reputation of both companies. In terms of reputational return, it is positive for Gullón to produce for Kellogg’s; whereas, a priori, if Kellogg’s silence on the production outsourcing of some of its products to lesser known companies were known by the general public, it would not be as positive for its reputation and leading position. But this is only a priori, since it all depends; it would depend, for example, on the personality archetype that Kellogg’s would present in an ad-hoc built and communicated narrative. If Kellogg’s would openly and pub-licly disclose the “friend” role of the middle-sized Spanish company (i.e. Gullón), together with a “protective” archetype by consumers to the Spanish productive environment, then its reputation could even increase as its social commitment and legitimacy would improve. Now more than ever, with the growing importance of evidence-based hard facts and of doing, de-spite the apparent paradox, the power of companies lies in the strategic management of in-formation and communication. Nowadays, power can be found in truthfully telling practices and true and accurate social facts.


      During the last months, the thorough research we have undertaken has enabled us to find many hints and evidence of many other examples of black brands, which raise many other questions: Should the usual buyer of the American Heinz ketchup brand be aware of the fact that it has probably been manufactured by the Spanish company Ybarra? Should the buyer of Mimosín (a brand of the multinational corporation Unilever) be aware of the fact that the softener has maybe been manufactured by the Sevillian company Persán, which is the same company that also produces the Bosque Verde branded softeners and washing products for the Mercadona supermarket chain, as well as for Aldi and Amazon, among other large distribution companies?2


      Many food products, as well as many other products marketed by leading brands that we purchase on a daily basis, are sourced to maquilas operating anonymously in the dark. The average consumer does not usually know about this phenomenon, since “what happens in a given industrial sector, stays in that industrial sector” due to confidentiality and non-dis-closure agreements and “pacts of silence”. Before reaching supermarkets, products undergo a great deal of moving, since they are manufactured on a “turnkey” basis by true produc-tion powerhouses (Olivares, 2012), i.e. large companies specialising in manufacturing spe-cific products for third parties and leading in terms of volumes and production costs. In the consumer product sector, before reaching B2C (business to consumer), raw materials and products come from faraway places and are moved secretly by anonymous companies locat-ed in industrial estates that are absolutely unknown to end consumers. Everything happens


      
        2. Montoto, L.: “Antonio Somé: ‘Es factible que Persán pueda superar los 500 millones de euros de factura-ción’”, ABC, Seville edition, 4 August 2013. Available at http://bit.ly/2OsltA9.
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      stealthily, as if there was awareness that this is the Achilles heel of global brands and the ever growing and controversial capital gains of their owners.


      Black brands do not exist exclusively in the food sector. In all other industrial sectors concealed and undercover production outsourcing does exist; many of the company execu-tives interviewed in the framework of this work mentioned that this practice is commonplace and widespread, even among competing companies.


      For example, in the automotive sector, one of the most glaring cases is the Mercedes-Benz Citan van, whose manufacture has been completely outsourced to Renault. Should a pro-spective buyer, who is considering buying a Mercedes-Benz Citan van, know that the van is identical to the Renault Kangoo and that the diamond brand manufactures it entirely in its premises in Limoges (France)? We firmly believe that the answer should be “yes” and we also believe that the allocation of the reputational capital between Mercedes-Benz and Renault would be somewhat different if the end-consumer was aware of such a “small” detail. Renault would certainly increase its reputational value if it was presented as a production partner of a German premium brand, which is the case of Mercedes-Benz. A priori, if the German com-pany does not manage its communication on such partnership and production outsourcing appropriately, such mismanagement may have an impact on its leadership and innovation image, which may undermine its reputation and the sales of the Citan van. We think that consumers are entitled to the right to information on such a production partnership, since it is a substantial and not a minor fact. There may be a shift of consumers’ expectations re-garding the corporate brand (Mercedes-Benz) in general and regarding that specific vehicle model (the Citan van) in particular, which may reverse their purchasing decision. For us, the Citan case is a prime example of a black brand, and it would be cease to be one from the very moment when Mercedes-Benz would clearly inform consumers –using the usual and most direct means of communication– that Citan is the outcome of its production outsourcing to Renault. The findings of Suh and Park (2009) regarding the winners and losers in relation to the communication of partnerships would seem to back up our argument.


      There is another black brand case involving a German company –in the motorcycle in-dustry. Should a person who is considering to spend about 7,000 Euros in a roadster motor-cycle know that the BMW G310R is identical to the TVS Akula 310 and that it is manufac-tured in India by the Asian company TVS?3 The specialised magazine Autobild wrote on this matter: “The design [of the G310R] is 100% BMW. Its manufacture, however, for cost-cutting purposes, was undertaken by the Asian group TVS in India. And, again, the quality controls


      
        3. Europa Press, “BMW producirá junto a TVS motos de menos de 500cc”, in elmundo.es, 8 April 2013. Available at http://bit.ly/2OujgUQ.
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      are implemented in Germany by the Munich-based manufacturer”.4 Should this person be informed on this matter before completing the act of purchase? Would such information have an impact on their prospective purchase? Perhaps. Would there be a shift, even if mini-mal, in the reputational distribution at stake between BMW and TVS if the general public were to be informed of such production reality? Certainly.


      Companies have cost-cutting in their DNA as a means to increase their profit margins. The driving force behind production outsourcing is precisely cost-cutting and “penny sav-ings” with decisions on manufacturing processes. Many global companies that present them-selves before society and in professional circles as manufacturers have found that by out-sourcing entirely their production to third parties, they can get by, scrape some profit margins, are more profitable and, since the general public is unaware of such practice, the leadership image and reputation of their brands are hardly tarnished. Nowadays, it is becoming hard for them to backtrack, to go back to their productive origins as manufacturers and reduce the reputational risks that are inherent in the concealing of such outsourcing from stakeholders. These global consumer products companies, apart from some exceptions, fiddle with manu-facturing as just another parameter of their financial statements: “If a good Belgian company can manufacture the custard dessert it markets under its leading brand, making a profit, it will do so, end of story”, as stated by an executive of the industry.5


      The processing industry and the first levels of the value chain lack direct engaging ca-pacity with end consumers and therefore, they only play a secondary role. Currently, the owners of the brand driver, installed in the inner mental hard-drive of the general public, and the points-of-sale or the retailing distributors set the rules of the game.


      Paradoxically, a myriad of manufacturers’ brands do not manufacture anything at all anymore, or at least they do not manufacture everything they make society believe that they do manufacture. At present, this half-truth starts to be embarrassing for companies with black brands and it is becoming the seed of potential reputational risks, since part of their competitive edge, developed on the basis of intangible assets such as confidence, reputation and company image (as the aggregated sum of the confidence, reputation and image of the product brands in their portfolio), has been obtained with a certain lack of honesty and trans-parency towards consumers. Such lack of transparency may start eroding their brand image, depriving them of their legitimacy day by day. The lack of transparency and the loss of le-gitimacy are certainly also a concern for shareholders. Probably, many employees of such companies wish that “these matters”, that represent a risk for the sustainability of their jobs, shall become generally known. Undoubtedly, this hidden secret –the total outsourcing of


      
        4. Fersainz, R., “Prueba de la nueva BMW G310R: por qué la critican tanto?”, in autobild.es, 17 April, 2017. Available at http://bit.ly/2mWsWL3.


        5. Personal interview with a top executive in the food sector, in June 2017.
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      production– raises the interest of the media (most of them, digital natives, with an enormous influence, are more immune to the pressure of the corporate world exerted by advertising ex-penditure). Maybe the regular consumers of a manufacturer’s brand will not be so pleased to discover that such a company does not manufacture its branded products and that it is not so unique, genuine, original and authentic as it was thought. As we will explain in this book, the paradox already exists; some large multinational corporations not only “do not manufacture for other brands” –as the well-known advertising motto declares–, but they hardly manufac-ture anything for themselves.


      What is the structure of this book?


      Black Brands (in the Age of Transparency) is divided in three sections. The first section is made of three chapters on the scope and the nature of corporate transparency and black brands as an opaque practice. The second section consists of five chapters, which analyse the industrial sectors of consumer products, baby foods, fashion, automobiles and mobile tele-phones with a focus on black brands. The third section, which comprises four chapters, ap-proaches black brands and the identification of manufacturers on the products’ labels from the point of view of trademark law, unfair competition and labelling rules and regulations, as well as from the point of view of the protection of consumers’ rights.


      In the first chapter, “The Age of Corporate Transparency”, transparency is considered as a strategic management affair for companies and as a subject of study from different per-spectives or within different disciplines. Our theoretical contribution is the spheres of trans-parency, from the corporate viewpoint to the marketing and brand-related perspective. The identification of manufacturers is examined as an exercise of brand transparency, and the ef-fects of both transparency and opacity on reputation in the supply chain are analysed.


      In the second chapter, Arturo Pinedo (CEO of the consultant firm LLYC) approaches “transparency as the key to trust in the world of business and brands”. Transparency is de-fined as an intangible asset that is deemed necessary for the good operational functioning of businesses as a system, as well as for an optimum relationship with the environment. The chapter addresses interesting links between reputation and corporate responsibility. It lays the foundations to understand why at present it is impossible not to communicate and the negative consequences of bad communication practice in this regard. By means of relevant cases we shall reach a better understanding of corporate openness in the open and network society.


      In the third chapter, “From the Product to the Brand on a Transparency Basis”, Fernando Olivares undertakes the review of the historical link between brands and consumer products, more specifically in relation to food products, and how the identification of the manufactur-
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      er is at the origin of branding itself, written in its DNA. He explains some of the reasons and some of the consequences of the growing distance between products and brands, between prod-uct manufacturing and brand marketing, discussing why the dominance of brands over products is being questioned. Nevertheless, products are still the main pillar of a brand; a pillar that has become three-dimensional (functional, social and environmental), on which the creation of sustainable value of corporate brands is built. The product/brand combination and their sup-ply chains are analysed under the light of transparency and their relationship with produc-tion outsourcing and brand extension by means of third-party manufacturing agreements, joint ventures, cobranding and licensing.


      In the fourth chapter, “Black Brands in Consumer Products”, Fernando Olivares sheds light on some cases of black brands in consumer products, developing a new typology and classification of brands in the sector of consumer products, on the basis of transparency. He discusses why the dichotomy private labels vs. manufacturers’ brands has become absolutely outdated. In the current situation of cooperation and transparency, we stand witness to the rise of prescribers’ brands and black brands. Private labels and black brands are the head and tails of the coin of opacity, whereas manufacturers’ brands and prescribers’ brands are trans-parent brands, since they identify the real manufacturer of a given product. The most rele-vant and astonishing cases of black brands are shown and the results of a research project on the transparency of supply chains in Spain are disclosed, and how distributors identify the manufacturers of their own brand products.


      In the fifth chapter Andrés López delves into the fashion industry, which is one of the ear-lier sectors moving towards transparency, since it used to be one of the most opaque. The author places fashion among the world’s largest industries and approaches the legal and regulatory framework on the information that consumers are entitled to know. The chapter deals with the global players that are promoting the journey towards transparency as well as what such a journey entails. In addition, the chapter analyses the global fashion megabrands in terms of transparency and how some relevant operators in the clothing and textile supply chain are rising up against their remaining anonymous and being deprived of reputation and how they are seeking to obtain their rightful and fair acknowledgement by the public at large.


      In the sixth chapter, “Black Brands in the Automotive Industry”, university lecturer Ar-minda Pérez studies from the perspective of black brands some relevant sub-sectors of the automotive industry, such as spare parts, garages, insurance companies and car rental ser-vices. The main purpose of this chapter is to unveil some of the most important partnerships between leading global corporate brands in the automotive industry and stimulate discussion on the impact on the perception and reputation of the companies involved. It is exciting to discover how, on the basis of such corporate partnerships between global manufacturing groups, we purchase branded vehicles that are put in circulation by a corporate brand differ-ent from the vehicles’ brands.
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      In the seventh chapter, Rafael Mira, from his privileged position as a top executive in consumer products companies, highlights the reasons of the production rationale leading to production outsourcing practices in such a sensitive sector as baby foods. An uncountable number of trucks drive out of the production plant of a company specialised in manufactur-ing powder milk for babies loaded with thousands of pots bearing different labels but with identical contents for many different brands within the sector.


      In the eighth chapter, Alberto Pinillos and Daniel Rodríguez undertake an in-depth re-search study on the mobile telephone industry from the perspective of black brands and they unveil a reality that is completely unknown to end consumers.


      In the ninth chapter, the Chair of Commercial Law, Esperanza Gallego, thoroughly re-views the different legal formulae at the service of black brands, which are basically two: (1) trademark licensing and (2) manufacturing agreements with third parties. In addition, she puts forward how compatible or incompatible black brands are with trademark law and un-fair competition law.


      In the tenth chapter, “Reasons and Impact of the Manufacturers’ Identification on (Food) Product Labels”, doctor Pilar Montero places the identification of manufacturers in the frame-work of the applicable labelling rules and regulations in both Spain and Europe. She studies whether the notion of producer and the responsibility for the trademark are safeguarded and she discusses the identity of the manufacturer as an essential piece of information in relation to a brand. As a conclusion, she considers the possible consequences of the absence of the manufacturers’ identification in terms of consumer protection rights.


      The eleventh chapter, “Information to Consumers: the Right to Exercise the Power to Choose”, written by the renowned personality in consumers’ activism, Fernando Móner, highlights the progressive steps in the conquest of consumers’ rights. Firstly, it explains the evolution of the right to information as a success of the consumerist movement and then it presents current consumers’ claims concerning information, particularly in relation to the (geographical) origin of products and corporate details, i.e. the real manufacturer behind a given product. The applicable European legal framework regarding the information on labels in general, and particularly regarding food products, does not seem to provide an appropri-ate answer to the social demands; at present there is no legal obligation to display the identi-ty of the manufacturing company. It is sufficient to mention, explicitly or implicitly, a compa-ny involved in the “processing” of the product for the purposes of liability to end consumers. According to Móner, the rise of black brands in the food sector has created the need to amend the applicable regulations in order to ensure the right to information and to health.


      In the twelfth chapter, the work of Gabriel Izard examines if the usual identification sys-tems for consumer products may meet the challenge of identifying the real manufacturer of a product as well as the traceability of the corporate brands that have taken part in the pro-duction process of a given product.
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      So, let there be light on the reality of the production processes if we want transparent and sustainable brands and trade marks. In the age of transparency and regaining confidence, every company, particularly the owners of well-known and reputable brands, should openly and honestly tell everything related to their products and their manufacture. Their account of production shall, therefore, become one of the most important sources of sustainable and meaningful significance and of creation of value for the brands of the future. In the age of technology and bits, the tangible goods and their whole account shall remain the main raw material of the intangible asset that the brand is.


      The globalisation of production processes and the existence of news on the matter in the media have enhanced the awareness of the need to bring “third parties” out from obscurity into the light. Only on the basis of a commitment to transparency at all levels will companies and their brands provide an answer to the growing demand for a higher level of social justice in industry and trade. Transparency shall be a firm and uncompromised commitment as the appropriate answer of corporations when confronted to the challenge of skepticism, disaffec-tion, loss of confidence and growing citizen calls for true social justice. Thus, consumers de-mand the maximum amount of relevant information on products, brands and companies in order to exercise their freedom of choice accordingly.


      One of the most valuable assets for us, researchers, is data. Alas, opacity is the main problem when researching opacity. For obvious reasons, there are no available figures, data or sources. There are hardly any pieces of news on the matter. Works, papers and study cases on brand transparency are very scarce. Literally speaking, we have started from scratch when undertaking this work, modelling a yet uncharted universe, which is the universe of black brands. Sometimes acting as investigative journalists, we have interviewed many company executives, former executives and employees in the consumer product sector (who for now would rather remain anonymous) and we have rummaged databases, newspaper archives and specialised libraries looking for documents and forgotten news that had little to no impact at the time they were released. Without an honourable common goal shared by the whole of our team, we would not have spent over one and a half years researching, discussing and writing on the controversial subject of black brands and brand transparency.


      The main goal of Black Brands (in the Age of Transparency) is to make our contribution based on our findings to unveil as much as possible the reality of production behind consum-er products, as well as in other industrial sectors that are part of consumers’ everyday life, in order to increase consumers’ knowledge, awareness and freedom of choice. Justice, honesty, responsibility and transparency in trade relations, together with more empowered and better informed consumers freely acting in accordance with such information, shall certainly con-tribute to a better world.

    

  


  
    
      «Que las verdades no tengan complejos, que las mentiras parezcan mentira.»


      (Noches de boda, Joaquín Sabina)


      “May truths be free of complexes, may lies look exactly like lies”


      (Wedding Nights)
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      CHAPTER 1


      THE AGE OF CORPORATE TRANSPARENCY


      Fernando Olivares Delgado


      1. INTRODUCTION


      The company has traditionally been conceived and managed as a hermetic and closed sys-tem. Secrecy and confidentiality have long been considered strategic and decisive for com-panies’ success. Opacity used to be the natural state of a company until the present day. As a matter of fact, the business world sees discretion and confidentiality as an important value in certain high-responsibility positions. Things are changing, though, and what matters now is to know how to communicate the things which are relevant for each stakeholder: trans-parency must be strategically managed. Organisations have an increasingly high number of matters to report about: to calm down, to remove doubts and uncertainties or to continue be-ing reliable. The great crusade for total transparency has begun in the business world. The truth is that a flagrant informational asymmetry still exists between firms and citizens. As pointed out by Liu (2009), firms have much more information and know far more things about their brands than consumers (Erdem & Swait, 1998; Mishra et al., 1998). This leaves many consumers in a disadvantageous situation where they need and wish to acquire more information about companies and their brands so that they can not only balance the scales but also reduce risks and uncertainty when it comes to making purchase decisions (Trifts & Häubl, 2003).


      As suggested in The Arthur W. Page Society:1


      
        1. The Arthur W. Page Society, “Construir creencias compartidas”, technical note presented by Corporate Excellence, 15 April 2013.
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      The digital revolution has introduced a huge degree of transparency in each movement and ac-tion performed by companies. Transparency is at the basis of a new global demand: the authen-ticity required by increasingly informed stakeholders. Products and services must live up to what is advertised; entrepreneurs have to treat people as they are expected to; executives’ behaviour needs to be in tune with the values of the company (2013: 9).


      In the light of the growing demand for transparency and being immersed as we are in the industry 4.0, in the technological and digital era at the service of managing data and in-formation, knowledge and trust, one cannot possibly conceive a present-day company which is not proactively oriented towards total transparency. The top managers of the leading new age companies are indeed well aware of the fact that transparency and a strategic determi-nation to undertake an honest opening towards stakeholders arise as significant and neces-sary requirements which legitimise them as recognised players in social development. Lack of transparency and concealment no longer have good press among companies’ key stake-holders, especially when it is already possible to know everything on the Net nowadays. The possibility exists for anyone to strip bare organisations and to share “sensitive” and reserved information over the Internet in real time.


      Transparency emerges as a business issue, firstly in the context of corporate governance, good practices and accountability. Companies use their annual reports and their corporate websites to inform about almost everything, to show their economic-financial results, along with their future intentions and challenges. An effort is made to pursue the much longed-for calm and trust which become essential to start and maintain relationships in the business world. Corporate transparency is not an end in itself, but a measure to recover the trust squandered after years of opacity, obscurantism, lies and widespread bad practices (Olivares, 2015). Years of ethical and moral crisis. Years characterised by the deterioration of principles and values.2 Not surprisingly, the concept of conscious capitalism (Mackey & Sisodia, 2013) arose in 2013, together with the need to find a purpose, to guide decisions on the basis of maximum respect for stakeholders and, as suggested by The Arthur W. Page Society,3 to create an environment of shared beliefs because “at a time of unprecedented transparency as the one we are living through, ‘how we stand’ comes to mean ‘who we are’”.


      Companies begin to upload their strategic plans in pdf format without any concerns. The CEOs of important companies come clean in public auditoriums, open up to the audience and specify the keys to their success, their future plans, their business model or the mistakes


      
        2. Villafañe, J. (2014) has published a book with cases, entitled La recuperación de la confianza for large Spanish firms.


        3. The Arthur W. Page Society, “Construir creencias compartidas”, technical note presented by Corporate Excellence, 15 April 2013.
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      they have made. With a few mouse clicks, everyone can know the turnover figures, the prof-its, the taxes and the contracts. The media, bloggers, private individuals and NGOs ensure the disclosure of the rest, which nearly always tends to be the least positive side of companies. By way of example, Greenpeace’s Detox catwalk4 or Intermon Oxfam’s Behind the Brands Score-card5 denounce the negative reality of global brands in what regards their social and environ-mental impact on poor countries. Transparency is one of the seven categories used to assess brands in the aforementioned Oxfam study (along with land, women, farmers, workers, cli-mate and water).


      Transparency in processes of manufacture and distribution of goods affects the compa-ny’s brand and trade reputation, which is a necessary –though not sufficient– factor for its public legitimacy and credibility. The stakeholders of firms already perform their own trans-parency-based reading: is this firm –with its brands and activities– transparent and does it guarantee consumers their access to information on substantial and important aspects, such as the manufacturer’s true identity? Or quite the opposite, is this firm opaque and not trans-parent at all and does it omit substantial and important aspects for consumers? For instance, is it sustainable for companies’ shareholders to generate value for their brands opaquely and without taking the consumer into account? This is the crux of the matter. Is the manufactur-er’s identity one of those substantial aspects of a brand about which the various stakeholders need to be informed? Everything suggests that the answer is yes.


      Many global corporate brands begin to find themselves at a crossroads, since neither their real stories match their perceived stories nor their productive stories match their brand stories. This gap may somehow become a source of concern for many shareholders, owners and high-level executives of these top companies. This concealment of substantial informa-tion about products (who manufactures what, under which conditions and with what impact), apart from the legal or the code of conduct point of view, does not seem to be a very ethical, honest or legitimate practice for companies operating within a social context characterised by a widespread demand for transparency.


      2. THE WHYS AND WHEREFORES OF CORPORATE TRANSPARENCY


      As stated above, transparency emerges as the most important corporate issue in the fourth industrial revolution. Today’s right to be informed and the power of knowledge largely


      
        4. See http://bit.ly/2Ap2Qdm.


        5. See https://www.behindthebrands.org.
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      explain the orientation of corporations and brands towards transparency. Every citizen- consumer wants to have available all the truthful and real information that surrounds companies and their brands, to use knowledge as the basis for their purchasing decisions. Transparency favours trust in the firm and, if it is preceded by good practices and envi-ronmental responsibility, it becomes a decisive factor for the company’s good reputation and public image, this being an aspect which legitimises some companies to a greater ex-tent than others, grants them licenses to operate, a differential plus and an added value for their competitiveness. Transparency is more profitable than opacity: paraphrasing the popular saying, “if you think that transparency costs a lot, try with opacity to see how you do”.


      Transparency and explanatory clarity have now become sine qua non conditions of leaders (whether they are individuals, brands or companies). A better knowledge of the com-pany by its stakeholders, derived from a corporate transparency policy, generates greater trust and provides the company with more social legitimacy to continue operating in society and in markets. The purpose of transparency is to reach legitimacy and the achievement of collective approval which makes it possible to carry on operating. Honest and frank transpar-ency favours free decision-making, in all conscience and with guarantees for everyone: cus-tomers, workers, shareholders, suppliers, partners, media, NGOs, etc.


      A line of thinking exists which leads companies to take the step and to launder a large part of their hidden reality. People start to become aware that the least risky option is to say mea culpa, to open up completely, to recognise mistakes and to get down to work to correct them. It is not advisable to remain opaque and hermetic, to sometimes deny what cannot be denied, to stonewall or to try and go on a crusade against the strong criticism which may ar-rive from civil society or from social media. This constitutes a joint task with “reference part-ners”, the expression used by Inditex to refer to NGOs and to the non-profit platforms which defend the environment or global humanitarian causes.


      NGOs and civil society usually work conscientiously to counteract and denounce the concealment of reality as far as production, work and governance are concerned. Transpar-ency appears not only in the political and civil agenda –it is a citizen concern– but also in the corporate one. A clear example can be found in Lidl, the German hard discount giant, which has clearly reoriented its communication and external relations policy during the last few years, changing from being an essentially opaque company to start communicating with society in its different segments. Its great historical rival, Aldi, is still trying to fly under the radar.


      What lies behind the boom of transparency then? Why are companies –essentially opaque and historically reluctant to tell their ins and outs– opening up completely and tell-ing (almost) everything now? Simply because they have no other option, since “it is impossi-ble to stem the tide”. Nowadays, companies necessarily have to be accountable and “give in”,
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      recognising what has been done wrongly and making it clear that they are really willing to collaborate with society in order to improve. Redemption starts in that very attitude of cor-porate commitment, humbleness and sincerity. The decision to stand on the “good side” brings closer the collective amnesty towards the firm as an institution.


      An important milestone of transparency took place with the social demand both for tri-ple accounting and for accountability in economic-financial, environmental and social terms. Nearly everything can already be known about companies since then. Of course, companies still have the chance to tell what seems convenient for them –it goes without saying– but it is also true that it becomes increasingly convenient for them to tell more things on their own. Anybody can currently get to know the data of a company, its financial results, its owners, its sales and profit figures, its taxes and the number of jobs it has created.


      The journey towards transparency includes preparing all company segments to assume the consequences of publicly reporting about policies, decisions, internal processes, turn-over, price policy, profits or losses.6 The reputation of a company relies on the visibility of its efforts to give responses to its stakeholders on a transparency and proximity basis. Meet-ing the demands and desire to know of customers (on some occasions, their whims too), of consumers and of citizens in general, now arises as the key for organisations to stand out and reach success.


      For example, the Director of Philips Ibérica, Juan Sanabria, states the following:7


      We want to be better informed. We want everything to be more transparent. Each consumer wishes to have all the information and to be able to make their own decisions. They want to have control over the purchasing process. The same applies to patients, who are the end users of many of our products and solutions. They want to have all the information, to be involved when the time comes to make decisions, and to participate and assume co-responsibility over their own health. [...] What social networks have done is add transparency and immediacy to all we do. Also, in the world of firms and businesses. We have changed the way to be in contact with our consumers and customers, and social media appear as a key tool in the strategy to communicate with them.


      As agreed in the II Corporate Transparency Summit, “experts claim that being trans-parent and meeting the expectations of the stakeholders in an honest, sincere and responsi-ble manner is becoming increasingly important”. For Ignacio Sánchez, CEO of Leroy Merlin,


      
        6. Transparency consists in offering relevant, pertinent, truthful, sufficient and sincere information about business activities. Quality and informative clarity prevails over the amount of published information.


        7. Words extracted from an interview with Juan Sanabria published in Capital.es. Available at http://bit.ly/2ApbxUV.
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      “transparency not only lies in ethical values and in the principles of Good Corporate Gover-nance, it must actually go beyond the organisation and allow the latter to assume its commit-ment to stakeholders. [...] Those businesses which are unable to adapt in this sense will not survive”. Esther Arizmendi, a member of the Transparency and Good Governance Council, points out that “transparency comes from the consumer’s demand to know more. Transpar-ency is a strategic element for companies. The more observed we are, the better individuals and organisations behave”.


      Transparency does not represent an end in itself for the business world; instead it is a means to achieve legitimacy and projection, to generate reliability and security among stake-holders, which always tends to result in an increased economic value for company owners: transparency helps to create greater trust and security among stakeholders, along with high-er economic value.


      People freely choose their purchase option, for both physical and capital products, tak-ing into account the degree of affinity, alignment and empathy with companies. Companies which show honesty in their behaviour, as well as transparency and sincerity in their commu-nications, are rewarded. And this implies a true revolution, a disruption which is making the difference between companies of all sectors.


      In the age of knowledge, firms can hardly hide anything now, even though the key to success in business perhaps still lies in that “hardly anything”. According to Hawken (1997: 31):


      Businesses have three basic elements to face: what they take, what they do and what they spend. [...] Firstly, businesses take too much from the environment and they do so in a very harmful way; secondly, the products that they make require excessive amounts of energy, toxins and pollutants; and finally, the manufacturing method and the products themselves produce a huge quantity of waste and cause harm to every present and future generation of all species, including humans.


      3. CORPORATE TRANSPARENCY UNDER STUDY


      The issue of transparency has aroused great interest lately (Patel, Balic & Bwakira, 2002), and it is being investigated by scholars from many disciplines. The analytical perspectives have included such diverse areas as supply chain management (e.g. Akkermans, Bogerd & Doremalen, 2004; Lamming, Zhang, Caldwell & Wendy, 2005; Lamming, Caldwell & Har-rison, 2004); corporate communication (e.g. Christensen, 2002), governance-brand in-teractions (Einwiller & Will, 2002) or strategic alliances (Van Dijk, Duysters & Beulens, 2003).
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      Warren et al. (2008) consider that information transparency is the free flow of in-formation inside an organisation and between the organisation and its stakeholders, in-cluding consumers. O’Toole and Warren (2009) see transparency as “the degree to which information flows freely within an organisation, between executives and employees, and towards the stakeholders”. As highlighted by Liu (2009), these definitions suggest that transparency covers every company relationship: association with the customer, internal partnership (association with the employee), association with the supplier and external part-nership.


      Concerning the relationship with the customer, Hung and Wyer (2009) defined infor-mation transparency “as the business organisation’s willingness to provide customers with information about the product, the service or the firm as a whole”. Transparency becomes es-sential for the success of mergers and joint ventures, for financial markets to operate correct-ly8 or to restore organisational trust. Some scholars argue that transparency is an essential component for an effective organisation (Fleischmann & Wallace, 2005), whereas other scep-tics, as explained by Schnackenberg (2009: 38), think that it is an overrated concept (Pirson & Malhotra, 2008).


      Transparency positively correlates with consumer trust, the readiness to pay a plus in the price of a brand and, especially, the affection of consumers for a brand. This is worthy of mention, since affection, according to Liu (2009), relates to the connection of the brand and the ease with which memories and thoughts linked to it –which represent deeper and more significant relationships between consumers– are memorised (Park et al., 2010).


      Transparency has to do with the disclosure or communication of information, clear and understandable (Bushman, Piotroski & Smith, 2004), precise and accurate (Bloomfield & O’Hara, 1999; Madhavan, Porter & Weaver, 2005; Pagano & Roell, 1996) and timely (Grana-dos, Gupta & Kauffman, 2006).


      Broadly speaking, the two dimensions of transparency would be:


      a) the objectivity of information (relevant, exact and clear)


      b) the perception of the disclosed information, seen as understandable and complete (see Figure 1.1).


      
        8. See the article “Lessons from a crisis” by Josef Ackermann, CEO of Deutsche Bank, published on 19 No-vember 2008 in The Economist. Available at https://econ.st/2Ouut7G.
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      FIGURE 1.1. Deﬁnitions and dimensions of transparency


      Source: A. Schnackenberg (2009: 38).
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      4. TRANSPARENCY SPHERES IN THE COMPANY


      Society as a whole must be aware of the essential issues in the business world. Greater busi-ness and brand literacy become necessary since transparency has been assumed as one of the driving principles of the new society, the economy and the organisations (Hansen, Chris-tensen & Flyverbom, 2015). The works of Warren, Goleman and Biederman (2008) and War-ren (2009) focus on the key aspects of the transparency culture and their link with business management. A company needs to be transparent in the exercise of its responsibility and in favour of the right to clear and timely information towards stakeholders. Everything that sur-rounds the company raises interest; hence the diversity of transparency spheres.


      Information transparency is a factor which usually makes the decision-making of any individual easier. The less opacity exists about a specific topic, the more conviction the indi-vidual will have that the decision is made in an informed way and leading to success. Stake-holders need to be sufficiently informed to be able to position themselves with regard to any option available in the market and to make a decision about it. That is why transparency is in-creasingly demanded from companies.


      The spheres of transparency appear as a theoretical and practical contribution both to the foundations of a modelling which makes it possible to investigate in empirical studies and to the practical management of business information. The proposal goes from the gener-al to the specific: corporate, economic, commercial and brand transparency; and manufac-turer identification and identity (see Figure 1.2).

    

  


  
    
      FIGURE 1.2. The manufacturer’s identiﬁcation within corporate transparency


      Source: All the transparency and identification spheres were developed by the author.
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      4.1. Corporate transparency spheres


      Five spheres can be established when it comes to transparency (see Figure 1.3):


      FIGURE 1.3. Corporate transparency spheres


      1. Transparency about identity: flow of relevant, accurate and clear information for stake-holders about corporate identity (origins, owners, history, purpose, mission, vision, val-ues, principles, ethical codes, reputation, corporate culture, etc.).


      2. Economic transparency: transparency of relevant, accurate and clear information about the current and operational issues of an organisation, directly related to activity perfor-mance and economic balance.


      3. Relational transparency: transparency of relevant, accurate and clear information about ties with system operators, including institutions, competitors and partners, among oth-ers. The lobby and “public issues” are a space where one can work for transparency.


      4. Social transparency: transparency of relevant, accurate and clear information about the organisation’s impact on the social context and the breakdown of social and humane values.


      5. Environmental transparency: transparency of relevant, accurate and clear information about environmental impact indicators and their orientation to the circular economy or the common good. Transparency of the resources allocated to reach the recognition as a “B Corporation”, for instance.
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      By way of example, Intermon Oxfam’s Behind the Brands Scorecard assesses the way in which companies undertake to publicise the origin of raw materials and products and un-der which conditions they are developed. Attention is likewise paid to lobbying practices, the imposition of conditions upon supply chain providers, the ratio between the CEO’s salary and that of an average worker, and other aspects related to taxes. As a result of the news about forced labour and media revelations concerning work-related abuse in global supply chains, companies are observed more and more closely by consumers, investors, mass me-dia and governments –all of them demanding greater transparency and responsibility in supply chains.


      Right to Wear is the philosophy of Inditex which illustrates the sustainability of its busi-ness model and the way in which this firm claims to conceive its activity.9 According to them, this philosophy serves to ensure “traceability and transparency in our management, seeing to it that the effects generated on its different fields of action are positive for its stakeholders”. Inditex states that they want to “create attractive, ethical and high-quality products which are fair to our customers, employees, suppliers, the communities where they operate, and the en-vironment”. According to statements on its web page, Right to Wear comprises:


      The provenance and use of raw materials.


      The design, production and distribution of its fashion.


      The traceability of its supply chain, the knowledge of its suppliers and the protection of its workers’ human and labour rights.
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