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A
mid all of the bad news this 
year, one thing that has 
been encouraging is that so 
many large businesses have 
taken steps to combat rac-

ism and to foster racial equity, both within 
their organization and in the larger society.

Disney signed a production agreement 
with Colin Kaepernick—the former quar-
terback who was blacklisted by the National 
Football League—to produce a series of 
fi lms on race, social justice, and equity.

And more than 800 companies—includ-
ing Coca-Cola, Hershey’s, and Ford—pulled 
their advertisements from Facebook because 
of the company’s unwillingness to properly 
police content for racism and hate speech.

While all of that is true, it is important 
to remain skeptical of whether this rep-
resents deep and long-lasting change or is 
simply a onetime eff ort in response to the 
current climate of opinion. Many of these 
same companies have been guilty in the 
past of overt and subtle forms of racism. 
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Until recently, the heroines and heroes 
of Disney animated fi lms were mostly white, 
and other characters often refl ected racial 
stereotypes. And in 2000, Coca-Cola paid 
out $192 million to Black employees in what 
was at the time the largest settlement ever 
in a corporate racial discrimination suit. 

To fi nd companies that are making a 
true commitment to signifi cantly change 
the way they do business, one place to start 
is with those that have become a certifi ed 
B Corporation. The B Corp movement is 
an eff ort to institutionalize changes in the 
way a company interacts with its workers, 
customers, suppliers, and community, and 
with the environment.

Until recently, most of the 3,422 compa-
nies (in 71 countries) that have become 
a B Corp have been small and medium-
sized. Often these were startups that incor-
porated social responsibility from the 
beginning. But a growing number of large, 
established corporations are starting to 
undergo the certifi cation process as well. 

And that is the subject of our cover story 
in the Fall 2020 issue of Stanford Social 
Innovation Review. The article, “The B Corp 
Movement Goes Big,” is written by Christo-
pher Marquis, a professor at Cornell Univer-
sity and the author of Better Business: How 
the B Corp Movement Is Remaking Capitalism, 
forthcoming from Yale University Press.

Some of the large companies that have 
become a certifi ed B Corp include Danone 
North America (a $6 billion a year sub-
sidiary of the multinational French com-
pany Danone), Natura (a $3 billion a year 
cosmetics company based in Brazil), and 
Laureate Education (the fi rst B Corp to go 
public on the US stock market). 

Recognizing how diffi  cult it is for a large 
corporation to go through the certifi ca-
tion process, B Lab (the organization that 
manages the B Corp process) created the B 
Movement Builders program, a set of prin-
ciples that large companies must adopt that 
is less rigorous than the certifi cation pro-
cess but allows them to become a part of 
the B Corp movement. 

Marquis describes this movement as 
part of a broader shift from “shareholder 
capitalism” toward “stakeholder capital-
ism.” I hope that the recent announce-
ments by US corporations to tackle racism 
and increase racial equity are an indication 
that support is growing for that broader 
movement. —ERIC NEE
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