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Environment of socially responsible
corporate conduct

rules set by government

market opportunities

vulnerability to critical incidents

brand equity, intellectual capital, goodwill

CSR as a bridge between laws and corporate
conduct

positive changes in the long run



,Good CSR is not so much about prioritizing the

environment over shareholder interests as much
as it is about solving environmental problems in

a way that serves shareholder interests.“

(Arena, 2006, p. 12).




Who and how?

* therole of project managers
— Initiators
—accountability
— operations under different conditions



Who and how?

e assessment of issues by importance
— dialogue with the respective community
— choosing the best option

e status quo of the company and its aims

— self-assessment questionnaire (WBCSD)

e rationale for the actions

— metrics



Phases of implementation

* 6 phases of a CR project
— introduction
— identification
— positioning (against other projects) P
— straregy development JROAt
— implementation '

— monitoring




Positive impacts

* reduction of negative effects = social
progress

* purposes
— PR
— offsetting the negative impact

— gaining strategic advantage

* rewarding social achievement



Multiple stakeholders in the
environment of an organization

Federal,

state, local Educational
governments institutions
Employees
Competitors l Suppliers
Political \‘ : / Court and
parties » Business ¢ legal
firm institutions

/ \
Labor
i T Customers

Stockholders

Public-interest _Financial
groups institutions



Four types of Corporate Responsibility

Economic Responsibilities
Legal Responsibilities

Ethical Responsibilities
Philanthropic Responsibilities



Economic Responsibilities

* goal: Corporate Profitability
* essential Responsibility
* no money — No Social Responsibility




Legal Responsibilities

e goal: Corporate MUST obey all laws

e following both Economic Responsibilities and
Legal Responsibilities are mandatory for a
company




Ethical Responsibilities

e companies believe it is right to do

* environmentally friendly, paying fair wages for
employees, refusing to do business with
oppressive countries




Philanthropic Responsibilities

* itis above and beyond what companies
believe is right
* donating services to community organizations,

engaging in projects to aid the environment or
donating money to charitable causes

* following both Ethical Responsibilities and
Philanthropic Responsibilities are voluntary for

a company



Carroll’s Four-Part Definition of CSR

s Societal
Responsibility Expectation Examples
i i Be profitable. Maximize sales,
Economic Required o e
minimize costs.
Legal Required Obey Ia_ws, adhere to
regulations
i Avoid questionable practices.
Ethical Expected Do whatis right, fair, and just
' ' Desired/ Be a good corporate citizen.
Philanthropic Expected Give back.
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Four strategies of CSR

Proactive “Take leadership in social initiatives”
strategy Meet economic, legal, ethical, and discretionary
responsibilities
: “Do minimum ethleally required”
Accomms?g?gés Meet economic, legal, and ethical
responsibilities
: “Do minimum legally required”
Defterantswe Meet economic and legal
Stralegy | responsibilities
Obstructionist J;%rtltesoﬁimigmands
strategy | rasponsibilities

Commitment to corporate social responsibilities



Classification of company’s reactions
to the sustainability megatrend
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Losers

Defenders

Dreamers

Winners

Firms that have put in place only modest cost risk and
waste initiatives and whose vision and strategies are
vaguely conceived or disjointed will find it increasingly
difficult to protect their position.

Content to make investments in the early-stage
objectives of cost, risk, and waste management. This
defensive posture can work, provided the gap between a
go-slow company’s market position and that of primary
competitors does not grow too large.

Vision and ambition cannot get ahead of capacity to
execute. Those that seek first-mover advantages in the
later stages of sustainability differentiation without
having mapped out a clear strategy and mastered the
fundamentals of execution may experience all kinds of
problems.

Implement strategies and vision highlighted through the
Lubin and Esty (2010) paper



Specific strategies of Corporate
Responsibility in Automobile industry

e “Go green”

* |limiting air pollution of internal combustions
engines

* effort lo lower emissions (CO,, CO, NO,, PM,
VOCs) of internal combustions engine

 R&D of alternative fuel engines



Volkswagen Group’s key action areas

Attractiveness
"""""""""" as an employer

L Participation Training B

Customer
satisfaction

Diversity Corporate
and equality responsibility

Environmentally
friendly products/ . . . .. . ..
electrification N\ . . ..o

stability and Quality/ Health

profitability vehicle safety

Intelligent Climate and
mobility and environmental
networking protection

Compliance, risk
management, corporate Supplier Resource conservation
governance relationships MOST SUSTAINABLE across the lifecycle
AUTOMOTIVE e
COMPANY INTHE

WORLD . . e e e e e e e e e e e e e e e




Thank you for you attention!



