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FUZZY ECONOMIC REVIEW

RELATIONSHIPS BETWEEN STAKEHOLDERS AND REPORTS
USING FUZZY RELATIONS

Paula A. D’Onofrio?, Inés Garcia Fronti®

The main parameter of the concept of corpo-
rate social responsibility is to consider the
expectations of different stakeholders
(employees, partners, customers, local
communities, the environment, sharehold-
ers, vendors, etc.) regarding the behavior of
companies. Even if a relatively homogene-
ous group is selected, as in this paper,
differences are seen when establishing
preference levels. These discrepancies are
inherent to individuals based on their inter-
ests, which may be affected by both con-
crete and subjective circumstances.

This paper is divided into two parts. The first
part consists in segmenting preferences of
users from the agribusiness sector with
respect to social and environmental account-
ing information. Then, based on this prior
task, we will try to determine which standard
reports relating to social and environmental

information meet to a greater extent these
users’ needs. This will be done using fuzzy
incidence matrices. Through the max-min
composition of matrices, a relation matrix of
users and the chance of meeting their infor-
mation needs according to the standard
reports considered for this work is produced.
This paper has sought to address the pref-
erences of users of social and environmental
information through a scientific methodology,
trying to group users by means of the affini-
ties theory. We believe this proposal may
help identify similar stakeholders in the
future, so as to schedule interviews, estab-
lish common patterns and be able to prepare
reports meeting their needs, or, as in the
case proposed, use existing reporting
models.
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1. INTRODUCTION

If we adopt the concept of corporate social responsibility which states that the
main parameter is to consider the expectations of different stakeholders
(employees, partners, customers, local communities, the environment,
shareholders, vendors, etc.) regarding the behavior of companies (AVINA,
2004), we will find there is no single model meeting these needs. As social
responsibility is increasingly becoming a part of corporate strategic planning
and daily transactions, leaders and workers must make business decisions
based on criteria which are additional to the ones traditionally considered.
Traditional models of corporate behavior, strategic management or, even,
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