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ABSTRACT 
Corporate responsibility is still a secondary issue in most companies anywhere in the 
world. However, corporate responsibility and sustainability are increasingly common 
among businessmen, so that literature has emerged on various approaches to this type 
of case identifying the factors that compose them, which is the objective of this study, to 
the Mexican context. The research method is based on the documentary analysis of the 
main models of social responsibility and sustainability, and a hierarchical decision making 
analysis. The results provide a first theoretical approach to the management of companies 
in Mexico, allowing them to guide their operational strategies, and similarly for public 
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administrators, the development of public policies of responsibility and sustainability.
Keywords: Models of social corporate responsibility, models of corporate sustainability, 
social and sustainability corporate in Mexico.

RESUMEN
La responsabilidad corporativa es todavía un asunto secundario en la mayoría de las em-
presas de cualquier parte del mundo. Sin embargo, la responsabilidad y sostenibilidad 
corporativa son cada vez más comunes entre los empresarios con lo que ha surgido una 
naciente literatura bajo diversos enfoques para el caso de identificar los factores que los 
componen, lo cual es el objetivo de este estudio para el contexto mexicano. El método 
de investigación se fundamenta en el análisis documental de los principales modelos de 
responsabilidad social y sustentabilidad y un análisis jerárquico de toma de decisiones. 
Los resultados proporcionan un primer acercamiento teórico para que los directivos de las 
empresas en México orienten sus estrategias de operación y de igual forma, para los admi-
nistradores públicos el desarrollo de políticas públicas de responsabilidad y sostenibilidad.
Palabras clave: modelos de responsabilidad social empresarial, modelos de sustentabili-
dad empresarial, responsabilidad social y sustentabilidad empresarial en México.

RESUMO
A responsabilidade corporativa é ainda um assunto secundário na maioria das empresas de 
qualquer parte do mundo. No entanto, a responsabilidade e a sustentabilidade corporativa 
são cada vez mais comuns entre os empresários com o que tem surgido uma nascente lite-
ratura sob diversos enfoques para o caso de identificar os fatores que os compõem, o qual é 
o objetivo deste estudo para o contexto mexicano. O método de pesquisa se fundamenta na 
análise documental dos principais modelos de responsabilidade social e sustentabilidade e 
uma análise hierárquica de tomada de decisões. Os resultados proporcionam uma primeira 
aproximação teórica para que os diretivos das empresas no México orientem as suas estra-
tégias de operação e, de igual maneira, para os administradores públicos o desenvolvimen-
to de políticas públicas de responsabilidade e sustentabilidade. 	
Palavras-chave: modelos de responsabilidade social empresarial, modelos de sustenta-
bilidade empresarial, responsabilidade social e sustentabilidade empresarial no México.



Universidad & Empresa, Bogotá (Colombia) 18(31): 103-119, julio-diciembre 2016 105

Fernando Lámbarry Vilchis

INTRODUCTION 

In the new stage of world economy 
where corporations rule the world, 
serious social problems prevail, and 
the operation of unhelpful econo-
mic models to solve them. There are 
plenty of activities that organiza-
tions perform, having repercussions 
on the deterioration of the environ-
ment and the planet. It is known that 
economic growth leads to counter-
poised effects on the environment. 
An example of this, is the increase in 
income per capita which takes place 
from increased consumption of raw 
materials, and energy, generating 
more waste, and intensifying envi-
ronmental problems (Labandeira, 
León, & Vázquez, 2007).

It is for this reason that in the last 
decade, the business sector, besides 
generating returns for their share-
holders, has also begun to contribute 
to some extent with the communi-
ties they are part of (Correa, Flynn & 
Amit, 2004; World Business Council 
for Sustainable Development, 1998). 
They have become responsible for 
its operations, seeking sustainable 
development. However, beyond this 
voluntary commitment and com-
pliance with regulatory and conven-
tional obligations, companies do it 
in response to various social, envi-
ronmental, and economic pressures 
(International Organization for Stan-

dardization, 2010; Commission of 
the European Communities, 2001), 
rather than their own initiative to 
contribute to a better society.

Under this trend, there are various 
models and guidelines generated by 
international organizations that en-
vision the importance of promoting 
these practices in the world, among 
the most cited are: that of the United 
Nations-Global Compact (1999), Eu-
ropean Nations Commission (1999), 
Mexican Center for Philanthropy 
(2010), ISO 26000:2010 (2010), Glo-
bal Report Initiative (2011), and 
Ethos (2011). Although aware of this, 
there are few studies on the factors 
of social responsibility and sustai-
nability that should be considered 
by companies in their strategies, 
especially in the Mexican context 
characterized by conditions of in-
creasing poverty, and a weak and 
dispersed public participation, in 
which corporate social responsibility 
is in a nascent stage of development 
(Lámbarry, Rivas & Trujillo, 2015), 
result more from the market crisis, 
than by philanthropic convictions.

This study showed from a documen-
tary analysis, and from the process 
of analysis of hierarchies (PAH), 
that the factors mentioned in the 
Ethos models, and ISO 26000, must 
complement the one of the Mexican 
Center for Philanthropy. 
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These results provide a first theo-
retical approach for entrepreneurs 
in Mexico to re-orient the practices 
and strategies of social responsibi-
lity for sustainable development.

1. CONTEXTUAL FRAMEWORK: 
THE MEXICAN CORPORATE 
SECTOR

Micro, Small and Medium Enter-
prises (MSMEs), worldwide repre-
sent the segment of the economy 
that provides the largest number of 
economic units, and employed staff. 
They make up for more than 90% 
of all companies in most countries 
of the world (National Development 
Plan 2013-2018, 2013). In the Euro-
pean Union, and the United States, 
they account for 95% of the econo-
mic units, and provide over 75% of 
jobs (National Development Plan 
2013-2018, 2013). Whereas in Mexi-
co, MSMEs are four million fifteen 
thousand business units, that gene-
rate about 52% of Gross Domes-
tic Product, they contribute about 
34.7% of Gross Output Total, and 
generate 73% of jobs representing 
over 19.6 million of them (Natio-
nal Development Plan 2013-2018, 
2013; National Institute of Statistics 
and Geography, 2009).

On the issue of social responsibili-
ty, in 2013, there were a total of 758 
companies in Mexico with the insig-
nia of socially responsible company, 

awarded by the Mexican Center 
for Philanthropy, of which, 50% 
were located in Mexico City, so it 
is in this entity that a growing trend is 
evident, with over 55 responsible 
companies by 2014 (Cemefi, 2014). 
Of these, in consideration to the size 
and sector, 16 are micro, 56 small, 53 
are corporate, 56 medium, and 194 
big. By sector, agriculture has 12, 
commerce 32, construction 25, ma-
nufacturing 61, mining and oil ex-
traction 8, services 216, and transport 
and communications 21 (Cemefi, 
2014).

2. THEORETICAL FRAMEWORK. 
COMPANIES: THEIR SOCIAL 
RESPONSIBILITY AND 
SUSTAINABILITY

In specialized literature, it is repea-
tedly warned that organizations that 
incorporate social responsibility into 
their strategies, will be those that 
survive and develop in sustainable 
terms. Companies have realized that 
implementing policies, and corpora-
te social responsibility actions, have 
benefited their reputation, value, and 
image, reducing the risk of public 
opposition to their operations (Co-
rrea, Flynn & Amit, 2004). However, 
many companies that have published 
reports on sustainability or corpora-
te social responsibility, seem to do 
so, only as a showcase, and not ac-
ting on their own recommenda-
tions (Strandberg, 2010). Nonetheless, 
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more and more stakeholders, like 
the investors, are inclined to request 
or require information to the compa-
nies about the exercise of their social 
responsibility, largely by national 
and international regulations, and 
agreements requiring more respon-
sible behavior from the private sec-
tor, which has led to a growing trend 
of publishing non-financial reports, 
in which social and environmental
aspects are included. That is why, pa-
rallel to this, recommendations, stan-
dards and international initiatives 
have been developed for the prepa-
ration of these reports, which inclu-
de, the Global Compact, the Global 
Reporting Initiative, SA 8000, AA 
1000, and most recently ISO 26000.

Attention is drawn to the fact that a 
measuring system of corporate so-
cial responsibility is not based in a 
legislative authority, it is the result 
of commitment and discretion of the 
company executives. Although the-
re are different rules for it, most of 
them are compatible with each other, 
and complement different stages of 
the process for the organization to 
be more responsible and sustainable 
(Strandberg, 2010).

2.1. Sizing social responsibility 
and corporate sustainability 

There are seven models of interna-
tional organizations most cited in 
literature that guide an organization 

to be sustainable through its social 
responsibility: that of the United 
Nations (1999), of the Commission 
of European Nations (2001), the 
Mexican Center for Philanthropy 
(2010), the standard ISO 26000: 
2010 (2010), the Global Report Ini-
tiative (2011), and Ethos (2011).

In the so-called Global Compact, 
in 1999, the United Nations link 
four fundamental rights in order to 
achieve the voluntary commitment 
of organizations on social respon-
sibility, these are: human rights, 
labor standards, environment, and 
anti-corruption, derived from three 
declarations: the Universal Declara-
tion of Human Rights, Principles of 
the International Labour Organiza-
tion, and the one of Rio, on Envi-
ronment and Development (United 
Nations, no year). The Global Com-
pact is not an auditing standard, but 
encourages companies to use the 
Global Reporting Initiative guide-
lines as a means of communicating 
their progress (Strandberg, 2010).

The Committee of European Nations 
(2001, 2011) in the so-called Green 
Paper, proposes two dimensions for a 
company to be socially responsible: 
one internal, oriented towards emplo-
yees, and another external, to local 
communities and various stakehol-
ders as shareholders, business part-
ners, and suppliers, consumers, pu-
blic authorities, and environmental 
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NGOs. From these two dimensions, 
the Commission promotes seven 
principles related to human resources 
management, which are: health and 
safety in the workplace; adaptation 
to change; environmental impact 
and natural resources management; 
local communities; business part-
ners, suppliers and consumers, and; 
human rights.

For Latin America, through Ethos 
(2011) dialogue and commitment 
practices of the company with stake-
holders are recognized and encoura-
ged from an ethical and transparent 
relationship of social responsibility. 
All this with a focus on sustainable 
development. Ethos structures so-
cial responsibility in seven topics: 
values, transparency and corporate 
government, internal public, envi-
ronment, suppliers, consumers and 
customers, community, government 
and society. Its model has a version 
for micro and small businesses to be 
incorporated into the actions of so-
cial responsibility. It even proposes 
specific indicators for each business 
sector that has correlated, with rele-
vant international initiatives like the 
Global Compact, the Millennium 
Development Goals, SA8000, and 
the Guide for the Preparation of 
Sustainability Reports of the GRI 
(Global Reporting Initiative). 

More recently, but participating sin-
ce 2000, the Global Reporting Initia-

tive (2011) has proposed guidelines 
under the Guide for the Preparation 
of Sustainability Reports of Orga-
nizations, through four principles 
regarding its content: materiality, 
stakeholder’s participation, sustai-
nability context and completeness. 
It dimensions the organization’s so-
cial responsibility and sustainability 
from its economic, environmental, 
and social performance. In the so-
cial category it includes indicators 
to labor issues, human rights, socie-
ty, and product responsibility. In the 
economic dimension in relation to 
economic and financial performan-
ce, market presence, and indirect 
economic impacts (investments in 
infrastructure, and services provi-
ded), and on environmental issues 
considers indicators on: materials, 
energy, water, biodiversity, emis-
sions, discharges and waste, products 
and services, compliance, transport 
and general aspects.

Notwithstanding, beyond these mo-
dels and guidelines, international 
efforts have been directed towards 
standardization, which underlies on 
a responsible and sustainable social 
behavior of the organization. Thus 
arises one of the first rules to pro-
vide a supportive framework for it, 
the AA1000, created by the Account 
Ability Institute and published in 
1999, allowing voluntarily to achie-
ve certification through three stan-
dards: the AccountAbility Principles 
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Standard AA1000 (2008), Sustaina-
bility Assurance AA1000AS (2008), 
and the Commitment to Stakehol-
ders Standard AA1000SES (2005), 
which points out, on including the 
stakeholders on issues and concerns 
regarding the sustainability of the or-
ganization that will have an impact 
on their economic, environmental, 
social and financial performance in 
the long term, and from this, the 
way in which the organization will 
formulate its strategy, and mana-
ge its performance. While in the 
AA1000AS (2008) the requirements 
are provided to ensure the sustai-
nability of the organization. Thus, 
developed by Foretica in 1999, the 
SGE 21 standard emerges, aimed at 
promoting a system of ethical and 
socially responsible management of 
the organizations by means of nine 
management areas that establish the 
requirements for: senior management, 
customers, suppliers, people within 
the organization, social surroundings, 
environmental surroundings, inves-
tors, competition and government 
(SGE 21, 2008).

In full agreement with the guiding 
principles of sustainability, the so-
cial, economic, and environmental, 
the International Organization for 
Standardization (2010), and its ISO 
26000:2010, it considers the most 
likely impacts on society, economy 
and environment to be addressed by 
organizations. For that, it takes into 

account seven core subjects: organi-
zational governance; human rights, 
civil and political rights; labor prac-
tices; environment; fair operating 
practices; consumer issues, and ac-
tive participation and community 
development. 

Another specific contribution parti-
cularly considering improving wor-
king conditions is provided by the 
SA8000 standard from Social Ac-
countability International (2014), 
being the first that incorporates the 
basic rights of workers: health and 
safety, freedom of association, maxi-
mum working hours, compensation, 
and guarantees against child labor, 
forced labor, and discrimination. 
SA8000 states that the organization 
must comply with local, and natio-
nal laws, and industry standards pre-
vailing where it is located, since the 
more favorable to workers will be 
applied in comparison to the propo-
sal of the standard. It considers nine 
requirements for a socially respon-
sible organization regarding: child 
labor, forced and compulsory labor, 
health and safety, freedom of asso-
ciation, and the right to collective 
bargaining, discrimination, discipli-
nary practices, number of working 
hours, remuneration and manage-
ment systems (Social Accountabili-
ty International, 2014).

For the business context of Mexico, 
the Mexican Center for Philanthropy 
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is the nonprofit organization that 
distinguishes companies as socially 
responsible, under four factors: ethics 
and corporate governance, quality 
of life in the company, relationship 
and commitment to the commu-
nity and its development, care and 
preservation of the environment 
(Cemefi, 2010). However, the flag is 
obtained through a questionnaire, 
without evidencing that companies 
do meet their act responsibly.

While these models have encoura-
ged companies to take responsibi-
lity of their operations to a greater 
or lesser degree to achieve sustai-
nable development; parallel from a 
growing market perspective, the pa-
radigms of investment are changing, 
heading to those companies that 
besides presenting financial infor-
mation, do it in terms of their sustai-
nability (environmental and social). 
Which has led to the creation of 
stock indexes of sustainability and 
corporate social responsibility that 
track the performance of compa-
nies that demonstrate strong envi-
ronmental, social, and governance 
practices (FTSE, 2014). Two global 
indexes stand out, the Dow Jones 
Sustainability Index, and the FTSE
4Good index series, both based on the 
methodology of Experts in Respon-
sible Investments (EIRIS), and with 
environmental indicators such as: 
climate change, water consumption, 

biodiversity, pollution and resour-
ces. Social indicators regarding con-
sumer responsibility, human rights, 
labor standards, health and safety. 
And governance indicators such as 
anti-corruption, fiscal transparency, 
risk management, and corporate go-
vernance. The same way, through Eco-
valores, Mexico has implemented 
an approach to this EIRIS methodo-
logy, and has developed the IPC 
index, sustainable under three main 
areas: environmental responsibility, 
and indicators such as: water con-
sumption; air emissions; residual 
water; waste; energy, and biodi-
versity. Social responsibility with 
the following indicators: principles 
and rights in labor relations; im-
plementation of the code of ethics 
inside and outside the organiza-
tion; quality of life, and personal 
development of its employees; and 
suppliers; collaboration between the 
organization, and; State and society. 
Corporate governance through: sha-
reholder rights in the field, and; of 
property and equitable treatment; 
role of stakeholders; related parties, 
and conflicts of interest; disclosu-
re; transparency and internal con-
trol; responsibilities, and structure 
of the board; independent directors; 
seniority and assistance, and; code 
of ethics (Mexican Stock Market, 
no year). Although a good start, to-
day no Mexican company belongs 
to the Dow Jones Sustainability, nor 
the FTSE 4Good.
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3. RESEARCH METHOD

This is a documentary descriptive 
research on the review of social res-
ponsibility models. The most cited 
were selected, especially those ge-
nerated by International Agencies: 
The United Nations (1999), The 
Commission of European Nations 
(2001), The Mexican Center for Phi-
lanthropy (2010), ISO 26000: 2010 
(2010), the Global Report Initiative 
(2011), and Ethos (2011). The ob-
jective that the study outlined was 
based on identifying the factors of 
social responsibility and sustainabi-
lity to be considered by the Mexican 
corporate sector. 

The method used consisted of a do-
cumentary content analysis of the 
cited models with the support of 
software atlas.ti 7. Thereby iden-
tifying the common and more fre-
quent factors (criteria) in CSR, and 
sustainability models, contrasted 
with those proposed by the Cemefi 
(Annex 1).

The analytic hierarchy process 
(AHP) was applied to these identi-
fied, and more common factors (a 
total of seven, now called criteria). 
The objective set in the AHP was to 
select the most suitable model for the 
Mexican business environment, for 
which, in the definition phase of ac-
tors, a single survey was conducted 

to a total of thirteen experts on so-
cial responsibility and sustainability 
in Mexico, with their numerical jud-
gments, and the statistical modes of 
these, the criteria priorities were sta-
blished, and according to the scale 
of Saaty on the relative importance 
between two alternatives, with va-
lues ranging from 1 equally prefe-
rred, to 9 highly recommended, and 
their respective reciprocal (Saaty, 
2005, 1970).

4. ANALYSIS-DISCUSSION

Carrol (1979) is identified as the 
pioneer author of the study of cor-
porate social responsibility, through 
four factors: 1. Economic. 2. Legal 
3. Ethical 4. Discretionary or phi-
lanthropic. However, the internatio-
nal effort has focused on its deve-
lopment, as an example of this, we 
can find the United Nations Global 
Compact (1999), the Commission 
of European Nations on its Green 
Paper (2001), the models proposed 
by the Ethos organization (2011), 
and the Global Reporting Initiative 
(2011), in addition to various stan-
dards complementary to each other: 
the Social Accountability Interna-
tional Standard (2001), the Account 
Ability AA1000 (2008), the Ethical 
and Socially Responsible Manage-
ment Standard SGE 21 (2008), and 
ISO 26000: 2010 (2010), however 
all voluntary, and none of them with 
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the purpose of mandatory certifica-
tion that would imply formal, res-
ponsible, and sustainable actions of 
the companies.

Particularly for this type of cases, 
you can take the Mexican Center for 
Philanthropy (2010), which in a si-
milar way, distinguishes those com-
panies that are socially responsible, 
but show no serious commitment to 
their practices in this regard. 

The factors that each of these or-
ganizations suggest, although va-
riable in number, match in terms of 
rights and concepts, and in most ca-
ses are complementary. Therefore, 

the matching factors of each of the 
models focused on corporate social 
responsibility are shown in Annex.

It is 12 the total factors that make 
up Corporate Social Responsibility 
and Sustainability in eight models. 
According to the frequency analysis 
(Figure 1), only those with the hig-
hest values were considered (greater 
than 4), same ones that in corres-
pondence to their value, determined 
the hierarchical value, that is, those 
models with the largest number of 
common factors, became the ones 
with the highest hierarchical value. 
From these results the hierarchical 
model was constructed (Figure 1).

Figure 1. Hierarchical Model

CSR model selection

Labor Human 
(Rights)Environmental Anti-corruption 

Governance
Local 

communities

Partners, 
suppliers, 
consumers

Ethos 
(2011)

Cemefi 
(2010)

ISO 26000 
(2010) GRI (2011)

European Nations 
Commission 

(2010)

United 
Nations

Source: Own elaboration.

At this point, the relative valuation 
between two alternatives was con-
ducted through a survey of thirteen 
experts, on this, the statistical models 

were considered, and they settled as 
the value of the priorities of the crite-
ria, according to the scale of impor-
tance of Saaty (Annex). The results 
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of this matrix process of the AHP 
method are shown in Table 1. The final 

results of the process of hierarchical 
analysis are summarized in Table 2.

Table 1. Vector Matrix Multiplication

Eigenvector criteria

x Eigenvector 
matrixLabor Environmental Human 

(rights)
Anti-corruption 

Governance
Local 

communities

Partners, 
suppliers, 
consumers

0.345 0.342 0.393 0.363 0.414 0.382 x 0.09807

0.287 0.306 0.265 0.248 0.235 0.212 x 0.41353

0.103 0.169 0.031 0.192 0.155 0.156 x 0.17515

0.182 0.089 0.144 0.107 0.111 0.123 x 0.18520

0.051 0.057 0.091 0.037 0.051 0.076 x 0.09702

0.031 0.038 0.077 0.053 0.033 0.050 x 0.03104

Source: Own elaboration.

Table 2. AHP Results

0.3631 36% Alternative A Ethos (2011)

0.2765 28% Alternative B ISO 26000 (2010)

0.1409 14% Alternative C Cemefi (2010)

0.1143 11% Alternative D GRI (2011)

0.0585 6% Alternative E European Nations 
Commission (2010)

0.0467 5% Alternative F United Nations (2010)

Source: Own elaboration.

In this sense, to the Mexican con-
text, the model proposed in con-
junction and complementarity to 
Cemefi, with Ethos, and ISO 26000; 
consists of 7 dimensions, and the fo-
llowing indicators:

1.	 Values, Transparency and Corpo-
rate Governance: Legality, cor-

porate governance, ethical com-
mitment, anti-corruption commit-
ment, fair competition, self-re-
gulation of behavior, transparent 
relations with society, responsi-
ble political participation, social 
leadership, processes and deci-
sion-making structure, fair com-
petition, promoting social respon-
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sibility in the value chain, res-
pect for property rights, fair mar-
keting practices.

2.	 Quality of life in the company 
(labor practices): Legality, em-
ployability and labor relations, 
social dialogue and participation, 
working conditions and social 
protection, work-family balan-
ce, training and human develop-
ment, health and safety, respect 
for the individual, decent work.

3.	 Bonding, active participation, 
and community development: 
Legality, active participation in 
the community, job creation 
and skill development, research, 
technological development and 
innovation, value and income 
generation, health, social invest-
ment, education and culture.

4.	 Care and preservation of the en-
vironment: Legality, pollution 
prevention, sustainable use of re-
sources, mitigation and adapta-
tion to climate change, protection 
and restoration of the natural 
environment, protection and res-
toration of the natural environ-
ment, environmental education 
and culture, accountability to-
wards future generations. 

5.	 Human Rights: Civil and politi-
cal rights. 

6.	 Suppliers: Selection, evaluation 
and association with suppliers. 

7.	 Consumers and Customers: 
Health protection and consumer 

safety, sustainable consumption, 
customer services, support and 
resolution of complaints and dis-
putes, protection and privacy 
of consumer data, access to es-
sential services, education and 
awareness, social dimension of 
consumption.

CONCLUSIONS 

One conclusion that can be outlined 
in this study is that corporate social 
responsibility is a multidimensional 
construct (Mexican Center for Phi-
lanthropy, 2010; ISO 26000: 2010, 
2010, Commission of the European 
Nations, 2001; United Nations, 1999; 
Carroll 1979, 1991), although with 
certain similarities regarding the 
number of factorial components, 
in terms of sustainability, some of 
them are divergent. Strangely vo-
luntary.

A second conclusion which reinfor-
ces the previous one, is that with the 
exception of the model of Carroll 
(1979) with more than 30 years of 
existence, and an apparent loss of 
effect; even though the models 
of the United Nations (1999), the 
Commission of European Nations 
(2001), the Mexican Center for Phi-
lanthropy (2010) and ISO 26000: 
2010 (2010), are coincident with the 
dimensions of the universal ways 
which integrate social responsibility 
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into, economic, social, and envi-
ronmental; none of them present 
indicators to analyze how the con-
sumer perceives it, how it generates 
a corporate image from it, and the-
refore how it affects a possible fu-
ture purchasing behavior (Alvarado 
& Schlesinger, 2008). It is for this 
reason, that there is consensus that 
those organizations who incorporate 
social responsibility into their stra-
tegies, will be those that survive and 
develop in sustainable terms.

In sum, all models claim internatio-
nal fundamental rights for a com-
pany to be socially responsible. In 
principle they are respect for hu-
man and labor rights, beyond com-
pliance with the requirement of the 
Law in this respect, and an ethical 
behavior in their actions.

The most frequent coincident factors 
in the models are oriented to: La-
bor, environmental, human (rights), 
anti-corruption governance, local 
communities, business partners, sup-
pliers, and consumers.

For the business case of Mexico, 
they are prioritized according to the 
AHP and expert opinion; the Ethos 
models (2011) with 36% of hierar-
chical weight that should be applied 
to the Mexican context, followed by 
ISO 26000 (2010) with 28%, Ce-
mefi (2010) with 14%, and the GRI 

(2011) with 11%. The above indica-
tes that the model of Cemefi must 
be rethought, and adjusted, conside-
ring greatly the factors proposed by 
Ethos and ISO 26000.
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