
Corporate Responsibility 



 Why at all take sustainablity into account? 

 What is Corporate Responsiblity? 

 Basic terminology 

 Who are stakeholders? 

 How to get loyal employees? 

 Being successfull on the marketplace 

 Taking environment into the account 

 Helping your Community 

 First steps in implementing your CR program 

 Benefits of CSR 
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Why we talk about CSR? 
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Philanthropy 

Corporate Citizenship 

Sustainable Development 

Tripple bottom line 

Basic Terminology 

Corporate (Social) Responsiblity (CR or CSR) 

Stakeholders 
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Stakeholders are individuals and groups affecting or affected 

by…. 

you 

Stakeholders 

. 
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Stakeholders are individuals and groups affecting or affected 

by… 

company 

Stakeholders 

. 
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Employees 

Families of employees 

Suppliers 

Customers/Clients 

Shareholders/owners 

Trade unions 

Government 

Community 

SMEs 

Others 

NGOs 

Stakeholders 

. 
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Philanthropy Corporate Responsiblity 

Definitions 



14 

Philanthropy Corporate Responsiblity 

 Support focused on areas 

not covered by 

state/government. 

 Doesn‘t have to correlate 

with core business of a 

company. 

 Everyday decisions take into 

account environmental and 

social issues as well as 

economical ones. 

Definitions 



Definitions 
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CSR means to get economic profit the way that takes 

into account ethical values, community and people 

and protecting environment. 

EU: Responsibility of a company for its impact on 

society. 
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History 

1973 - Elibert & Parket  

1976 - OECD, Guidelines for Multinational Enterprises 

1990 - IBLF (Prince Charles) 

1992 - OSN, Earth Summit, Rio de Janeiro 

1996 - CSR Europe  

2000 - UN Global Compact, 10 principles 

2001 - Lisbon Strategy, EU Green Book  

2004 - Business Leaders Forum Slovakia 

2006 - GRI G3 Guidelines 

2007 – Compulsory reporting in Sweden 

2010 -  ISO 26000 

But the biggest push for more responsible companies…. 
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History 

1996 -  Life Magazine 

1990 - Movement 
for the Survival of 
the Ogoni People  
  

2001 – Enron 
bankrupcy 



1791 
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Pressure from consumers 



The aspirational consumer 

These consumers desire for their actions to: 

meet their needs 

have a positive impact on others 

and connect them with an ideal or community that’s bigger 
than themselves.  

 

Connecting the right thing to do with the cool thing to do. 

 

39% 
of global 
population 

Pressure from consumers 



The aspirational consumer 

Pressure from consumers 



The issues and expectations 

Pressure from consumers 



Source: 2016 Edelman TRUST BAROMETER 

Pressure from consumers 



Areas and topics of CSR 



How to get loyal employees 

 Safe and healthy working environment 

 Transparent selection and rewarding of 
employees 

 Talent management – education and 
development of employees 

 Work-life balance 

 Flexible working hours 

 Dialogue between employees and leaders 

 Engagement in company decision-making 

 Diversty, age-management and non-
discrimination policies 
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Fair Trade – The First Step 



Areas and topics of CSR 



 Engageing/hiring local suppliers 

 Fair-trade and eco products procurement 

 Paying on-time 

 Cooperation and correct relations with (local) government 

 Participation at local and regional business networks 

 Implementations of CR standards in suppliers 

 Fair communication with customers, honesty in advertising 

 Transparent reporing of impact – using standard methodology, e.g. Global 
Reporting Initiative 

 

 

 

12. 3. 2013 Workshop „Eko-efektívnosť“ 

Examples of activities – Marketplace 



Examples of activities – Communication 

Nike – detailed on-line disclosure of information 



Examples of activities – Communication 

Ikea – Enabling Customers to be responsible 



Examples of activities – Environment 



 Energy and material efficiency 

 Waste reduction and separation 

 Ecological accident prevention 

 Eco design of products and services 

 Circular economy principles, Cradle-2-Cradle 

 Biodiversity protection 

 Compliance with ecological standards in supply chain 

 Transparency in environmental issues 

Examples of activities – Environment 



Intermarché 

  



Patagonia 

 



Examples of activities – Community 



 Financial and support to local institutions, such as schools, hospital, NGOs, 
cultural events) 

 Non-financial supports  - providing products or services 

 Cooperation on public-interest projects 

 Support to volunteering 

 Improving local infrastructure 

 

 

Examples of activities – Community 



Examples of activities – Community 



Stakeholder  

mapping 

Dialogue with  

stakeholders 

Issues and  

expectations  

from partners 
Action plan and  

goals 

Communication  

and verification 

Check the progress New CR Cycle 

First steps – how to begin and plan 
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Benefits of CSR 

 Responsible companies are more succesful in mid and long-term  

  

 Reputation of brand is improving 

 

 More loyal employees and attracting talent 

 

 Improved relationship with suppliers – savings and innovations 

  

 Lower impact on environment, energy efficiency, lower costs 

 

 Improved relationship with community 



 

Our Mission:  To cultivate Slovak society by creating and 
implementing CSR standards.  
 

Our Vision: To foster sustainable and prosperous Slovakia 
through corporate responsibility. 

 

 

What is Business Leaders Forum 



Seminars 

Workshops 

Recommendations 

How we network and share best practices 
 

Quarterly meetings 
CEOs annual  

meeting 

CSR/Communication 
Managers 

CEOs Experts (HR/Enviro/ 
Procurement Managers) 

CEE CSR Summit  

Forum on Corporate Philanthropy 

Via Bona Slovakia 



Recommendations of CSR leaders 2013 
 



Recommendations of CSR leaders 2014 
 



CSR Strategy / Program is not Everything 
 

•It won‘t sell anything that is worse than the offer of competition 
•If it is not shared withing a company or badly managed – it won‘t get 

results 
 
 
 


