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ABSTRACT

The aim of this thesis is to outline projects witiiorporate Social Responsibility (CSR),
focusing on what can be implemented in the orgaioizeDHL Express CZ and to point
out key stakeholders and its impact. The first gafocused on gaining theoretical know-
ledge about CSR, how to implement this concepttinéocore business and give examples
of concrete initiatives which organizations can @ibe second part is focused on current
situation within CSR and shows concrete case sugl@bally and in the Czech Republic
as well as to analyze the situation in DHL ExpréZs The last part consists of two chap-
ters. In the first chapter is the research amongeusity students and customers, aimed at
finding the awareness of CSR, its relevance fosalgroups, etc. In the second chapter are
suggestions for concrete projects within Busin€®eyple, Community and Environment

areas outlined with targeted stakeholders, actewss needed resources or benefits.

Keywords: Business, Community, Corporate Social ResporigipLSR, Economic, Eth-
ics, Environmental, Governance, Impact, PartnessiHocial, Society, Stakeholders, Sus-

tainability, Transparency, Values

ABSTRAKT

Ciel'om tejto prace je navri(projekty v ramci Spokenskej Zodpovenosti Firiem (SZF),
ktoré m6zu by zavedené v organizacii DHL Express CZ, zdoraktiicovych stakehol-
drov aich vplyv na spotmog’. Prvacas’ obsahuje teoretické poznatky o SZF, postup ako
implementové tento koncept do jadra spofmsti a uvadza priklady aktivit ktoré mézu
spolanosti vykonavé. Druhac¢ag’ popisuje s@iastnu realitu v rdmci SZF (celostvetovo a
v Ceskej Republike) a analyzuje situaciu v DHL Expr&a Posledn&ag’ pozostava

z dvoch kapitol. V prvej su uvedené vysledky vyzkumedzi univerzitnymi Studentami

a zakaznikmi, ktorého diebolo zist’ povedomie o SZF, doélezitbgsohto konceptu pre
dané skupiny, dt V druhej kapitole su konkrétne navrhy na projektamci oblasti bizni-

su, personalnej, komunitnej a Zivotného prostredizyrhnuté na kicovych stakeholdrov,

postupy zavedenia, potrebné zdr&jbenefity.

Kraéové slova: Ekonomicka a Socialna obtas Etika, Hodnoty, Spolkenska

zodpovednasfiriem, Stakeholders, TransparenttidddrZzaténog’, Zivotné prostredie
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INTRODUCTION

| first encountered the concept of Corporate Sdeedponsibility (CSR) a few years ago at
one conference but | didn’t quite understand timaé twhat does it really mean, it was too
complicated. Maybe it was influence by my attitudew | perceived the world around me
or how much did | care about having an impact @engbciety around me. It stayed in my

head as unanswered question.

Two years ago | went to People’s Republic of Chirtneere | spent one year. My main re-
sponsibility was taking care of CSR projects arertimplementation. | still didn’t have a
proper knowledge about CSR but | told myself thatn be very good opportunity to learn

something new, something which lot of people calledy important growing trend”.

| worked on particular projects, established andiagad different partnerships, attended a
lot of seminars, conferences and trainings abolR @&d got to know business people re-

sponsible for CSR programs in multinational compani

After one year, | got so passionate about the @GR because | can see the real impact of
it and its relevance. | learned about CSR reaiityhe People’s Republic of China and
coming back home | wanted to know more about rehbtre. About companies’ impact on
our society, their drivers, actions and space fowth or improvements. That is why | de-

cided to write my Diploma thesis around CSR topic.

My diploma thesis is divided into three parts.he first part we can find theoretical know-
ledge about CSR, its definitions, why companiesukhde responsible, its concept and
history, benefits and costs as well as how to nattegCSR into core business and described
concrete actions what organizations can do once waast to implement CSR into their
company. Second part is focused on practical kngdewhat is the current situation dur-
ing financial crisis and what should be next st@pd attitudes, showcasing concrete exam-
ples of companies and their CSR projects in CzegtuBlic and globally. The next chapter
is focused on DHL Company globally and researcluabBiL Express CZ CSR Program.
Here are described concrete activities what cugré&tiL Express CZ does and at the end

iIs SWOT analysis as the evaluation of their CSR.are

The third part is divided into two chapters. Fickiapter is focused on research results
made among university students and customers witht@find out what is the awareness

about CSR among these two groups, how do they ipercesponsible companies, how
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CSR influence purchasing decisions and as well wehahportant for university students

as future employees and what is their opinion agtalial problems in the world.

The second chapter consists of different CSR piojir DHL Express CZ that they can
implement. These projects are created based ocantdgsis of reality at company, analysis
of the situation in Czech Republic and globally #amtly based on the surveys focused on
those two groups. The description of projects «iasof general introduction, targeted
stakeholders, time frame, action steps, beneflisn@eded resources. DHL Express CZ can

choose from these projects based on their cumésitaist, resources or long-term goals.

.People get involved in something because either

v they love it and want to contribute to its growth
or
v' they hate it and want to fix it.”

Unknown author
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|. THEORETICAL PART
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1 RESPONSIBLE COMPANY

Our Earth’s resources are limited and the problerthat we are using them much faster
than they can be renewed. If the Earth’s ecosystene a bank account it would be se-
riously overdrawn. If we push these limits everttiar then people will have a more un-
comfortable life, not just in developing countrias in the developed world. The situation
is not sustainable and that is why every singlieeait should care about the world around
him or her. [27]

== .

Social-Environmental I = Environmental-Economic
Emironmenid et >, Environmental S ;
- Matural Resource Use b ey Hh kY
Natural Resources Stewardship i i i i Subsidies / Incentives for
Locally & Globally Y Polkution Prevenfion \ use of Natural Resources

{air. water, land, waste)

E_SustainabilitY'

Economic-Social
Business Ethics
Fair Trade
Worker's Rights

Figure 1. The three spheres of sustainability [28]
Sustainability is becoming the most critical is$oieall corporations, government and citi-
zens. There are three main areas within sustaityabihich is described on the figure be-
low. Three areas consist of economical, environalead social issues and also three
cross connected areas of Economic-Social, Envirateh&conomic and Social Environ-
mental issues. Every area is very important foheaganization to ensure sustainability

for the future.

1.1 What is ‘Responsibility’?

Humans have an intuitive feeling and are able tewstand ‘responsibility’ as well how to

behave responsible or irresponsible. It is up terygingle citizen, one by one, to behave
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responsibly towards our planet, community, lifgpeople around us. It is up to people who

lead companies and other organizations to behapensibly. [6]

According to Webster’s Deluxe Unabridged Dictiondrgsponsibility’ is derived from the
late-Latin responsabilis — requiring an answer. Mmark can be seen as having two parts:
response + able, i.e. the ability to respond, tocabé to answer for one’s conduct and ob-
ligations. Ultimately it means: ‘expected or obligd to account (for something, to some-
one)...involving duties...able to distinguish betweigihtrand wrong...trustworthy, de-

pendable, and reliable[6]

We can start to ask ourselves questions such asonbg responsible or accountable, what
would it bring to us, etc. On the other side wedneeask question if we want to be respon-

sible, to think about our values and our principleslive our lives.

1.2 Why to become responsible company

All companies, no matters if they are big or snraglize that being socially responsible is
not optional or just some image; instead, it mustiridegrated into their core business.
Why? There are different points where should wek labfor instance consumers are no
longer passive purchasers. Instead, they want tofbemed, and sometimes they are de-
termined, group of buyers who can act massive aspbir@ormation, and have a major im-

pact on a company’s reputation and brand. [18]

Currently the question is not whether responsyibdind sustainability is important but how
can companies become socially responsible or hobetoeally good at it. For instance

there are three essential steps that companigsltan to start [18]:
1. To know what is it to be responsible (based oneslprinciples, business, etc.)
2. To find an approach that works (there are lot secstudies around the world)

3. To get people involved and implement (it is impottéo have employees’ com-
mitment towards responsibility)
Companies who put the effort into this realize tinaly are not only doing something good
and positive—which is valuable in its own right—Hhbat they are also building a better
company that generally stands better in the maldketp It can increase competitiveness

among companies as well. [18]
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2 CORPORATE SOCIAL RESPONSIBILITY CONCEPT

Corporate Social Responsibility (CSR) is definedTihye European Commission, United
Nations Development Program or by CSR Europe hike,A concept whereby companies
integrate social and environmental concerns inrtheisiness operations and in their inte-
raction with their stakeholders on a voluntary Isdsi Ideally, based on the CSR policy
there would be system that monitors transparendyl@yalty to ethical standards, interna-
tional norms and law. Corporate sector would addtee responsibility for the impact of
their activities on all their stakeholders sucltassumers, employees, communities, public
etc. As well business would proactively care alplilic interest by encouraging commu-
nity growth and development, and voluntarily preesi. Essentially, CSR is the incorporat-
ing public interest into corporate decision-makiagd the addressing a triple bottom line:

People, Planet, and Profit. [2]

Figure 2. Triple Bottom Line [36]

2.1 Defining Corporate Social Responsibility

CSR has become a growing trend. It depends onahlkgbound of the organizations or
people, their values and priorities what do thegsider the most important within CSR.
We can find wide range of components within thipicofrom diversity at work place
through employee volunteering and equal opporemitio environmental problems or

transparency in supply chains. [15]

CSR can be unique for each organization as it shaailect the reality and relevance and
help to achieve their business objectives. It Edadly about recognizing the sustainability
and long term success which is also thanks to geladionships with different groups of

its stakeholders. Based on the CSR guide ‘Gettiagesl with CSR’ the definitions are

[15]:
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“CSR is about companies achieving commercial sicgesvays that honor ethical values
and respect people, communities and the naturat@mwent.

There are some CSR practitioners who see CSR ag bgnonymous with the term “triple
bottom line”, which is the sum total of a compangtonomic or financial responsibility,
its environmental responsibility and its social peasibility. This is also known as a com-
pany’s contribution to sustainable developmentter‘People, Planet, Profit” approach
for doing business”.

There are three main dimensions of Corporate S&=aponsibility explained on the Fig-

ure below which aims to support sustainable devetq in long-term base.

Dimensions of Corporate Responsibility

v

v

v

Economic dimension

Businesses are primarily
responsible for supplying
society with products and

services.

They should also provide

employment, knowledge

and additional economic
benefits.

Ecological dimension

Businesses must protect
the physical environment
along the entire value
chain.

They should also use
their knowledge and
skills to contribute to a

Social dimension

Businesses should help
to safeguard
fundamental human
rights (employee rights,
women’s rights, rights
of the disabled etc.)
and promote social
integration.

constant rise in eco-
efficiency.

v

Sustainable Development

Figure 3. Dimensions of CSR [8]

Under each dimension we focus on particular stdkien® and we have concrete activities
which organizations can do. They can decide whativiies they will implement based on
their core work and stakeholders requirements. cdmerete table with activities is in the

attachment number 1 and will be used in practiea @gbout DHL Express CZ.

2.1.1 CSRis a business imperative

With advanced technology, globalization of markatsl 24-hour media, stakeholders are
more demanding than ever before. They requires frompanies to operate transparently
and demonstrate that they are socially responsitakeholders (internal and external)

have a strong power and voice and that is why nsampanies take CSR as a must do.

It is important that companies understand that @Sfdt about “not doing bad things” like

polluting the environment or treating employeeslpadc. but it is about positive impact
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on society around them through their activitiest'd_¢hink about three groups of stake-

holders: employees, customers, and investors aatl dehthey want. [15]

Employees want to work for an employer who trelagsrt fairly, provides development and
growth opportunities and support them in professiqgersonal life balance. These em-
ployees would stay loyal to that employer. Cust@weant to buy products or services that
are affordable, reliable and safe and they préfesd¢ which don’t harm the environment or
abuse people. Investors, over their return on tmvest, want to ensure sustainability of the
company, its transparent operations and have tlsts stakeholders and support the

growth of the corporation. [15]

On the other side we have to look at risk-managepeint of view. The consequences of
irresponsible behavior can be really harmful fayamnizations. For example water polluting
or corruption or ambiguity in supply chains canllsesmfluence reputation and positioning
of the company. So there is another reason why aamap should be more interested about

CSR and prevent their companies against similarag@as [15]

2.1.2 Response to CSR skeptics
There are a number of common arguments we heardketics of CSR.
“CSR is purely a marketing activity for companiegigg money to charity.”

There are many business reasons why a company teabésinvolved in CSR and market
positioning is certainly one key reason. Just minarity is not the same as CSR — it is one

element of CSR and belongs under a company’s contyrinmestment. [15]

“The purpose of business is to maximize profitd)R@8ds to costs and reduces profits.”

CSR should be taken by a company for businessmeasd must be seen as an investment
with potential long term benefits rather than a®st. Like any investment, it may or may
not have the expected returns. These returns Hamé to be just financial but in long term

there are lots of areas from where it can be mopnetturn. [15]

»,CSR is for large companies who can afford it arad for SMEs.”

We can hear this argument mostly from people whktthat CSR is just about charity
and financial donations. There are lots of CSRvaEs which not require financial costs

or can be easily implemented and even decreasearyispcosts. For instance conserving
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energy or higher efficiency in particular processas save costs both in big and small

companies or switch the computers, lights and aimelectrical equipments are easy to

implement and without any costs. [15]

2.1.3 CSR'’s Stages of Development

CSR has a long history and evolution. Accordinglfbee Oxford Handbook for CSR, it

evolved from early beginning in four chronologiqaiases illustrated on the next Table.

Not all companies pass through all four phasebpoatth many of today’s leading CSR

enterprises manifest all of them all together. [6]

Table 1. CSR's stages of development [6]

CSR: CORPORATE SOCIAL STEWARDSHIR1950s — 1960s)

Guiding CSR PrincipleCorporate managers are public trustees and sastiavards

Main CSR ActionCorporate Philanthropy

CSR Drivers:Executive conscience and company reputation

CSR Policy Instrument®hilanthropy and public relations

CSR: CORPORATE SOCIAL RESPONSIVENES@960s — 1970s)

Guiding CSR PrincipleCorporations should response to legitimate sodexhands

Main CSR Actioninteract with stakeholders and comply with pulplaticies

CSR Drivers:Stakeholder pressures and government regulations

CSR Policy InstrumentStakeholder negotiations and regulatory compliance

CSR: CORPORATE/BUSINESS ETHICS1980s — 1990s)

Guiding CSR PrincipleCreate and maintain an ethical corporate culture

Main CSR ActionTreat all stakeholders with respect and dignity

CSR DriversHuman rights and religion-ethic values

CSR Policy Instrumentdission statements, ethic codes, social contracts

CSR: CORPORATE GLOBAL CITIZENSHIP(1990s — 2000s)

Guiding CSR PrincipleAccept responsibility for corporate global impacts

Main CSR ActionAdopt and implement global sustainability programs

CSR DriversGlobalization disruptions of economy and environme

CSR Policy Instrument$nternational code compliance, sustainability pgli
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2.2 The Emergence and Growth of Global Responsibility

Theories about CSR are still dominated by an ecoanormaw of the companies and an ac-
tive view of CSR projects. The view that socialfpenance contributes to the financial
performance through e.g. stakeholders’ managenoergconomical projects, is common

understanding of temporary CSR approach. [6]

In the past years there has been a dramatic groinb called the Global Responsibility
(GR) industry. It has grown through the developnudrd diverse management and organi-
zational models or approaches. Although these iatime management and organizational
approaches or models generally strive for the spaompose, they focus or emphasize on
different aspects limiting their usefulness forvaad systemic problems. [33] Next Figure

shows all elements within management models orosupies.

' CSR '
Best Place Business Ethics
to Work

o o

Corporate Eco-Efficiency
Citizenship

' B
B

i y

" y
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Figure 4. GR integrates key elements of differeatats [33]

These models or approaches are driven by divemggrof stakeholders such as: consum-
ers/customers, investors, media, activists anderoed citizens. All of those groups sepa-
rately put more and more pressure on companiegeteao change they approach how do
they make profits and what they do with them. Melaifey we need to look at problems we
face currently as they are more systematic, dangeand costly. [33] Under pressure of
changing expectations from society around, sombafjloorporations have started to de-
velop more their CSR engagement. Corporations t&tdré more transparent, fight against
corruption, think about more efficient businessgesses, drive human rights initiatives or
addressing public health and work on corporate g@rece. They do care about all four

sectors in the society and their stakeholdersenitider and global way. [6]
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Figure 5. The Business in Society [9]

2.3 CSR costs and benefits

CSR also offers direct business benefits to cotora. Building a reputation as a respon-
sible business is one way as many customers pietauy from ethical businesses. There
were so many cases and problems for instance withlyg chain management so organiza-
tions prefer suppliers who demonstrate policiescWlaire responsible as this helps them to

minimize the risk of any damage to their own repates. [1]

It depends where you are from, what are your vatugsinciples if you are customer who

doesn't just prefer to deal with responsible conmbut insist on it. For example, selling

of "environmentally friendly" services or produdssincreasing - and these products often
sell at a premium pricdReducing emissions and waste doesn't just helgrkgonment

but it saves money too but it is difficult for pdepo see concrete short-term benefits. [1]
To summarize main benefits [10]:

- Increasing profit — implementing policies such agi@nmental, social or governance
to create long-term competitive advantage, reducoss on business processes.

- Top Talents attractiveness — easier to attrachbyigung people

- Risk management through better stakeholder relsttips

- Positioning — building a brand reputation andgnity

- Understanding the needs of customers and the lwhafyotential market

- Good relationships with all stakeholders make ddinginess easier

- Increasing retention rate of employees, reducirgdbsts and distraction of recruit-

ment and retraining
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- Development of employee competencies to supporpetitiveness

- Employees are committed, motivated, and more progc

- Activities such as involvement with the local conmity are ideal opportunities to
generate positive impact

- CSR can increase competitiveness, reduces thefrskdden damage to the reputation
(and sales). Investors recognize this and are mitiieg to finance organizations.

Although CSR can have many benefits, CSR is noagitirecipe for success and doesn'’t

do anything with the wrong decision of managers leaders. CSR initiatives will not al-

ways have immediate financial returns and costs Ipealyigher than benefits — particularly

in the short term. [10]

2.4 Challenges and barriers for implementing CSR

Implementing CSR in this world full of competitivess and problems requires also a lot of
strong will, good sense of implementation skillslaf course belief to see the purpose

behind. However there are still challenges anddraruvhile implementing CSR.

The companies noticed a number of challenges wimfementing CSR including [5]:
changing the corporate culture; developing perforteameasures; and, ensuring continuity

of CSR programs in the face of management andtstafbvers.
Here are examples of barriers and challenges caegare facing:

- Understanding of CSR and its integration into theedusiness

- Difficulties to recognize improvements of socialdaenvironmental performance and
impact, but very obvious are costs invested intRCS

- Doubts regarding future framework (policies, regjola etc.) makes it difficult to plan
strategically and in long term

- CSR requires an approach from each departmentscaebrate among each other

- Management is too busy and has other prioritieseretis a lack of awareness, com-
mitment and behavior of “role models”

- Companies don't consider the tracking of a CSRessi strategically relevant, this is
mostly due to a lack of risk or business opportunit

- Integration of environmental or social elementsurexs a deeper transformation of

companies' core business which is costs demanding
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3 INTEGRATING CSR INTO BUSINESS

In the next chapter is described CSR integratidhiwidifferent business areas.

3.1 CSR, Ethics and Values

Where previously many companies viewed businegssetimly in terms of administrative
harmony with legal standards and devotion to irgdlerales and regulations, the focus now
is on ethical behavior, moral judgment and transpey Lot of companies consider re-

sponsibility, ethics, integrity, and values, ad pusice to have but they are now required.

It is obvious that good ethics lead to better manant of companies and a high probabili-
ty of sustainable business success. CSR is nodpisyy good things but all these things

have to be connected with the organizations’ valjuss then they can have a sense.

Organizations respond to expectations of stakehohdéh various initiatives such as val-
ues, citizenship, diversity, etc., and program$iagethics, compliance, reputational man-
agement efforts, corporate identity efforts, sugaptiodes of conduct and employee volun-

teer programs. [32]

3.2 Management, Leadership and CSR

CSR basement is at very top of the company. Insthecture the CEO is the key person
who sets the direction for the entire companys lai this level where implementation of
CSR takes on an important and critical role in ttngathe corporate and cultural identities
of companies that influence every part of an orgaion. It is here where thinking of the
people in the organization starts and mindsetssaravhich influence how people think,
how they act internally and externally and whatsoan organization will have in their
communities. This is where the invisible principesd rules of company culture and cor-
porate branding are generated as the demonstmattibehavior, values and beliefs which
are the prime drivers of the attitudes and actitvas influence the performance and mis-

sions of entire organizations. [32]

The CEO is a key person from whom the messagere&agdmmong external and internal
stakeholders that a company is serious about C8Rnlanagers are challenged to foresee
future opportunities, threats and challenges arkictooff their whole organizations. These

leaders need to demonstrate every day actions dgveahieving their vision and integrate
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CSR elements into everyday business operationsy $heuld act to develop new ideas,
take care of people on an emotional level and éiteiently challenges. [32] Mr. William
Valentino (Bayer China, CSR Director) wrote as vielllowing [32]:

“Visionary CEOs and top managers are using CSRd@al#dish innovative and creative
approaches to create additional value through caiitipe advantage and by shaping, de-
fining, and articulating purpose, while guiding e through organizational processes.
When vision and values are interconnected throu§R @nd used by CEOs and managers
in running their businesses, this links the orgatian’s goals with action. They everyday
decisions and activities of companies then reflleettremendously positive image of what
an organization can be or can do in the future thlglh management and leadership. This
enables them to better success in the marketplaoeigh CSR, an innovative means of

creating greater value for their stakeholders ahdit organizations.”

3.3 CSR and Strategic planning

Integrate CSR into the core business and placeaistoategic context means that company
know continuously its direction and is flexiblerigflecting external and internal reality and
needs happening in dynamic environment. CSR isabrtbe key elements for organiza-
tions’ strategy to ensure sustainability and ddgeenpetitive advantage. Usually profits are
from revenues, which come from customers and std#lels who are satisfied with the
value company promise and delivers. [32] At thdofeing Figure we can see the integra-

tion of CSR into the core strategy with connectibiother departments.
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Figure 6. CSR integration into Core Strategy [32]
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3.4 Integrating CSR into Human Resources (HR)

HR helps in increasing competitiveness of the amgdions through development, growth
of their employees. This department also ensustiie policies and organizational prac-
tices are in synchronization with the legal normd external demands of the market. They
take care about development of full potential @itlemployees and make sure that there is
alignment between organizational and personal gd&lis supports development of work
environment that express values and authenticitjevémcouraging collaboration, affilia-

tion, responsibility and commitment. [32]

All talent management or HR processes such agttiga developing, motivating and re-
taining talents are as well one of the primary bess reasons for CSR. CSR provides ap-
proach and solutions for all these processes wihareks to particular CSR activities or-
ganizations can even decrease their costs for ldBepses as they will have talented, mo-
tivated and loyal employees who are proud to begfaheir organizations. Another very
relevant thing for CSR initiatives is that they airtven by employees who increase their

commitment, motivation and pro-activity. [32]

One of the most usual and visible CSR initiativesommunity relations which can influ-
ence a lot company’s reputation and brand. Oncepaoies have good and strong relation-
ship with the communities around it can be mucheeds drive their CSR programs and
increase their competitiveness in the market. C&®Rrams focused on community rela-
tions can solve particular problems of organizatitor instance issues like decreasing em-

ployee turnover, savings on cost per hire anddaitrg talented individuals. [32]

3.5 Value Maximization for stakeholders

According to Mr. Valentino’s publication, stakehetd are defined a&he individuals

and constituencies that contribute, either voluiyaor involuntarily, to a company’s
wealth creating capacity and activities, and wha d@herefore potential beneficiaries
and/or risk bearers. This also includes groups amdividuals who benefit from or are

harmed by, and whose rights are violated or reggubbly, corporate action.[32]

There are diverse groups of stakeholders basedhisrdéfinition which are influencing
company’s operations. These groups can be follovdagsumers, customers, employees, a

host government, media and press, local commungigspliers, partners, activists, advo-
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cacy groups, NGOs, competitors, educational ingtitg, research institutes, etc. [32] All

these stakeholders are connected around partisalse as is described at following figure:
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Figure 7. Enterprise in Society [32]

The World Business Council for Sustainable Develeptrsays that in the ZTentury,

many stakeholders agree that:

“... the fundamental purpose of business is to pmwdntinually improving goods and

services for increasing numbers of people at pribes they can afford;

... leading global companies will be those that plewyoods and services and reach new

customers in ways that address the world's majaflehges ; and

...If action to address such issues is to be subatarid sustainable, it must also be prof-

itable.”

3.6 Corporate Communications and CSR

The proper and right strategy for Corporate Commations and its channels are critical
success for every company. Corporate Communicai@oninclude corporate advertising,
public relations, media relations, community engaget, research and measurement, repu-
tation management, internal communications, emglogegagement, government rela-

tions, online communication, and event managenmiérg.objective for corporate commu-
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nication remains the same: to enhance the braedinhge of reputations of a company
and to drive profitability. These products of commuations are often defined by memos,
letters, reports, Web pages, community engagerseaial and environmental initiatives or
programs. It is very considerable which are thbtr@hannels and what is the right message

that company send to its stakeholders. [32]

3.7 CSR and Branding

Strong brands have to be connected with the valfiése organizations and have to be
able to respond to changes in markets, culturepetition, legislation, environmental is-
sues in whatever market they are competing in.edtigr organizations will have to focus
on providing brands with a powerful and strong eor@l content and to deliver messages
about their products, which are transparent anar ¢te customers and also have relevance

in respect to social and environmental issues. [32]

CSR concept and integrity with the core work cdtuence companies’ brand a lot in dif-
ferent ways. It is also up to companies’ decisiorchhioose what they will emphasize in
their communication and what kind of brand they ianbuild through communicating
CSR. There is one possible threat that peoplepeilteive those messages and initiatives
just as a branding and not that organization rezdle about having positive impact on
society. This greatly influences stakeholders toopen to the messages and perceptions
communicated by logos, which act as a symbol oftwinganization represents or desires

to represent. [32]

3.8 CSR and Marketing

Using marketing activities to implement CSR or tppgort different causes can be done in
three possible forms: cause-related marketing,ecpusmotions and corporate social mar-

keting. P. Kotler and Nancy Lee defined and descrithese three forms like this [17]:

“Using cause-related marketingcompanies make contributions or donate a peragntd
revenues to a specific cause based on product.ddllestly commonly this offer is for an

announced period of time, for a specific produat #or a specified charity.
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Throughcause promotiongompanies provide funds, in-kind contributionsotiier cor-
porate resources to increase awareness and conalkeont a social cause or to support

fundraising, participation or volunteer recruitmeiar a cause.

Corporate Social Marketings utilized to support the development or impletagon of

behavior change campaigns intended to improve putdalth, safety, the environment, or
community well being. The distinguishing featuréhes behavior change focus, which dif-
ferentiates it from the cause promotions that fooassupporting awareness, fundraising,

and volunteer recruitment.”

3.8.1 Sustainable Marketing

One of the ways we explain sustainable developnrerihe business context is that it

means taking a triple bottom line approach. Thigragch means that the company meas-
ures its success not just on the financial perfoaeabut on its environmental and social
performance too. The goal [27]fo meet the needs of this generation without jedjza

ing the ability of future generations to meet theeam needs.”

So where does marketing fit into the equation? &o@ble marketing is the contribution

from marketing department to sustainable developmen
Fuller defines sustainable marketing as [27]:

“The process of planning, implementing and coningjlthe development, pricing, promo-
tion and distribution of products in a manner tisatisfies the following three criteria: (1)
customer needs are met (2) organizational goalsagt&ned, and (3) the process is com-

patible with ecosystems.”

3.8.2 What can marketers do?

Marketers have a power to make a significant déffiee for their stakeholders, community
and to the triple bottom line. In practice it isoablooking at products or services, assess-
ing their impact on environment around and enstiresight and transparent communica-

tion to the customers. [27]

So what can sustainable marketing do for businkssfe Sustainable Marketing Guide

done by CSR Europe we can find following eleme@®;[

- Mitigate risks & Identify Opportunities
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- Differentiate the brand

- Increase customer retention & brand loyalty

- Create new market opportunities & win new business

- Drive innovation and creativity

- Motivate employees

- Protect reputation & build strong brand

- Delight customers

- Save costs

- Retain the best staff

- Head off potentially restrictive legislation

- Attract investments
The problems are arising in different ways. Bussnkesders are as well concerned about
their own families, lifestyles and professionaldeigs so they are trying to ensure right
decisions within their organizations to have pgsiimpact on all these issues. As | already
mentioned, customers’ expectations are changindpes are looking for companies and
brands they feel have authentic commitments to @oacal, environmental and social is-
sues. [27]

3.8.3 Consumers as drivers for CSR

Consumers’ decision making and preferences areenfle by ethical and corporate re-
sponsibility. These consumers take actions towtrdse issues and currently it can be a
sizable minority (e.g. free-range eggs, Toyota$)riid not a majority (e.g. major consum-
ers boycotts, such as Montgomery bus boycott, SBrelht Spar Boycott). Sustainability
and CR-related considerations do influence consurebavior, but our understanding is

limited of when, how and why. [6]

The Oxford Handbook for CSR describes one reseayolit companies’ approach towards

consumers’ behaviors and decision making in pderagpon the following [6]:

- Company action on the corporate responsibility &ssuhow much it is doing in sup-
port of, or conversely, how egregious its condsan the issue

- Company — use fit-salience relative to core adtsitof the company and reputation
(e.g. action on carbon emissions is an obviousrjtyidor energy companies but less

relevant to professional services firms)
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- Company communications of corporate social perforoea— quantity, quality, and
credibility of information provided, whether it&dorsed by third parties (e.g. media,
campaign groups, auditors of social reports) andognizing the potential for back-
lash against companies that overstate their pertoroe (i.e. greenwash)

- Consumer concern for the CR issue — do they knalxcare sufficiently about issue?

- Consumer perceived effectiveness — can they mdifiegence?

- Consumer sacrifice involved (higher price, lowenrlify, greater inconvenience, etc.)

- Consumer scope for self-enhancement — does theaktdansumption behavior make
consumers feel better about themselves? (e.gowvispicuous consumption, etc)

- Consumer recourse to counter-arguments (e.g. piissibf free-riding on ethical
consumerism of others, sense of being too smailbake a difference).

All these reasons and elements have to be carefididered and we can’t forget to give

the same importance for instance to reputatiomdieage, willingness to pay a price

premium, word-of-mouth, loyalty, or resilience. [6]

3.9 CSR and Sales

In today’'s world it is significant to create triisbm stakeholders as it can be another way
of the ultimate competitive advantagistead of just talking about products, the roke i
now to communicate a message in which a compangy \&lde, provides perspective, and
provides products and services that meet not dmyftinctional needs of customers but
also appeal to their wider aspirations as indivitkjacitizens or more fundamentally, as
human beings. CSR can facilitate a genuine valukeddnd beneficial process for buyer,

seller and ultimately society alike.”[32]

CSR become not just way to increase profitability &lso a tool for persuasively demon-
strating values to the customers how the buyeeisedlationship can be constantly im-
proved. Some companies developed programs whichsianddl percentage to their prod-
ucts’ or services’ price which support concrete G8Ratives such as climate change,

children’s conditions etc. [32]
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4 MANAGING FOR SOCIAL RESPONSIBILITY

Many companies are making significant improveméamtfieir economical, environmental

and social management practices. Business is bagomore responsible what can be
caused for instance by changes in consumer behdwiqoressure from stakeholders and
employees, or by progressive leadership who is ateain This change is mainly driven

by leadership or top management of the companggsithvhy we need practices such as
credos, organizational alignment, education of ngpfuture leaders, audits and accounting
practices, reporting, etc. which can contributenemage more effective environmental and

social responsibility. [22] Let’s look at key ara@kich help to manage CSR well.

4.1 Stakeholders Dialogue

It is increasing trend that corporations are magigao become more socially responsible
which is also driven by the most important stakdbd who expect from them to under-
stand and address the economical, social and coitymssues that are relevant to them.
We can mention key external stakeholders such stemmers, consumers, investors, media
and academic. It is really important to identifyiopitize, and engage with stakeholders in

an ongoing stakeholders’ dialogue. [2]

4.2 Corporate Governance

Governance is a term that we hear recently anno@Vikipedia corporate governance is de-
scribed like following [2]:“For corporations, when confronted with a hostilake-over
bid, an ecological disaster, or the untimely deaththe president, the governance role of
the Board of Directors becomes a real and meaningfe. When all is going well, too
little seems to be done about crisis prevention iafldencing the overall direction of the

corporation.”

Decision making based on values is one of the el&nwithin corporate governance

which support sustainability of organizations. Amat elements we can mention are stan-
dards, clear directions and set goals, managiongatlbn of human and financial resources
or balancing the interests of stakeholders. Alséhthings have to be aligned among each
other and it is really important to keep goo relas among top management, key stake-

holders and Board of Directors. [2]
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Corporate governance is the starting point foripgtCSR areas into practice. There is a
need in many corporations for a new debate on catp@overnance to address particular

issued such as [2]:

- What are the responsibilities of the firm to vasatakeholders?

- Can competitive advantages be gained by builditegicaships with stakeholders?

- What standards of performance and behavior are eepeof the organization?

- What incentives are needed to encourage more $geimavironmentally results?

- What information and measurements are needed tgos¢$ and to evaluate corporate
social and environmental performance?

The outcome of this debate can help to define whekxpected of management and imple-

ment tangible things within organization.

4.3 Employee engagement

Employee engagement is a concept that is genariallyed as managing open effort, that
Is, when employees have choices, they will actwag aligned with organization’s inter-

est. An engaged employee is a person who is flollglved in, and passionate or enthusias-
tic about, his or her work. Employee engagementisbe measured by items which have

been linked to key business outcomes. They are [13]

"I know the outcomes for which | am accountable.”

“My manager really knows me.”

“My talents and abilities are fully utilized.”

“My successes are recognized by my manager andr&ens”

“My manager does a good job of coaching me to baildny strengths.”
“Of all the managers I've had, my current managethe best.”

“Every day, | see clearly the value that | bringthee organization.”

“I am a member of one of the strongest teams witienorganization.”

© ® N o o bk w0 DN PRE

“In the past year, | have grown professionally ménran any other year.”
10.“l have abundant confidence in our leader’s deamsand direction.”

11."Overall, I am extremely satisfied with my orgartiva as a place to work.”
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4.4 Reputation

Generally the reputation for the company reallyterat A strong interrelation was found
between a company’s overall reputation and theghiliby that consumers will purchase,
recommend or invest in a company or its productssamnvices. [22] The next figure shows

us the areas influencing corporate reputation.
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Figure 8. Corporate Reputation [30]

In my research in the practical part | focused ost@mers’ point of view, mainly what is

important for customers while they are purchasimgj @ne of the element was reputation.

For the reputation credos are very important. Tdefyne the core values and a purpose of
organization’s existence. It keeps companies fatasel supports companies that are well

known and successful in the long term.

Whether in the form of a mission statement, codeonfduct, or credo, the uniqueness is
special for each organization. The commitment opleyees, alignment with organization-
al processes and reflecting daily behavior or decimaking are really important elements

connected with credos. Usually companies discusghttheir stakeholders. [22]
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4.4.1 Organizational Alignment

Looking at particular organizations, those thatehpvospered and have been continuously
growing have shown more than a clear sense of parpad core values. They have also
translated these values into action and ensuredteg are reflected consistently through-
out the organization in everyday actions and ehargt the company does. [22] They

achieve this alignment through [22]:

- Their goals, strategies, tactics, and systems
- The way they organize (structures, building, offegouts), HR policies and practices

- Their day-to-day decisions

4.5 Partnerships

It is more difficult to make an effort alone. Faaving even bigger impact organizations
can establish partnerships. To have partners tireacy, capacity, knowledge, etc. It is
important to have good relationships with you parsnto leverage on partnership from all

sides.

4.6 Norms

There are three main ISO norms which are connewtbdCSR and those are:

1. 1SO 9001- focus on having right procedures to ensure th&es processes are set,
making sure that processes in the company aretigfe&eeping track on particular
processes done by individuals and also ensurirtgisable future improvements.

2. 1SO 14001- helps to manage environmental performance amdsktakeholders that
companies are committed towards environment angtyoaround. It helps to control
environmental impact of different activities, guideganizations in setting their objec-
tives and goals and improve their performance.

3. ISO 26000- is focused on CSR definitions and key issuesdiganizations should
address, providing best case practices so compearegmplement it into their busi-
ness, guidance and principles how to implement @SRe effective way. ISO 26000
should be published by the year 2010.
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4.7 Reporting

Below we can see some of the benefits of CSR Riegd26]:

- Clear CSR Reports help different groups of stakadrsl for instance investors need
information on CSR performance.

- CSR Reports must show value added year by yeampsvements and should high-
light new areas of CSR performance.

- CSR Reports help internal strategy too mainly seasing, monitoring and reporting, it
helps with developing the strategy or case studms one department can be applied in
others.

4.7.1 Audits and Accounting Practices

Some organizations from the corporate sector arelied in environmental and social

accounting and this number is growing. Several NG@d other organizations such as

AccountAbility and the Global Reporting Initiatiwtarted with development of standards,

terminology, and accreditation procedures for doamal ethical accounting and auditing.

These initiatives are developed in sophisticatey twecover all demands from stakehold-

ers, what is for them important and then creatéiquéar activities based on their interest

and to achieve specific objectives and have thdaiprinciple as financial reports. [22]

4.8 Community Investment

It is not just donating money or charity, it is raasbout engaging with the community
around us. Another problem was that organizatiamsatt money to NGOs and there is
low transparency in financial operations wherertt@ney was used. It is important to hold
NGOs accountable and keep track of it and can e ddso through being involved in

their activities. Also using other forms of suppsutch as in-kind support, time, resources,

assets, charities, sponsorships or help with cgplilding etc. [22]

Another issue is education. It is really importémtstart educating students about social
responsibility from real beginning — either fromgHi School or University age, as these
students are future. There is a need to build lessirethics, environment, and social re-
sponsibility into educational programs for businsgglents and managers. These students
are future employees, managers or business leadeatss essential that they have know-

ledge about CSR. Topics should cover globalizati@mw economics, ecology and sustain-
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able development, sustainable corporate managefmeamiznity and enterprise, corporate

citizenship, etc. [22]

4.9 Ethical Sourcing

The range of ethical sourcing now focuses on tiization of all resources in the supply
chain, not just the classically accepted problertin whnproving of labor conditions. Envi-
ronmental sourcing concerns will become even moportant in the future. It is estimated
that ethical sourcing can increase production dogtsetween 5% -10%. If consumers are
able and willing to pay extra money for that théere is no problem for companies and
retailers but once it is a problem then companigishave to find better relationship and

negotiating with their suppliers. [22]
CONCLUSIONS

Corporate Social Responsbility is a concept where companies integrate social and
environmental practices in their business and interact with their stakeholders on a voluntary
basis to achieve business sncces and have positive impact. ‘
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There are 3 main piliers: Economic, Social and Envirommental.
Addressing triple bottoin line: People, Planet and Profit. ‘
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Al interested groups are called Stakeholders such ag owners, investors, custormers, partners,
governental institutions, non-govermental organizations. public, media, etc. ‘

CSR should be diiven by leadership of organizations and mtegrated immto whole business, areas
such ag ethics and values, management, strategic planning, human resonrces, marketing, etc. ‘

If companies wants to implement CSR practices they can start with activities such as
stakeliolders dialogue, corporate governance, transparent reporting, commumiry ivolvement,
employvees engagement, ethical sonrcing, etc. ‘
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There are lots of benefits which can crganization gain through CSR. Keep the mindset of
innovations, creativity, impact. global and “"We do Business, we do CSR"

Figure 9. Theoretical conclusions
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5 CSR CURRENT STATE

5.1 CSR and Financial Crisis

Today, there are probably even more reasons tadmmnSSR issues. Stakeholders and the

whole society can look at sustainability issuesnfrdifferent perspectives. Business can

take this as an opportunity to think more abouirtagitude towards sustainability as well

as to take it as advantage. On the other side #reri®t of other crisis, problems and issues

in the world we shouldn’t forget and make contribat Issues within economical, social

and environmental areas such as corruption, tra@spg poverty, health, education, pollu-

tion, climate change, micro-finance, and so marheothings influencing all countries

around the world. So the whole world, country bymoy, has particular problem and it is

even doubled and influenced by financial crisiserghis no better time to call it “We need

Action, NOW” and it is up to every single citizeeach corporation, each organization,

each government etc. to take this responsibilityrmake step towards making things better

and sustainable. Corporations should start to thirlkng term and in even more sustaina-

ble way to ensure growth within their organizatioBasiness leaders should consider how

to make their operations more efficient and suatamfor the future.

Another key thing is that every single citizen Wk aware about own financial income

mainly what is their current situation, what thegnto achieve and how to make it sus-

tainable to ensure their good financial situatiamin retirement. Financial institution

should take care about increasing awareness dafmarBnancial management.

Business should start to focus on increasing stakeholders value, and focus on particu-

lar stakeholders groups such as investors, em@pgeenmunities, customers, etc.

Companies can say they don’t have money for CSRusecof crisis, but what about:

- Just to think in more creative way how they canticbuate

- How much are they involving employees to differigntiatives?

- How often do they have dialogue with stakeholdersame up with common solutions?

- How do they address particular sustainability isslikee climate change, different dis-
eases, human rights, education etc. within themrpaagns, marketing, etc.?

- What is the key thing they increase loyalty of tlreistomers and investors?

- Implement new technologies, making processes mffigeat, involve communities

into this thinking
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- What is the essential motivation of employees teven more productive?

- Can they use any seasonal approach to promotewartithing which can contribute
e.g. to decrease impact of some issue?

- Organize online event, something like World EarttuHto be role model organization

- Building stronger partnerships with diverse orgahans (non-profit, governmental,
corporations, etc.) as it can have even bigger atnwhen there is more parties involved

- Having strong culture within organization driveorir top management, from leadership
bodies

It is not JUST about money, donations and cha@ityce | heardWhen there is no good

business, there is no CSRahd“When CSR is not connected with business, thereis

reason to do CSR.Because of course, we don't do charity, we do CARI even | read

somewhere that if you change Social to Sustainaitan have even bigger sense — Corpo-

rate Sustainable Responsibility, as it is not aisiut social issues.

CSR won'’t be forgotten because of financial crlzig there is finally an opportunity for

CSR that organizations will start to think deephpoat it, will start to search for creative

ways and in couple of years CSR will be somethireg everyone do, like brushing your

teeth in the morning, something completely naturatause WE CARE.

5.2 Moving forward

* Think different : transparency, corruption, employees involvemealtinteering, in-
novations, increasing awareness, being role moedalking on gaining trust through
transparency and proper communication, “We thinginess, we think CSR”

* It is natural: make current initiatives more sustainable, cohtieem with core busi-
ness, have often stakeholders dialogues,

«  We know HOW: there is simple platform and standards for im@eting programs
which can help organization to make it even eaalegned with business and knowing
concrete goals.

e Itis not just giving money. even the budget is cut, there are other waysnarethat
can we do within CSR.

* We have a partner there are so many organizations, which can wagkther on one

program and ensure even bigger impact.
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* Measure impact and Evaluate what was the impact of what did we do, how has it
helped to us to increase e.g. employer brandingtoouwer loyalty, etc., are these pro-
grams sustainable.

* Go Global — the companies start to think more globally, ngit jinfluencing their
community but on the other side they will act glibband have impact on the society

even bigger.

5.3 Surveys' findings

In the next chapter | will describe current sitaatat different markets based on the sur-

veys done by different organizations.

5.3.1 CSR Europe

The organization CSR Europe made a research anadfaine outcomes was that out of
100 organizations’ responses, 68% didn’t have asyscfrom activities in CSR area. Ac-
cording to the research made by Institute of Bussirtethics in the year 2003, had socially
responsible companies about 18% higher revenueth&ndact is that 70% of West-
European consumers are considering company reputatihose products and services
they buy, as really important. 1 out of 5 consunageswilling to pay higher price for prod-
ucts and services of the companies which are begaadcially responsible. [12]

From the research mentioned at the beginning, #rereompanies which start to think that
CSR is not just about money but about their couatiim to the society. In my research be-
low, I tried to see how much CSR is influencingtousers and also future employees, as
both of these groups are stakeholders of parti@adarpany and adding value to their reve-

nue. Another point is that EU supports sociallymsible behaving.

5.3.2 Priorities for CSR — example from Hong Kong

Based on my 1 year experience in P.R. China, limtasested about what organizations in
Asia think. This research was done by the CSR As@operation with the Centre of Ur-
ban Planning and Environmental Management at thigesity of Hong Kong. The goal
was to find out what Hong Kong companies and thikeholders thought were the most
important factors for them to be socially respolesif23]

The questionnaires were sent out different groupmisiness and different stakeholders

which were divided together into the 7 groups (goweent, environmental NGOs, inves-
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tors, social NGOs, the university sector, medial athers). The figure below is break
down of groups which completed questionnaire. [PB¢re were together 491 completed

guestionnaires.

University
sector, 34

Investors, 34 Media, 32
Government, 36
Others, 24

Environmental

Businesses, 182 NGOs, 56

Social NGOs, 93

Figure 10. Summary of respondents [23]

The top five factors identified by businesses dmgoat the same as the top five factors in
the overall ranking (look at the Table 2). That msethere can be an common understand-
ing what is important and what do socially respblesreally mean for all the groups, how-
ever there are slightly small differences when a@klat concrete groups individually but

not such an obvious differences. [23]

Table 2. The comparison of Business and Non-BusiS¢askeholders [23]

Business Non-business stakeholders
1 Health and safety 1 Environment
2 Environment 2 Health and Safety
3 Governance 3 Corruption
4 Human Resource Management 4 Governance
5 Corruption 5 Human Resource Management
6 Supply chains 6 Supply Chains
7 Stakeholder dialogue 7 Stakeholders dialogue
8 Product responsibility 8 Policies
9 Policies 9 Reporting
10 Reporting 10 Partnerships
11 Community 11 Product Responsibility
12 Partnerships 12 Human rights
13 | Human rights 13 | Standards
14 | Standards 14 | Community
15 Philanthropy 15 Philanthropy
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It could be interesting to see the similar surveyzech Republic (CR) for corporate and
non-corporate sector, compare the differences vghéite most important for each group
and see the impact on CR society. | tried to sefanckimilar resources in CR but | haven't
found any so it can be another useful survey to éiat this importance and then cooperate

together to achieve the best outcomes.

5.3.3 Green Logistics Survey

There was survey done by Transport Intelligencethag approached 450 logistics in Sep-

tember 2008. Companies were mostly manufacturetgetailers from around the world.

Here | would like to describe briefly key findings.

Key findings:

Shippers are forced to cut the carbon emissiongshwik the pressure from their suppliers

but they are not willing to pay more for a cleaaed better supply chain. [4]

* While 73% of respondents made "environmental diamge" part of their tender docu-

ments, less than half them (46%) "consequently ragdtevision for extra costs".

* Logistics companies see the environmental meashey are forced to adopt as another

cost burden pushed on to them by their clients.

» Green-thinking shippers seem likely to continmgtish for environmental compliance

clauses in awarding logistics contracts, with 70¥sorvey respondents citing it as either

"reasonably important” or "very important"”.

* Nearly 70% of respondents claimed to have a aafeo"formal environmental policy”,

which included reviewing transport modes with tle@lgof cutting their supply chain car-

bon footprint.

* 75% of respondents thought the environment apdmant" or "very important" driver

for change. However, only 10% agreed with the state "we must reduce our impact on

the environment at all costs, even if my compaigss competitive.”

Based on the research | would say couple of commriasrom my point of view:

- There is chance to have programs where you additcer to the prize of the prod-
uct/service to support decreasingLO

- Need of increasing awareness of long-term benfedits programs supporting GO

- Providing another benefits to long term clients vane using green products/services,
either from companies or government.

- Ensure proper contracts based on the same valtigg wupply chain.
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On the other side | don't really agree with theestaent of chance to decrease competitive-
ness. If companies do so, they would have a smd#erand and profits, then the em-
ployees would be pushed even more to increaseahdtevery employee in the company
would be thinking about achieving set goals, thél lvave “in the box” thinking and not

looking for another solutions and opportunitiesuz.

5.3.4 Climate Change Strategy survey

60% of the leaders across the world believe clinshgnge is an important issue currently
happening in our world. This survey was done by MekKy company, published in March

2008, was based on responses from 2,192 execuaivesd the world, and of which one

quarter were CEOs or other top managers. Again #sei previous chapter | would like to

mention here some key findings. [4]

Key findings [4]:

» 70% see it as important for managing corporatputation and brands, while over 50%

say it is important to account for climate changgroduct development, investment plan-
ning, and purchasing and supply management.

« 1/3 of respondents view climate change as reptasgan equal balance of opportunities

and risks. 61% of respondents view the issues etedowith climate change as having a

positive effect on profits if managed well. Resgorsl in Europe are the most optimistic,

while those from developed Asian countries least so

* Few executives have taken action to tackle cknchinge. More than 60% of companies
where respondents consider managing environmessales to be at least somewhat im-
portant have failed to define emission targets@GbtGs, and 15% don't know if their com-

panies have set targets.

* More than 80% of business leaders expect sonme ébrclimate change regulation to be

introduced in their company's home country withe fyears.

It is important to make sure to know as CEO/manageat are the steps my company is
doing towards this, what are the other solutionscare do and when can we implement
them. Organizations should not focus only on clemettange but as well on other issues
within society which they can influence. | complgtagree that there are lot of processes
in the company which can be managed more effigigtitanks to that the bad environmen-

tal impact can be decreased and it can safe cbte oompanies as well.
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6 BUSINESS CASE STUDIES

One goal of my diploma thesis is to make a resealdut companies’ CSR programs.
This research is divided into two parts — what kafidCSR programs do have companies
globally and what do they do in CR.

Globally I focused mostly on transportation andidtigs companies that are more relevant
during this research. In CR | chose companies fdiifierent business fields to see also
their case studies and also can be consider aslerewithin the CSR area.

There is an introduction of CSR mission for eacimpany, followed by concrete examples
of their CSR activities and last part is a briefsoary ,,Being a Role Model®, which | con-

sider as an overview of what can we really leaomfleach company.

6.1 Situation Globally

Company name FedEx

"Newsroom ¥ | Corporate Responsibility ¥ | AboutFedEx v J| Ship

Location Europe

Corporate
Responsibility

FedEx cares

{ Atlanta Miami
Boston New York City
Newark

Transportation

Business Field

and logistics

Fed-x

Logo Express

FedEx is committed to its employees and the conti@sinti serves. Behind corporate phi-

AtFedEx, we recognize that our impact is greater than the services we provide. We are commitied to being a great
place o work, a thoughtul steward of the environment and a caring ciizen in the communities where we live and
work. We are passionate about sustainably connecting peaple and places and improving the quality of life around the
world

Gitizenship Blog Posts

lanthropy and employee volunteerism, FedEx hasldeed strategic relationships with
charitable organizations that share its values. Erdnission is to actively support and
provide a valuable benefit to the communitiesiiveg, and to strengthen its global reputa-
tion through strategic allocation of its peoplesoairces and networkl4]

Core CSR areas

Emergency and Disaster Team

They have cooperation with different agencies fowi®n crisis management and help
during disasters. It ensure that teams reach pe®pjefast and efficiently to provide them

with proper aid and help.
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Pedestrian and Child Safety
FedEx has another partnership with the Safe Kids&ation. This partnership is focusing

on help with promotion of child and pedestrian safand also supports other organiza-
tions that work on these issues to increase tletysaf children and at streets.

Education

FedEx Brake Road Safety Academy is another progvliere company cooperates with
educational organizations to increase knowledggoohg people in the following areas:
environment, technology, global economics, cultaligersity and trade to enhance learn-
ing.

Health and Human Services

Through its relationships with Foundation de Frai@i@ld Relief and You, India, and SOS

Kinderdorf in Germany, FedEx provides support fealth and human service needs.

Environment

FedEx consider itself as very responsible towamisrenment. They are integrating differ-

ent practices into the business which reduce eomssas modernizing the aircrafts or buy-

ing vehicles with alternative fuels. To ensureth##se things are implemented and influ-

ence reducing of CQFedEx has taken these actions for instance:

« Participation in the development of sound environtakepolicy within the transportation
and business sectors, usage of innovations anddkgies to minimize emissions

« Efficient usage of natural resources to minimizest@ageneration through efforts that
include recycling, innovation and prevention oflptbn

« Evaluation of environmental impacts of packagingduoicts, operations and facilities,
with a commitment to minimize impacts and restaxpprties affected by our operations

Being a Role Model

FedEx has verypractical web pageswhere each section is connected witteresting
videosshowing the real situation in action. It is img@ort for them to havstrategic rela-
tionships with organizations that share its values. ThephaweDisaster Teamshowever |
haven't found any concrete activities for FedEXCR, as there is lot of floods and other
similar disasters. Thprogram supporting global economics and tradegnvironment,
cultural diversity and technology to enhance learning are one of the important tojaics
be educated. There is another initiative to menéod it is FedEXSpecial Delivery sup-

ports local organizations by donating transportagervices and manpower to help them
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fulfill their missions.Sports support as FedEx cup, children in hospital andts@awards.

Companies UPS, TNT, DPD and DELL are analyzedematitachments Nr. 2, 3, 4, 5.

6.2 Situation in the Czech Republic

In the year 2008 Business Leaders forum (BLF) cotetlisurvey about CSR among 225

Czech companies. Here | would like to show soma@iresearch main results. [25]

- Awareness of CSR has been found among 47% of itigacdes. The larger the compa-
ny the higher the probability that the company easountered CSR.

- If the company is to be prosperous in the longitunust behave responsibly and ethi-
cally to the employees, to the environment andhéocommunity in which it works. Al-
most 80% of the companies agreed completely, 198&ragreed.

- Most frequently companies support education (6696 eultural and sporting activi-
ties, the companies cooperate with not-for-profgamizations, and focus also on the
integration of disabled citizens.

- Forms of supports are mainly philanthropy (63%9essoring (47%), cooperation with
other institutions in social projects (33%), and@lcooperation with employees within
the company (24%). Motivation towards CSR and lisnefthey mainly mentioned eth-
ical and moral reasons (74%), better satisfactidrntleir own employees (64%), also
better relations with their business partners orastors (40%), and tradition (32%).

- Reasons limiting their CSR — the most frequentaeasgere bureaucracy, limited time
and high costs. Plans for near future (3 years)0%?7/planned to maintain the current
level of their activities. 26% of companies plant@thcrease the work.

As we can see there are companies which want tincenin their sustainability programs.

Even though there is a crisis which | mentionediefthat doesn’t mean that companies

stop to be responsible towards their society. Tdoeyd see how much it influences a satis-

faction of their employees and customers, or aetigesatisfaction of all stakeholders. It is
important for them that their employee will saydin proud to work in this company”
which mean the loyalty and bigger contribution todacompany’s growth.

BLF published also on their web pages online CSiBegut helps companies in implemen-

tation CSR strategy. It is break down into the tBps and 3 areas — Economic, Social and

Environmental. Inside this guide companies can &tsdb questionnaires which help them

in self-assessment of the reality within their camy [25]
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Following research of the situation in CR has timeilar flow as | did in the global part
research. Here | didn’t really focus just on thengsiportation and logistical companies be-
cause | didn't really find much about their CSR. IStecided to select companies from
different business fields and see what kind of ictplaey have on CR society and what can
we learn from them. | chose Skoda Auto and Vodafame& Microsoft are in the attach-
ments Nr. 6 and 7. As student of Tomas Bata Unityetsalso looked what Mr. Tomas
Bata was doing around CSR as he is consideredoaggy within CSR area (attachment
Nr. 4).

Company name Skoda Auto

Model | Worldwide | T

[
Location Czech Republic

Company life | Company perspective | Management | For investors | Info service | Skoda conta

Business field Automotive Environment

Skoda Auto is i g
on the environment. One of the priorit
al an

Logo

CSR mission

Social responsibility is an important part of thergorate culture and strategy. With re-
gard for the position in the Czech Republic econamy numerous international ventures,
they at Skoda Auto are aware of their responsybilitward the general public and their
employees. At the same time, they consider redpensehavior toward the public and
their employees to be an integral part of theirpmmmate strategy.

One of the priorities is to maintain a balance betw economic, environmental and social
aspects; such balance is a fundamental conditiosdstainable developmeiji24]

Economic impact

Skoda Auto has implemented particular rules andcadvior running a business which are
written down in Code of Corporate Governance. iased on the OECD Principles, so the
company strive for the open relationship with teenmunity around, have transparent in-
ternal processes, have positive impact on the emvient around and good relationships
with the key stakeholders

People impact

Company focuses on the health and safety of itdames and pay to this strong attention.
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Another element is to focus on their professiomal personal development and growth, to
ensure proper qualifications and other necessaggséor the job. Skoda Auto has also
initiatives towards the equal opportunities atwmekplace and work force ethnic composi-
tion. They do care as well about disabled peomeud on handicapped people) and make
sure they can find a permanent and temporary ema&ay

A really special for Skoda Auto is that they havepacial university. The university is fo-
cused mostly on economy, commerce and marketingleBts have opportunity to get to
know more in practical way about Skoda Auto’s pes&s, work and partners, during their
studies through special internships.

Another initiative supporting a development of @sployees is Skoda Auto Coaching
which one part is focus on personal growth and ldgveent of individuals provided
through Assessment Centers and individual meetings.

Environmental impact

Skoda Auto is implementing long-term programs tordase the impact of its activities on
the society and environment. One of the prioriise® keep a balance between economic,
environmental and social areas; such balance sse lelement for sustainable develop-
ment.

Technical development, environmental friendly cavdoction, service and ecology, for
instance recyclability of Skoda cars is ensured|agical engines, waste and water man-
agement, protection of the soil and undergrounctryatc.

Partnerships

Sports — Ice-hockey, Tour de France, Czech Olyrgam

Culture — International Festival for children araith in Zlin, National Theatre
Charity — Center Paraple (Health Clown), Adra, FeapNeed

Being a Role Model

The openness and transparency are the essentiatsta@ery important is to take care
about employees within their professional and pekdevelopment and they even have
their own unique university — very good example. They are manufactugngironmen-

tal friendly cars which can be supply for e.g. transportation argiskics companies if
they would make a big long term partnership togethbey havdong term partnerships
with different organizations divided into diverseeas such as sport, culture, health, etc.

The Coaching initiative is also very interesting attitude and concept.
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7 DHL GLOBALLY

Number one in express and logistics

DHL is the global leader in providing services it international express and logistics
industry, focusing on express, land-carriage, ra@iight, ocean freight and providing logis-
tical services supported by supply chain management

They offer expertise in each of these areas eitheocal, national or international level.
They try to understand local markets in-depth affier sight and relevant logistical solu-
tions. Its international network connects more tB2a@ countries and territories worldwide.
DHL is also very important global employer with 890,000 employees who strive for
providing excellent, fast and quality service foeit customers. They care about their cus-
tomer’s expectations and trying to fulfill themlzest as they can.

DHL is a Deutsche Post DHL brand. The group geedratvenues of more than 63 bn. €
in 2007.

Most of the descriptions of DHL Global are fromithe@eb pages stated as used resource

number [4].

7.1 History

From humble beginnings to global market leader

DHL was founded in San Francisco 40 years ago lwydgling entrepreneurs - Adrian Dal-
sey, Larry Hillolom and Robert Lynn and from themé DHL is rapidly growing. Today
DHL is global leader in the international expresd &gistics industry.

Even with the number of employees’ growth - froner8ployees in 1969 to 300,000 em-
ployees in 2008, the approach, drive and deteriomdtasn’t changed. DHL success has
been always based on the excellent service delfeenys customers. DHL is moving for-
ward and became a brand which is recognized fopatsonal commitment, proactive
attitude and local strength Never complacent, DHL has become a brand acledyed
for personal commitment proactive solutionsandlocal strength. The hearth of its suc-
cess is the employee power. The employees who focusustomer’s needs and provide
the individual solutions which are customized feery single customer. At the heart of its
success are its employees who focus on the custonesds and provide individually cus-

tomized solutions.
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7.2 Divisions

7.2.1 Express

DHL EXPRESS is provider of international road-,-and rail-based courier and express
services for private customers and business. DHlercbuge network of countries and
territories in Europe, the Americas, Asia-Pacificl&merging Markets.

There are 3 main product lines Same Day, Time Defand Day Definite, through which

DHL offers diverse product portfolio and transptida time requirements to its customers.

7.2.2 Global Forwarding, Freight

It is divided into international air freight, ocefreight and European overland transporta-
tion services.

DHL transports products/goods and deliver to agrestination, in particular time for
particular price. Also DHL offers concrete solutsofor big logistics projects which are
customized for every single one and provide theth wuality services. Freight is one of

the largest freight forwarders in the European lawel transportation business.

7.2.3 Supply Chain, Corporate Information Solutions

This is divided into a) contract logistics servigesl b) Corporate Information Solutions.
The Supply Chain provides warehouse transportaimhwarehousing services as well as
practical solutions in supply chain managemenkéy customers from sectors of industry,
e.g. automotive, life sciences, technology, fastamg consumer goods, retailers and fa-
shion sectors.

The Corporate Information Solutions unit is the exxgfor document-based outsourcing
solutions gathers, digitalizes, prints, storestss@ddresses, envelops, dispatches and arc-

hives documents of all types.

7.2.4 Mall

On an international level, this provides mail andheunication services with connections
to more than 200 countries around the world. DHLilMters also integrated solutions for

corporate communications and business.
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7.3 Sustainability at DHL

Sustainability for DHL means the demonstrationh& tesponsibility for people, the planet
and for future generations. It is integrated intbusiness strategy as a key part and base-

ment for the long-term success.

Table 3. Sustainability at DHL Globally

»GoGreen »Green Products
Global program to deal with the cause[Engaging customers to protect the climate

climate change.

»Social Responsibility » The World
Commitment to employees and the cpmiiatives which are led by employees.

munities around them.

»Economic Performance » The Partners
Supporting trade and economic devefdpeperating with partners to deliver hely

ment. the right time and where it is needed

7.4 Corporate Citizenship

Here we will find details about approach to Corpe@itizenship — where DHL focuses its
activities and how they believe DHL can contribaotest effectively by working with oth-

ers to help with their goal of the world betterqaa

7.4.1 People

7.4.1.1 Community Investments

The Community Investment focuses on capacity bugdof people in the communities,
help people to learn, be healthy and develop patlsorAlso DHL'’s staff behave and act

always locally and support local people or causes.

7.4.1.2 Internal Citizenship

DHL is very proud of its people - they have a pesitcan-do’ attitude, and many of their
stakeholders can see the energy and commitmene wlinly are working. DHL is also

proud of their diversity as well as they alwaysf@reo recruit locally.
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7.4.1.3 Human Rights

Because of diverse big network where DHL operatessd’t have a proper system for hu-
man rights; they are willing to take concrete awdidowards this issue. DHL has a partner-
ship with the UN Global Compact and, in based an Phinciple 1, they support and re-

spect international human rights within the compmephere of influence.

7.4.2 Partnerships

»1ogether we can give more to those who need it*

DHL believes that thanks to diverse partnershigy ttan achieve more and have bigger
impact than just working alone. Each organizatian bring their best competencies and
contribute to particular issue.

They participate in five World Economic Forum iatives, also cooperates with UN Glob-
al Compact as | mentioned above and globally withihternational Business Leaders Fo-
rum (IBLF).

»Global Corporate Citizenship Initiative - aims to increase businesses' engagement in
and support for corporate citizenship

»Logistics and Transportation Corporate Citizenship Initiative — defines common
priorities and find ways of sharing best practiées Corporate Citizenship within the
WEF's logistics and transportation community

»Global Digital Divide Initiative - builds partnerships between the public and private
sector to bridge the divide between those who cakeneffective use of information and
communication technology (ICT) to improve theirdss and those who are excluded
»Disaster Resource Network €ommitted to assisting humanitarian organizationtheir
efforts to reduce suffering associated with digaste

»Global Health Initiative - to help reduce TB, malaria and HIV/AIDS in the vabrl
»Global Compact Learning Forum - committed to their Nine Principles which relate to
the protection of human rights, labor standardstaedenvironment, sharing details of our
experience and learning with others

»IBLF case studies and meetings contributing case studies and attending meetingfs th

look at ways in which companies can support coestn post-conflict situations
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8 DHL EXPRESS, CZECH REPUBLIC

The DHL operates at Czech market since the yea6,188 the first company providing
express services in former Czechoslovakia. After tévolution it established its own
branch in Prague in 1991. Currently they have wiesvork of offices across CR.

In the spring 2003 DHL International merged with W2AS Company and started to have
big restructure within whole company. The goall@dttrestructure was to align all products
and services in the unified way, so that DHL couoiiiér the best and complex services to
its customers.

Currently DHL in CR is like an umbrella to 9 divsis such as DHL Express (CZ), DHL
Information Services (Europe), DHL Exel Supply GhddHL Solutions and DHL Global
Forwarding (CZ). DHL Express CZ has more than 1&@ployees and offers the broadest

portfolio of express forwarding and logistics seesd in CR.

8.1 CSR research Introduction

In the previous chapter | did research about CStiatives in different companies in CR
and globally. | described particular programs divities of these companies as | had to
prioritize for the research and pick just some.

In the next chapter | would like to introduce maleeply the CSR program in DHL Ex-
press CZ and describe almost all activities theyidlithe past year.

It was really interesting to get to know more abitne company, how things are working,
to see the environment where people work and #tgtude towards the company and so-

ciety around. | had really good impression aboublrltompany and its people.

8.2 Corporate Social Responsibility at DHL Express CZ

DHL Express CZ has been working for a couple ofy@&athe CSR area. Step by step they
develop programs and activities to have positivieaat on society around.

There are particular groups DHL is focusing on witGSR program:

a) Employees (health, discrimination, safety, gitoand development, human rights, etc.)
b) Customers (ensure satisfaction, good care,tgudlservices, communication, etc.)

c) Other stakeholders (to have fair and open oelatiip with other stakeholders groups)

To find out more about DHL Express CZ CSR prograputl together four areas | would

like to focus on during my research, to have baiteterstanding in particular structure.
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Based on these four areas, | created questionmiageide for my interview at DHL. Very

good help and guidance for this research was alsinBss Leaders Forum’s (BLF) guide
about CSR.

| decided to divide my research into these areaarkBt/Business, Local Community,
People and Environment. Each area consists of @vts.pFirst part is the questionnaire,
consists mostly from closed questions (yes/no)saubnd part is description of particular

initiatives.
8.2.1 Market/Business area

Firstly at the table below you can find brief oview:

Table 4. Market/Business Area analysis

Market/Business area

Do your customers know your company’s values anmtyples? Yes

Do you care about addressing provided feedback froun customers, Yes
partners or suppliers?

How many complains are you able to solve per month? 99 %

Do you provide clear information about your produahd services? Yes
Do you do any research about CSR among your stideis@ No
Have you done any innovations in your productsastyear? Yes
Do your stakeholders care about your CSR activities We don’t know
Do you have any CSR measurement/KPIs? Yes
Do you have set clear goals what do you want teeaehwithin CSR? Yes
Do you care about transparency of all your openatieithin company? Yes
Do you pay your invoices on time? Yes

Do you have ethical codex? Yes
Which ISO norms do you use? 9001,14001
Do you have any activities/events to support bissne CR? Yes
Has any organization used your logo to support &nent without DHL No
attendance?

Do you use any database for your Customer RekdtiprManagement® Yes
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8.2.1.1 Company’s values

As guiding principles for every day actions andisien making, DHL has seven corporate

values as the foundation of their company’s culture

Table 5. Corporate Values

7 Corporate Values

1. To deliver excellent quality 2To make our customers successfu
3. To foster openness 4To act according to clear priorities
5. To act in entrepreneurial way 6l o accept social responsibilities

7. To act with integrity, internally and externally

As we can see in the previous table, there areiitapibvalues which guide DHL to be re-
sponsible for their actions and towards their dgcidaving the quality service, fulfilling
customers’ needs, being honest and open, havefolass, drive innovations, be responsi-
ble for society around and stand for every actibese are the values which can make

company successful and have real impact around.

8.2.1.2 Code of Conduct

DHL’s Code of Conduct creates commitment for tle@mpany to act and behave legally,
responsibly, according to their values and priregplEvery employee should behave ac-

cording to that in daily life. Part of Ethical Codef DHL Express CZ as example:
Table 6. DHL's Ethical Codex

DHL'’s Ethical Codex

Ethical Commitment Standards of common cooperation

* Focusing on quality * Individual responsibility and involvement
» Customer satisfaction * Mutual respect and candidness

* Laws and ethical norms » Diversity and discrimination

» Transparency * Heath protection management

* Accounting standards and audit§ ¢« Company’s fortune

* Avoiding corruption * Internal information

8.2.1.3 1SO 9001

Company implemented ISO 9001 for quality managensgatem. This standard focuses

mostly on having right procedures to ensure tHatesl processes are set, making sure that
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processes in the company are effective, keepimf va particular processes done by indi-

viduals and also ensuring sustainable future imgmoants.

8.2.1.4 Support of small and mid-sized exporters

The company cooperates with organization CzechTratey are supporting small and

mid-sized companies within the area of export in ORce a year there is award ceremony
which is really prestigious and these companiesrategnized for their contribution to

Czech business. Thanks to this DHL and CzechTrbsdeirrcrease awareness in CR about
importance of exporters for Czech Economy. Anotren is Export research which is part
of the Export Award. The important exporters witldR answer particular question about
export and the final result of the research isrlate published to public so it can be as

source of information for the media, academics @uralic

8.2.1.5 Key Performance Indicators (KPIs)

There are not so many companies which have cleasunes for their CSR initiatives. Dur-
ing my research at DHL | asked if they do have g0éPIs or particular measures. Just to
mention few of them:

- Decrease 30% of G&@mission by the year 2020 (globally)

- Number of published articles in the internal newtsleDHL Life

- Using 40% of recycled paper

- To have 5 CNG vehicles (explained in the environnaeea below)

- Modernization of their partners‘ vehicles

- Etc.

8.2.1.6 Customer's servicing

DHL Express CZ cares about their customers andresda have the best customer care.
They are using internal Customers Relationship Mament system to make sure all in-
formation are kept and ensure sustainable reldtipngith every single customer.

As well they have opportunity for their customguartners and suppliers to provide with
the feedback, so the company employees can ady faat and flexible to make their
stakeholders satisfied. The most important thimghe transportation and logistics indus-

try are for instance complains solving, orders tigio phone calls, prices, web pages (ac-
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cessibility, efficiency to find things, enough infieation, etc.). DHL knows about all things
mentioned above and take care regularly aboutahture customers satisfaction.
8.2.2 Environmental area

Firstly at the table below you can find brief oview:

Table 7. Environmental Area analysis

Environmental area

Do you communicate to your employees to be resptmsiwards envi Yes
ronment?

Do you have concrete programs/products to suppdttaing CQ? Yes

Do you oftenhave employees volunteering events contributesnto- No
ronment?

Do you use any environmental friendly vehicles? Yes
Do you have concrete goal to decreaseZO 30% by 2020

Is your product supporting decreasing £d@manded already by cus- Yes

tomers?

How many customers bought in past year product@tipg decreasing Around 70
CO?

Do you have in CR all types of vehicles — carg;raits, and camions? Not aircrafts

Do you recycle and sort waste? Yes

Do you have particular environmental principles? sYelSO
14001

8.2.2.1 ISO 14001

Company implemented ISO 14001 which is an EnviramaleManagement System. It is a

voluntary tool which help companies manager theuirenmental performance and shows

its stakeholders that they are committed towardsr@mment and society around. It helps

to control environmental impact of different acti®s, guide organizations in setting their

objectives and goals and improve their performance.

For companies it has benefits like reducing costvaste management, savings of energy

and materials, improve organization’s image, etc.



TBU in Zlin, Faculty of Management and Economics 55

8.2.2.2 Environmental policy

DHL considers environmental issues seriously armbmmmitted towards helping and con-
tributing to society. Generally focus on environmbat in particular on climate change.
That is why DHL created its own environmental pgliorief summary is below:

1. Environmental protection is a part of the corposdtategy
Close cooperation with the customers and partners
Implementation of principles (UN Global Compact)
People are trained and motivated

Measurements — working towards efficiency

o ok~ WD

Cooperation with stakeholders — open dialogue apdrts

8.2.2.3 Waste Sorting and recycling

Around 25% of DHL'’s paper is recycled and they hgual to increase it to 40%. There is
just a problem that once the recycling paper isenexpensive, than there is lower motiva-
tion for all offices to use that one once they havde careful about all budget costs or
another are prejudices that recycled paper makeepsi and copy machines dirty. Regard-
ing waste sorting — at almost each office the/stem for sorting paper, plastics, mix and
hazardous waste. Also DHL supports electronic egais waste sorting (monitors, PCs,

printers, etc.) so this waste is taken separateiy the company.

8.2.2.4 GoGreen Program

Another support of C@emissions is through GoGreen Program. The goaDfdk is to
reduce by 30% COemissions by the year 2020 globally. GoGreen @anogss divided into
four parts: a) buildings, b) vehicles, c) aircraftsl d) products/services.

Add a) there is one new project as a global inigain CR and it measures the energetic
efficiency of particular building. Once there amsjtive results out of it, it can be imple-
mented through whole CZ.

Add b) DHL Express CZ just bought CNG vehicles axrase COemissions, it is ex-
plained in the chapter below.

Add c) this is mainly focus on modernization ofca#éfts but since DHL Express CZ
doesn’t take care particularly about aircrafts tiiemore global initiative.

Add d) it refers to GOGREEN described below.
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GOGREEN is how DHL involves its customers to suppeduction of CQ@ emissions. It
supports carbon-neutral and low-carbon productssandces. Customers who decided to
use this product will receive certificates wherdl e number of decreased emissions per
year. Customers can use this certificate as offtmaument in their e.g. Sustainability re-
port to highlight contribution towards reducing £00 have more ecological transporta-
tion customers pay 2% from their transportatiorcgriwhich is invests into the projects
focused on decreasing @@missions according to Kyoto Protocol. Currentigre are

more than 50 customers who are using GOGREEN in CR.

8.2.2.5 Alternative vehicles

Company owns 5 CNG Opel Combo vehicles. Just ligasoline engine burns a mixture
of gasoline and air, a natural gas engine runs mixture of gas and air. With natural gas,
however, the process is far more environmentaignétly. The advantages are more effi-
cient, cleaner and softer burning, resulting inugetgr and smoother engine. However,
there is couple of challenges to use these typeelttles. The infrastructure is not suffi-
ciently built in CR in terms of low number of refung stations. Also the vehicle has the
range just about 300km (plus 200km with normal tugl then the ecological effect is lost)
compare to normal vehicle’s 800km. And last is ploetfolio of these types of vehicles is
not so wide so there can be demand on differem dfpautomobiles. Even though for the

next year DHL Express CZ plans to buy new CNG Jekic

8.2.3 People area

Firstly at the table below you can find brief oview:

Table 8. Employee Area analysis

Employees area

Do you have any program to support employees’ agwveént and Yes

growth?

Do you have system for evaluation of monthly perfance of your emt Yes

ployees?

How do you support employees’ creativity? (1 exafpl Idea Manage-
ment

Do your employees know your corporate values amttiples? Yes
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Do you have education about corporate values amgiples for your Yes
employees?

How often do you publish DHL Life (Internal Newsiet)? 1 per month
Do you have health principles and safety instrunsgtio Yes

Do you support professional and personal balangewfemployees? Yes (trainings)
Do you involve your employees into decision maknngcess? Yes

How many employees are involved into the employaanteering pro- 5%
grams?

From my perspective DHL really cares about itspbeoThey know that these people are
so busy, exhausted and they have such a high esgeimts from their performance. That is
why they would like to support their satisfactiondifferent ways. There are lots of em-
ployees’ benefits like in other companies but Heseuld like to mention particular initia-

tives in DHL Express CZ.

8.2.3.1 Professional and Personal Balance

The company provides training for its employees howave a balance between their pro-
fessional and personal life. The training is fulljay and employees have for couple of

hour’s pleasant time together.

8.2.3.2 ldea Management

To support employees’ creativity and contributibeyt created initiative called “ldea Man-
agement” where all employees are encouraged to cpnvéth their own ideas and once it
is realistic idea, then it can be realized or reledr In the past year there receive 82 ideas

from 43 people which was the most successful year.

8.2.3.3 Home Working

There is a new program implemented in the past edrit is chance to work from home.
It depends on job role and descriptions but sompl@rees have opportunity to do their

job from home for 1 day in week.
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8.2.3.4 Investors in People

As DHL really cares about its employees’ developinthey have developed a program as
an individual approach towards employees’ careewtir. There are particular areas this
program is focused on for instance hard skillst skills, language education, etc. As well
they have a special Talent developments prograkesailLeadership Academy or Devel-
opment Centers. This whole employees’ developmeagrpm is according to system

called Investors in People.

8.2.3.5 Support of Blood Donations

There is also a support once employees go to d@anbteod. They appreciate this effort
from their employees so they are rewarding it iffiedent ways. One is also financial re-

ward which can be later on used by employee forescnarity events.

8.2.3.6 DHL Life

The communication department takes care aboutnaterewsletter for their employees
quarterly. The newsletter consists of diverse mf@tion such as new campaigns, updates,
events, rewards, etc. At the end of last year thestetter was changed into the recycled

paper version which is another way how to conteliotenvironment.

8.2.3.7 Employee volunteering

Another thing is the opportunity for employees twwblunteering activities, but | would
like to describe this in next chapter Community.

8.2.4 Community area

Firstly at the table below you can find brief oview:

Table 9. Local Community Area analysis

Local Community area

Do you have long term cooperation with BLF and GlediChildren? Yes
Do you have concrete activities to support comnest Yes
Do you provide any in-kind resources for other orgations? Yes
Do you have programs for employee volunteeringoimmmunities? Yes
Do you support activities just financially? No
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Do you patrticipate at e.g. sports activities fatdren? Yes
Do you organize stakeholders’ dialogue with divegseups of staker No
holders regularly?

Do you support development of university students? Yes
Do you do research among employees to get to knbat ¥he volun- No
teering activities are, they are interested in?

Have you organized any campaigns against somelgssoe? No

| would like to describe the partnerships whichlDEkpress CZ has with different organ-
izations within this area as well. Also | woulddiko mention events like “Plant the Tree”
and similar ones where company’s employees paatieth As these events are mostly dur-
ing the weekends, which means during their free tithere is a great opportunity that em-

ployees can attend these events with their families

8.2.4.1 Chance 4 Children

This organization is helping children in their deyment. For DHL Express CZ it is a
good challenge to connect their core work with mgjgo children. Anyway they have built
partnership with this foundation and support theith wifferent initiatives. This support is
for them very important and it is also another i@yemployee volunteering. For instance
they organized bowling match where they had a ahémtalk to children, encourage them,

give them good motivation and share their expegenc

8.2.4.2 The Czech Environmental Partnership Foundation (CEp

CEPF is the leading foundation in CR supports sueitde development through allocating
grants and organizing different projects. DHL Exgsr€Z in cooperation with CEPF sup-
ported creation of cycle route in two regions in.@Rother project was focused on safety
routes to Na Strani Elementary School in Decin whi&s pupils can go to school more

safety now.

8.2.4.3 Culture

Company supports Karlove Vary International Filnstheal as official shipping partner.
Also they are the official shipping partner of imtational Film Festival for children and

youth in Zlin.
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8.2.4.4 University relations

Some employees had presentations at three uniesrgitCR presenting case studies from
their business, sharing the environmental initegior marketing knowledge. Also compa-

ny participates at Managers Shadowing initiative oy BLF.

8.2.4.5 Business Leaders Forum Partnership

They cooperate with BLF to ensure the growth of GaBtainability and to build a strong
partnership together. BLF is a member of two irdéonal organizations - the Prince of
Wales International BLF and CSR Europe and big supp of CSR in CR. DHL Express
CZ and BLF cooperate together on:

- Round tables and seminars, sharing case studiegomadcase practices

- CSR guide contribution — DHL Express CZ activelyiribute to the creation of

very practical guide for implementation of CSR ampanies

They cooperate with other organizations as welleHang term partnerships, and develop
different programs in diverse areas. They actipalsticipate at conferences and seminars,

to share their knowledge and practice within thesaa

8.2.5 Shared Responsibility

Who is responsible for all these things happenial®f the CSR program’s activities are

divided into different managers to handle themsTkivery good attitude from a company

perspective as most of the companies have CSRagmognder Marketing or Communica-

tion department so after all it is mostly focusedcompany’s brand building. Here differ-

ent departments are responsible for particulaggguch as for instance:

= Environment- creation of CSR Program concept and its impleatiem, environment
system management, audits at offices in whole cgunt

= Marketing— researches, events, presents, etc.

=  Communication- external (events, reports, etc.) and internalvgietters, emails, etc.)

» HR - Idea Management initiative, volunteering, Mamagshadowing, club for moth-

ers and dads, professional and personal developetent

8.2.6 SWOT analysis of CSR Program

This SWOT analysis is conclusion of my researdbtdL about their CSR program.
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CSR ‘ntegration into the businass
* Company culture
» Code of Conduct
* Employees development and supgort
= Transparency
» Suppliers selection
= GOGREEN service
* Long term partnersnips witn
ChancedChilder, BLF, CEPF
® DHL Lif2 newsletter
* Materials about CSR initiatives

Strengths

Partnerships with diverse institutions
= University cooperaticn
* |nvolving stakeholders
* Positioning of GOGREEN
« Cause-related campaigns

* Programs supporting learning of different
world issues

» Usage of diverse CNG cars

= Grants znd initiatives of other institutions
(EU funds)
sAlliances/cooperation with other companies

Opportunities

K Y

-

* Low employees participation

* CSR not driven oy leadership

* Low employee responsibility towards
energy savings

« Communicat'ng values externally too little

* Not enough ideas ana its realizat'on from
Idea Management

* Not enough resources (human, financial,
etc.)

* Low involvemant into university students
devlopment

(/. Y

Weaknesses

* Low awareness about CSR

* CSR perceivec as marxeting strategy

* Doing just philanthropy

* CSR activities of competition

* No resources for CSR program

* CSR as just a trenc

* Risks connectad with loosing reputation

* NGOs are interested just in financial
resources

- \!/.
A%

Figure 11. DHL's CSR Program SWOT Analysis [36]

8.3 Conclusions

DHL Express CZ has done already a lot of greaigthsround CSR and there is big evolu-

tion from the beginning of the program. The keye&siow is to select key areas and

projects they will focus on it the future. Thesejpcts should be highly interesting for their

employees to increase their interest and engageiksat there are other companies doing
already great things in CR or globally and we casarnt from their best case practices. In

the following chapter all this knowledge will beaisformed and use for suggesting of

projects.



TBU in Zlin, Faculty of Management and Economics 62

9 CSR PROJECT IN DHL EXPRESS CZ

This chapter is divided into two parts. In theftfipsirt | analyze results from the research |
did among two target groups — university students @ustomers. Second part will be fo-
cused on concrete recommendation for implementangpty of initiatives within CSR area
in DHL Express CZ.

9.1 Research results

First part of the research results is focused aveusity students and second on customers.

9.1.1 University students

One of the reasons | decided to do research amawgraity students it is because they are

on one side customers and on second side potéritisd employees and leaders.

| set four main goals for this survey:

1. To find out what is the most important thing fandnts within CSR.

2. To find out what is relevant for students while abimg their future employer.

3. To figure out what are the most interesting aaasgitwithin CSR for students.

4. To find out if they know any logistical company aheir CSR.
There are three ways | collected questionnaireat(?) classes at Faculty of Management
and Economics at TBU, (2) at students conferenaerevivere students from different uni-

versities in CR, (3) online

Survey in numbers:

Number of approached students (printed questioas)ait 50

Number of returned questionnaires: 115

Number of correct questionnaires (together withrenbnes): 106

There were 12 questions for students plus the lmass as city, university, age, etc. | got
the inspiration for this questionnaire from ASPHMtitute which made similar research
among MBA students in USA and China and while | waBeijing | went for the publica-
tion of this survey where interesting findings wenentioned. The questionnaire is at-
tached in Czech and English version in attachmemnther 5 and 6.

Hypothesis:
- More than 50% of university students have expegemith CSR
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- Majority of students think that the main benefit tioing CSR is “companies’ bet-

ter public image”

- The most important factor for job selection amomgdent is “opportunity for

growth and development”

Research findings:

The research was done among students from diffenenersities and grades. The
highest number of respondents was from second ifthdyéar of study. From"™
grade there are 42% respondents and frimrade there are 21%.

67% students wrote that have already experiende @8R, which can be either theo-
retical or practical. If we break it down more ietalls, around 43% of"2and 3
grade students and 100% &t grade students have experience with CSR.

63% of students are interested whether organizataye socially responsible. 41%
from 1%and 29 grade respondents are not interested whether coesaave CSR.

Most of the respondents (89%) don’t usually do aese about CSR before their pur-
chasing which can be influenced by the fact thaR@Snot taken as something we use
to do on daily basis but something which organaregido additionally.

Students chose three main areas that organizaiangd be focus on and those are (1)
providing quality products and services (2) resgmlity to environment and (3)
commitment to employees. Beyond that is also doutirg to the development of the

future leaders which means students who were #lisg fthe questionnaire.

Areas

Donations and volunteering
Transparency
Increasing employment and infrastiucture. .
Markcting and adveartising cthics
Ecological production, products and services
Employees® health and safety
Iunovations and sustainability

Fthical codex
Contribute to the future leaders” education..

Commitment to employees

Respousibility Lo enviroumment

Providing quality products and services

0 10 20 30 40 50 60

Figure 12. The main areas for CSR [36]
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- Most of the students know majority of Logistic caanmes and the best known are
DHL, PPL, FedEx and UPS. TNT and DPD are not sordknamong students. Prob-
lems with recognizing these companies had moailyesits in lower grades.

- 67% of students don’t know that these companieg laay CSR activities but there
are still some who knew which companies or mensiome activities. Most of the stu-
dents mentioned DHL and gave some examples. Thibeanfluence by the fact that
not so many of these companies publish or do Itliofjs about CSR within CR.

- Most of the students chose two main responsilsliliecompanies, which are (1) satis-
fy Customers’ needs and (2) produce useful and-ighity products/services. These
two factors are followed by the maximize values dtakeholders. The problem here
can be also that | am not sure how much students fower grades know about
“stakeholders” term or concept.

- As most relevant factors for job selection studestésed mostly (1) opportunities for
growth and development and (2) salary. Just for &evalso important ethical stan-
dards or contribution to society but it is realhgall amount of students.

- For students it is the most important to have gaad fair employee relations at
workplace. Later on there are factors like safe laigth quality products and services
and transparent business practices.

- The most common answer about companies’ benetita SR was a better public
image from almost all students. They think that pames can have more satisfied and
productive workforce (56%) or greater customer liyy€b3%). On the other side just

few of them think that they benefit from havingosiger and healthier community.

Benefits

Increased revenue
Easier access to foreign markets
A stronger and healthier community

Long-term viability in the marketplace

Greater customer loy alty

A more satisfied and productiveworkforce

Better public image

0 10 20 30 40 530 60 70 80 90 100

Figure 13. Benefits from CSR [36]
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- University students in CR think that the biggestlgems in the world today are (1)
Environmental pollution and climate change, (2)nB@arency, corruption, governance
and ethics, and on the third place are two issusthe same amount of answers (3)
llliteracy and education and Energy resources hei tsage. | think that they didn’t
choose diseases because Czech Republic is notdoinflwenced by them as in other
developing countries and also there is not sucig @toblem with human rights than
in other countries. Interesting is the fact, th&t ave in the period of financial crisis

globally and CR is also influenced by that and Risstudents think it is a problem.

The biggest issues

Human Rights ]
Fmancial crisis

Diseases such as HIV/AIDS or Tuberculosis |
Poverty

Energy resources and their usage |

Tiliteracy and edcnation

Transparency, corruption, goveanance and cthics
Environmental pollutionand climate change

0 10 20 30 40 50 60 70

Figure 14. The biggest world's problems [36]

| set three main hypotheses for the research and feeare conclusions:

- More than 50% of university students have expegenith CSR. This hypothesis it
truth as there are 67% of students who have tipereence.

- Majority of students think that the main benefit floing CSR is “companies’ better
public image®. This is true as there are 86% oflstus who think so.

- The most important factor for job selection amongient is “opportunity for growth
and development”. This is also true as it is vempartant factor for 81% of students

and the highest one.

9.1.2 Customers

The reason | decided to do research among custasmbexause they are one of the stake-
holders groups and can strongly drive growth in CARis written in the theoretical part,
customers are now more demanding, have more infmmand have a more powerful

voice.
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| set three main goals for this survey:

1. To find out customers attitude towards CSR.
2. To find out if customers would change the compdnhey don’'t do a CSR and
others do.

3. To find out how CSR support competitiveness amangpanies.
There was one way how | collected questionnairesthat was online survey. | created
database of casual companies and people in whol&dRweb pages, different public
databases or own contacts, and approached themsumntley. The example of the email
you can find in the attachment number 7.

Survey in numbers:

Number of approached customers (through email)0110

Number of filled questionnaires: 105

There were 13 questions for customers plus the lmass as city, business field, and also

how many shipments do they do per month (this gquestas mainly for those who use

some of the Transportation and Logistical compame&3R). The questionnaire is attached

in Czech and English version in attachment numbserd9.

Hypothesis:

- More than 50% of customers are influenced by coryipdirand — quality/reputation

- More than 60% of customers are interested whethrapanies are socially responsible

- More than 60% customers would increase demand ampaoy’'s product/services if
they find out that company would increase their GBpact.

Research findings:

- Most of the respondents were from Prague, a fem f@strava, Brno and Zlin and rest
from other cities in CR.

- Some of the approached respondents use logisbogbanies and in the document with
survey elaboration (available from author) we caa approximately how many ship-
ments they do per month. The biggest amounts aes\wsere 10, 20 and 5. At this
guestion | could ask which company they use fosehservices but it would be too
complicated and it was not purpose of the research.

- Customers’ opinion is mainly (57%) influenced bg tirand of the company — its repu-
tation and quality. 10% of respondents also ansiv@@rporate Responsibility and for
the rest (33%) those are business fundamentalg. Mercan see how much it is impor-

tant for companies to build good brand.
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Main Factors

EBrand — quality and
repulation

mBusiness Fundamentals

Corporate Responsibility

Figure 15. Main factors influencing customers’ opm[36]

- 62% of customers are interested whether compameesaxially responsible however
there is still big percentage of customers (38%9) ate not interested in this issue.

- According to customers there are three main areagpanies should focus their CSR
program on. (1) Providing quality products and &y which was answered by 89 res-
pondents, followed by (2) Responsibility to envimeent and (3) Ethical codex. Just 13
respondents answer that companies should suppatogenent of students within their

CSR programs.

Area

Marketing and advertising ethics
Contribute to the future leaders’ education..
Increasing employmentand infrastructure. .
Transparency
Commitmentto employ ees
Ecological production, products and services
Employees® health and safety
Fthical codex

Responsibility to envircnment

Donations and volunteering
Providing quality products and sarviees |
T

0 10 20 30 40 50 60 70 80 90 100

Figure 16. The main areas for CSR [36]

- There is a big amount of customers (79%) who dda’tesearch before they purchase
from particular company. | guess 22% of customehns @o this research are still high
number as this is growing trend in CR and mosthef cdustomers can slightly change

point of view and be more interested and start tinghresearch.
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- Almost all respondents know all companies | mergtim survey only DPD is not well-
known among them (DHL, FedEx, PPL, TNT, UPS).

- Just 30% of respondents know about some CSR &s$ivitom companies mentioned
above and mostly were mentioned DHL and TNT ana Huativities.

- No surprise that the first answer for the questutvat are the primary responsibilities of
companies was (a) Satisfy Customer’s needs andha@nstrong response was (b) Pro-
duce useful and high-quality products/services.sTduiestion was not focus just on
those particular transportation and logistical cames but generally to whole business.

- Half of the respondents would increase demand whag would find out that compa-
nies increased their CSR impact and half not. €hrs be influence by diversity of res-
pondents, their economical situations, life stglender, age, etc.

- Some of the respondents in the case study aboyptarymA without CSR practice and
company B with CSR practice were indecisive. 5%wamed that they would not
change the company A to B and 57% which is alst Imgmber of respondents ans-

wered that they would purchase from the companly @BR practices.

Case study

B Yes: 60 (57%)
ENo: 5 (5%)

I don’tknow: 40 (38%)

Figure 17. Customers' preferences about compariksand without CSR practice [36]

- 78% respondents would avoid cooperating with compemich is perceived as not so-
cially responsible. On the other side 22% custemesuld still cooperate with irres-
ponsible companies. This is also influenced bydievious questions if customers are
interested where companies are socially responsible

This situation is again half and half with diffetespinions. More customers would not

persuade other about buying products from resptensidimpanies however there are still

46% of customers who would do so.

| set three main hypotheses for the sera and hereeaconclusions:
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More than 50% of customers are influenced by colyipdirand — quality and reputa-
tion. This is truth as there are 57% of customedlaenced by this.

More than 60% of customers are interested whethepanies are socially responsi-
ble. Also true hypothesis as there are 62% custom@rested in it.

More than 60% customers would increase demand mpaoy’s product/services if
they find out that company would increase their G®Ract. This is false as there are

just 49% of customers who would do so.

9.1.3 Conclusions

Based on the research there is similar interesitaB8R on both sides of respondents —
students and customers. The CSR issue is relematitdse stakeholders groups.

There is a low interest about doing research abontrete CSR initiatives before pur-
chasing products or services which can be increiastn future.

Low knowledge about CSR is mainly among 1st andg@hade year students which can
be increased by different subjects and other mestat universities supported by corpo-
rate sector as well.

Awareness about Transportation and logistical congsais quite high among both
groups although the lowest is for DPD Company amdnfstudents’ perspective for
TNT Company.

The CSR programs as not so known among these gesupmost of them recognized
DHL'’s CSR initiatives or TNT’s.

The main factor which influences opinion among omsdrs is brand of companies so is
important to make it sustainable with no risks an@ge their reputation and quality.
Environment, transparency, corruption, ethics, ate.the biggest issues considered by
students so there is high probability that they Mdike to be involved in some projects
around these issues. Just few of them chose fialarrisis as current world’s problem.
Half of the customers participated at survey wochh@nge company which has CSR
activities; they would increase demand for theioducts and also persuade people
around them to purchase just from responsible comepa

For students as future employees are mainly impbgeaod and fair relationships, op-

portunities for growth and development and salary.
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9.2 My recommendations

Analysis about CSR situation globally and in thee@zRepublic, about DHL and its CSR
program and about awareness among customers atehtfuvas done. In this chapter |
will recommend concrete projects, based on alldHasts | gained through analysis, which
DHL Express CZ can implement. | would recommendkl Express CZ to keep initia-
tives which they have within CSR program curreathy increase their impact.

First of all there is a need to set up a clear immsand goals about what they want to
achieve through CSR program and what it the grawtthe long-term. At the following

Figure we can see the structure.

GROWTH
. 0o ®
Projecty * Results
* Main areas T Imact

¥ Kev ztalceholders . Impr ovements
Leadeishd® Resources
. * Top management
TBemng a rolemodel

T Dirive a change

L/ Aligsiorindr Gortds

Az main driver

F Commitment & awareness

Figure 18. The Way to Growth [36]

There are four main areas | will focus on — Busshdzeople, Community and Environ-
ment. Each program consists of projects which oheldescription, target stakeholders,
timeline, benefits, etc. DHL Express CZ should késgr current programs and projects
and add them to these ones according to theirnarefes. In the following chapter are my
own suggestions for CSR projects. If DHL Express i€Znterested in some projects in
more detailed description | can follow-up with thessparately after this diploma thesis.
The areas of the project are showed at Figure bedtakeholders mentioned below are key

or targeted stakeholders which those projects wbeltbcused on.
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* Stakeholders Dialogue
_ * Together we can Grow faster
B W * G2KEOM
* Transparency in Quality
% 1SO 26000 Implementation

# Being Efficient and Responsbile

% CNG Partnerships
* GOGREEN Positioning
#* Tool for managing emissions
* Going Green Campaigns

# NGOs' Capacity building
#* Safe Roads

# Delivery Partnerships

* Being a Future Leader

* Employee research and "Qur Fassion for
Community"

#* "We Enjoy"

* Departments Challenge and Community
Day

% Dur own DHL's Library

Figure 19. DHL's CSR Project areas [36]

9.2.1 Business area

This area is divided into the initiatives below.

Stakeholders :";

\Dialogue i

Being b Together
Efficient I we can

and i Grow
&eqpnnshilp -

™
150 26000

Implemen
tation

Q““&:“;i’?é' |
Figure 20. Business Area divided into projects [36]

The description of concrete projects is below.
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9.2.1.1 Stakeholders dialogue
Engaging with key stakeholders to discuss releismutes, problems and solutions. This
dialogue can be organized either by the companyyosome stakeholders group. The
main purpose would be to come up with concreteoastand support development of
concrete products, services, etc. Currently | waulggest organized dialogues around 2
topics:

= Usage of CNGs vehicles

= Promotion of green’s products (GOGREEN)

Stakeholder| 1)sage of CNGs vehicles: government, partners, NGDyloyees
competitors, manufacturers
2) Promotion of green’s products (GOGREEN): media, momity,

NGOs, universities, customers, suppliers

Time frame | Twice per year.

Action steps| 1) Set objectives and expected outcomes

2) Select people to the organizing team and allaoesgonsibilities

3) Decide who are concrete key people you want tiid@nv

4) Expected costs (transportation, venue, techniggfegshment, invitat
tions, promotion, etc.) and revenues (fee famatance, donations)

5) Set time, book place and create agenda

6) Create and send initiations

7) Confirm final list of participants

8) Provide input materials (e.g. through email inatbe or printed)

9) Book refreshment

10) Ensure all logistics stuff are solved

11) After the event create report and thank to allipigents

12) Next steps -> follow-up

Benefits v' Commitment of all parties

v' Bigger impact

v Increased awareness about green product among aust@mers ->
increased purchasing of GOGREEN

v’ Easier implementation

v' Support faster developing infrastructure (for CNG)
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v' Get direct opinion from key stakeholders
v Gain different maybe more creative point of viewhim implement

things

Resources

3000Kc per each dialogue, 3 peoplerialate
-> transportation for some stakeholders reimbursefleshment, invitar
tions printed if necessary (once the venue willabeeompany, with al

techniques, stakeholders will be from Prague — spnay can be saved)

73

There is a chance for this event that some stalleh®ktan use this chance

as event where they can donate money for concrét®.N

9.2.1.2 Together we can grow faster

DHL Express CZ has lot of customers or businesgnpes who do particular projects

either in economical, environmental or communitpexe. There can be an even bigger

impact once some of these organizations startaperate together, their relationship can

be stronger and it can build stronger loyalty. Fmtance it can be project supporting

companies influenced by financial crisis or forrgesing their competitiveness, etc.

Stakeholder

Business partners, customers, employgaesstors, other organizatio

(NGOs, governmental, etc.)

Time frame

Depends on particular projects

Action steps

1)Conduct the research what are the projects ofqodaiti organizaf
tions
2) Decide which project would bring us the most besefi
3) Approach these organizations
4) Organize meeting to discuss concrete proposalsetmh steps
5) Ensure employees commitment towards projects

6) Implement projects

Benefits v Increase loyalty from customers and partners
v' Have bigger impact through bigger projects
v Possibility to approach new potential customers
v Build strong and long-term partnership
Resources Research (OKc, 1 person), select ancbaabp organizations (OKc,

people), meeting (OKc, 3 people). Rest is up tbiq@dar projects.
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9.2.1.3 G2KEOM (Get to know each other more)

DHL Express CZ has 4 segments of customers. Fdr ®gment they can organize dif-
ferent activities where they have chance to géintow them more and those customers
will have chance to get to know DHL'’s stuff bettAnother reason for this is to engage
employees in different way and they can spend tintle their families, relax and have
fun and still do business. Activities like:

= Networking events around some issue, business, etc.

= Sports e.g. football match

= Environmental events — planting trees, cleaninggar rivers, etc.

=  Community events — visiting NGOs, children homesspitals, etc.

= Participation at events or organizing like Eartday, Children’s day, Mother’s

day, Day against cancer, etc.

Stakeholder| Customers, Employees, Community, M&tlialic

Time frame | 1 month preparation -> 1 day event -¢chaaonth

Action steps| 1¥reate timeline of events in advance, for instance:

= January: Sports day (being fit after Christmasdayis)

February: Worlds day against cancer (visiting litatp

March: ,Be Clean” (cleaning the parks or rivereathe snow)

April: Earth’s Day (whole day competitions and aities)

May: Mother’'s Day

=2

June: Children’s day (visiting orphans, prepare gmifor them ang
employees' and customers' children) or World Enviment Day
2) Communicate these planned events at the beginiiting year

3) Allocate responsibilities to different employees3-people for eac

—

event

4) Prepare all logistical stuff for events

5) Make agreements with different institutions yodl wisit (hospitals,
children’s home, etc.)

6) Confirm participants

7) Organize and enjoy the events

Benefits v’ Greater customers loyalty

v' Employees Engagement
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v" More satisfied and productive workforce

v’ Strengthen relationship with community

Resources

Per event approximately 5000Kc and Bl@es organizers (people ¢
bring most of the stuff for event from home sooedn’'t have to be cos

demanded).

an

9.2.1.4 1SO 26000 Implementation
The ISO 26000 should be published in the year 2B¥Ghen company should be ready

with all important elements within corporate resgibility. For instance in the areas:

= Employees knowledge about CSR

= Demonstrate behavior or principles of transpareraggountability, legality,

norms, human rights, or towards environment

= Addressing stakeholders interests

= Ensure implementation of key steps within differargas of CSR

Stakeholder

Employees, partners

Time frame

Year 2009 continually implement innowas in CSR area
Year 2010 start implementing ISO 26000

Action steps

1) Gain knowledge about ISO 26000aeds/activities suggested ther
2) Continually educate employees more about siwstimractices
3) Develop system for monitoring corruption, edecamnployees about i

4) Focus on concrete areas within CSR and impleswggested steps

[

Benefits v' Build even stronger company reputation
v Have structure process of CSR implementation
v' Cover most of the CSR areas to ensure sustainyabilit
v" Have good relationship with stakeholders
Resources 1 person, materials for education

The rest will be up to the concrete projects/itikes which company wil

decide to implement.
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9.2.1.5 Transparency in quality of services

The quality of services or products and its improeats should be well-known for all

customers. In the research | did among customavastone of the most critical factors
they mentioned there. Another initiative drive biADExpress CZ can be transparency
in quality of services. Create a behavior wheragparency principles, ethical codex or

accountability will be practice in common and natwray.

Stakeholder| Customers, Media, Public, Suppliers

Time frame | Quarterly publication in Newsletter émstomers

Action steps| 1)Start to measure and evaluate following areas gybli

= Number of complains

The complains itself and its solutions (those rafg\to published)

= Business representatives services

Web pages and online offers

= Prices

Delivery and servicing, etc.

Elements in Supply Chain Management

2) Quarterly create an A4 report with evaluation

3) Compare improvements with the previous quarter
4) Publish it at Newsletter

Benefits v" Showing constantly growing care about customers
v' Demonstrating transparency and accountability
v Better customers relations

v Transparent suppliers relations

v' Long-term viability in the marketplace

v Prevention against crisis

Resources 1 person, OKc while the Newsletter bellonline and distribute to the

customers through emails.
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9.2.1.6 Being efficient and responsible

There are lots of different ways where organizatian save some costs and be efficient.

To use resources more efficiently to generate wesste, pollution and at the same time

decrease costs. As well generating different opjpdres for people and community.

Stakeholder

Employees, customers, partners, acagemi

Time frame

Every day behavior, concrete actionsbeadecided specifically

Action steps

1) Specify all possible solutions veherganization can save costs s
as
= Energy savings (lights, electronic equipments) etc.
» Processes (delivery, servicing, etc.)
» Funds and grants (specifically for concrete prgject
» Internships (Czech or international talents->los@sts->part-time
or full-time, where can help employees with thewrkand the
main purpose would be to gain experience and dpviiem-
selves)
2) Come up with concrete tools for communicationadion of em-
ployees, customers, partners (leaflets, pens, sntakt messages, cai
paigns, competitions, etc.)
3) Develop tools such as automatic switch off alinputers in the ever
ing
4) Encouraging partners and customers to do so

ich

mn-

Benefits v" Reduce operating costs which can be used for ptlimposes
v Be perceived as responsible company
v Help to have sustainable community (where are gostomers, live
your employees etc.)
v" Support employment in CR and development of stisdéms your
potential employees)
Resources Materials for communication (leafleéng) newsletters, etc.) -> 4000K

Compensations for interns (e.g. 5000Kc/month perimfor part time)

2 people (fund/grants research, communicationrafesgy)
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9.2.2 People area

This area consists of 4 parts showed at Figurenbatwl desribed in more details later.

—

Employee
research and
"Our Passion

for ;-
Community” J

Qurown
DHL's

Qb rary

Departments 'Y
Challenge
and

Community
Day

Figure 21. People Area divided into projects [36]

9.2.2.1 Employee interest (research) and “Our Passion fooi@munity”

The need to know employees interest is very impbrtdased on that research compa-
nies can find out what are the key interests af gmaployees, what are the projects they
would like to work on, what would they improve/clgann the company or how to make
their life more balanced.

If a company wants to enhance employees’ involvénaad participation at different
CSR projects, they need to know what the main dsitleat employees are driven by.
Based on the previous employees’ survey resultpaosnwill design concrete projects
which will be under employees’ responsibility. Tlwdl be under the umbrella of em-
ployees program “Our Passion for Community” as wweds such as volunteering are
not sometimes too much motivating. This will be stimng which is driven by em-
ployees according to their interest. Employees hal/e opportunity to develop their

interests, spend time on their hobbies and dewel®gommunity where they live.

Stakeholder| Employees and other stakeholders lmastte selected projects.

Time frame | 1 month and the rest is up to selectepbqts

Action steps| _2 weeks:
1) Set the objectives of questionnaires

2) Communicate to employees upcoming research
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3) Create the questionnaire and decide the form hewlibe distributed

4) Gain feedback from some employees to questionnaire

1 week:

5) Publish questionnaire and collect answers — sugdesethod would
be online through intranet or some specific welkegfag surveys

1 week:

6) Evaluate questionnaires

7) Publish results and outcomes with concrete actiepssand selected
projects company will focus on and ask for feedback

8) Collect feedback and allocate responsibilitiesdamyjects among em

ployees

Benefits Get to know employees interest
Increase involvement of employees into the CSReptsj
Increase commitment of employees

Have satisfied and productive workforce

AN N NN

Have projects which will be relevant and employeékbe work on

them with passion

Resources 2 people, OKc

9.2.2.2 “We enjoy”

“We Enjoy” are monthly campaigns driven by eitheadership of company, or top man-

agers from different departments or employees. pactbon can come up with idea and

involve it into “We Enjoy” campaign.

Each month there will be different topic which wla@ompany will be focused on. This

can be different or more funny approach how to anbaemployees involvement into

different topics each month, for instance:

- January“We Enjoy our healthy life” where people can shand improve their eat-
ing habits, go together once a week to gym, itlmamluring the month where com-
pany would have “Sports Day” mentioned before.

- February “We Enjoy switching off our computers” and whateonth this message
will be driven through whole company so people gét use to switching PCs.

Or others like “We Enjoy our friendly relationsabrkplace” and there would be some
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activities initiate by employees to each other, “Bfgoy our growth and development”
and it will be month full of trainings and othertenesting things for employees profes-
sional development, “We Enjoy working with recyclpdper”, “We Enjoy being par-
ents” and it can be during e.g. June where the@hikiren’s Day.

The main purpose is to get used to people doingeiung for one month and then there
shouldn’t be a problem that they will do it as natrthing later on. Together with that is

important that there is “enjoy” as word driven sdinmeg which employees really like.

Stakeholder| Employees

Time frame | Whole year, each month different topic

Action steps| 1) Introduce employees this initiative
2) Design together 6 topics until the end of year

3) Choose tools how it will be communicated — @aye it written in the

email’s signature, or as background at PCs’ scresmall papers distri
buted to each employees’ table with main messaga, the front door to
the office, etc. -> important to be as much visigepossible every day
everywhere but keep it simple.

4) Design activities for each month

5) Responsibility can be centralized to one peratwo will drive the

main message and allocate other responsibilitiesdiocrete activities.

Benefits v' Easy way how to engage employees into every daynact
v' Have bigger impact through driving it massively

v Build up habit of doing those things as normal ghister on

Resources 1 person to drive the message each month
1 person responsible for organizing activities/rhont
Involvement of more employees to the projects

Cost will depend on each month activities plus 400 printing

9.2.2.3 Departments Challenge and Community Day

Different departments can compete against each othierms of involvment in different
projects and organizing different activities. Alser can be implemented idea of spend
one day working in community, but it can face obiadles that it would be another free

day for employees but it would be very efficient.
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Stakeholder| Employees, NGOs

Time frame | One month per quarter

D

Action steps| 1) Implement 1 day or half a day afmowunity work into the structur
and principles of the company
2) Design the rules of the competition and howiit e measured e.g.
= 1 point for each employee participated at someteven
» 2 points for department for organizing event
= 3 points for creating idea and its implementation
3) Regular updates and tracking of the situation

4) Evaluation and rewarding the best departmetitaifmonth

Benefits v Increase participation at activities
v/ Support pro-activity and creativity
v Increase commitment to particular departments teainit

v Bigger motivation of employees

Resources 1 person to design, launch and trackletion

5000Kc for reward/quarter

9.2.2.4 Our own DHL'’s Library

This own created library can increase employees\Wkedge or perspective. Each em-

ployee can bring their favorite books which theynoat home and share with colleagues.
It is another tool how to increase employees dgraknt and enhance relations among

them once they will share books, talk about them, e

Stakeholder| Employees

Time frame | 1 month for implementing, Library thréwagit the whole year

Action steps| 1) Introduce the idea

2) Find place where library can be allocated — sohege where em

ployees often go or spend time e.g. near kitchemidors, etc.

3) Come up with simple registration system — justexdown on the pa
per once you take any book your name
4) Start to bring books and make a list with naeesnsure that books

won't be messed up

5) Put there a small sofa as it can be used as plhere employees can
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—t

rest during lunch break for while, get new energga@me up with grea

ideas to make workplace more friendly

Benefits v Increasing employees development
v" Make workplace more friendly
v' Have satisfied and productive employees

v Build brand through employees among potential ones.

Resources 2000Kc for sofa plus some shelves

9.2.3 Community Area

This area consists of following parts summarizeBigtire below.

g—

NGOQOs’ \
Capacity |
building 4

rm—
Beinga

Future Community

Leader \Area

Delivery

Qnerships
Figure 22. Community Area divided into projects][36

9.2.3.1 NGOs Capacity Building

There are lots of NGOs that are struggling withrthapacity, knowledge and professio-

nalism. This can be another opportunity how to swppommunity, cooperate with

NGOs, increase employees volunteering and devékap skills. The area of support for

capacity building can be e.g.:

= Know-how -> increasing knowledge and educate peaplspecific areas in which
people are professionals, for instance an accoufram DHL will come to the NGO
and teach its accountant different practices, comaation department will help NGO
to create their communication plan and developedkift tools, etc.

= Case studies - sharing concrete best case praatittes departments

= Develop Mentoring strategy - among employees an@®N@epresentatives
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= Others - materials, venues space for meetings wiemnces, technical equipments,
etc.
Stakeholder] NGOs

Time frame | Through the whole year - flexible
Mentor meetings once per month

Attending NGOs meetings or conferences once peteua

Action steps| 1) Select 1 NGO where company build long-term paghip or cooperate
on this with current ones

2) Create a timeline based on the NGOs needs andliges

3) Allocate people who would be interested in finigject to the team

4) Start cooperate with NGO and develop this ptojec

Benefits v' Stronger and healthier community

v" Increasing NGOs’ competitiveness

v Develop potential new market

v" Develop employees through being involved in propead train oth-

ers

Resources Employees know-how, materials, roomsnfeetings, technical equip-
ments

OKc (or transportation costs to NGOs meetings)

9.2.3.2 Safe Roads

Build partnership with organizations support roadfety, or with tires companies (those

company use tires from), or with media (radios, ,T&ts.). One of the focus areas within
CSR program of company can be supporting safatyaats as they have many cars there
as well. It should be mainly e.g. campaign suppaltdivering key messages to public,

being a role model, communicate it to their custanetc.

Stakeholder| Public, media, NGOs, customers, patreanployees, community, gov-

ernment.

Time frame | Seasonal.

For instance summer: most of the people leave dtiddy at the begint

174

ning of July then to launch the campaign from thédie of June until the

end of July.
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Action steps

1) Establish strategic partnerships with diverggaoizations

2) Design the campaign -> message, channels, maisome, etc.
3) Approach partners and customers to supportahgaign and commu
nicate it among within their community

4) Build partnership with different media to suppgaomotion
5) Launch the campaign - organize event to gatsemach people &
possible together, or organize “Day without cans8@mething like that.
6) Add gradually different stuff during the montlg.ethere can be a con
petition among students to design something coedewith this topic
distribute small leaflets at parking lots, someghiike vernissage wher
children can published their creations connectdd auction, etc.

7) Evaluate the impact of the campaign and give@msuendations fo

improvements.

Benefits

v Increase awareness about road safety
A better public image
Employees involvement and development

Long-term partnerships

AN NN

Empower relations with different stakeholder groups

Resources

Costs for whole promotion of campaigferdnt leaflets, activities sug
port, transportation, etc.
Approximately 100 000Kc per campaign.

Revenues can be gained from auction or investdathan projects.

9.2.3.3 Delivery Partnerships

Support organizations such a universities or NG@ghvare using company’s services

through lower prices (e.g. 30% discount from orgjiprice) of products and services.

This can decrease their costs and it is anothermweayto support these organizations.

There has to be selection of NGOs or universiteesed on the shipments per month as

the university’s international departments or NG@® international shipments quite

often to send invitation letters or other documeliithere is an organization or universi-

ty which make more than 10 shipments per monthritlee put to this particular group.

Stakeholder

Customers - universities and NGOs
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Time frame Throughout the whole year

Action steps | 1) Agree on conditions and rules
2) Select these customers to one group
3) Launch and communicate this project

4) Evaluate if it is beneficially for company inetlong-term

Benefits v Increase orders from these customers group
v Build better relations with customers

v' Support financial capacity of these organizations

Resources 1 person responsible for this particuisitomers group

The 30% discount incorporated into accounting amahicial plans

9.2.3.4 Being a Future Leader

This project should support development of unitgrsiudents as future leaders and po-

tential employees. The project can have differesthmds such as:

»= Presentations or workshops about global issues “Blgving impact on climate
change through CQemissions”, “Influence of financial crisis at nminktional com-
panies”, “Doing responsible business”, etc.

= Presentations or workshops about professional ey e.g. for students from Mar-
keting faculty would come somebody from Marketingpartment about “New inno-
vative ways of doing marketing” or “Marketing of Mimational Company”

= We as Leaders — one day spend discussing leadeoghgs such as having a vision,
values, setting a goals, leading a team, handiiifigreint personalities, leaders as role
models, etc. where more organizations could belwedbin organizing such event.

= Entrepreneurship project — support students eog ffBU in different projects con-
nected with Entrepreneurship, make it as compatiiod support them either on ma-
terial, knowledge or financial base. This can ltkegijust up to students’ creativity or

it can be focused from company to solve some of greblems or design solutions.

Stakeholder| Governmental organizations - Univessiti

Time frame | Each semester concept of activitiesgtqular universities

Action steps| 1) Build partnership with selectedversities

2) Agree on concrete topics for workshops or priegems

3) Cooperate with team of students to organizedpnéneurship project
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idea, rules, timeline, promotion, logistics, etc.
4) Discuss interests about leadership among emgdowmd approach

NGO which could organize such an event

Benefits v' Developing potential employees

v Contributing to students development
v Building a brand among university students

v Increase knowledge about particular topics andesbast cases
v' Access to high-potential students

v

New ideas for company from creative students

Resources Transportation costs (depends on whicls ainiversity in)
Organizing costs for “We as Leaders” and “Entrepteship project” for
promotion, materials, rewards, venue, others.

Approximately 30 000Kc per event.

9.2.4 Environment Area

This area consists of following parts summarizeBigtire below.

(@[]

(rtnerships

P —

Going

Green
wPaigns

Environment

\Area b

Tool for
managing |
emissions 4

Figure 23. Environment Area divided into proje@6][

9.2.4.1 CNG Partnerships

Partnerships among different organizations shautdease the usage of CNG cars. The
organizations which company can build partnership wan be for instance from auto-
mobile industry (manufacturers of cars), environtabNGOs, other transportation and
logistical companies, suppliers, tires manufacsjretc. and also it needs to be supported

by the government. The aim should be solving apgsuing areas such as:
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= Better infrastructure

= Higher number of refueling stations

= Diversity of cars’ portfolio (based on increasednaad)
= More companies start using these vehicles

= [ncreasing awareness about this issue publicly

Stakeholder| Partners, Suppliers, Media, Governn@gtomers

Time frame | 2 months to set up a project with agesgm-> constantly usage of CNG

cars

Action steps| 1) Conduct research among organizatamch would be interested |n
this topic
2) Organize stakeholders dialogue mentioned above

3) Set concrete timeline with milestones what wdagdorojects’ outcom

11°}

4) Communicate through media to increase awareaat@ss this initiative
5) Involve more organizations to increase demartid@atrease manufac-
turing costs

6) Evaluate and publish efficiency of cars and iotjmd this partnership

Benefits v' Responsible environmental practices
Decreasing C@emissions
Bigger partnership can have stronger impact

Long-term viability at marketplace

AN N N

Better public image/reputation

Resources 250 000Kc per car

5000Kc for organizing stakeholders dialogue

9.2.4.2 GOGREEN Positioning

This project should support growth in purchasingG&REEN products. The company
can use different channels and tools how to mak®ie attractive and while communi-
cating company can approach potential customeraciease sales. This can be done
through, for example:

1) TV advertisement (which can also increase awaregiasst company)

2) Monthly emails with updates to current and potémistomers showing the case

studies and achieved impact
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3) Leaflets distributed among companies

4) Chance to have introduction/promotion and diffenesiworking events (e.g. or-

ganized by Czech Invest or Chamber of Commerce, etc

5) Banners at different environmental NGOs or web page

6) Pop-up at company’s web page once people open érenvthe cases can be

shown, its impact and concrete numbers e.g. “7Ccostomers have GOGREEN
product - BE ONE OF THEM!”

Important here is to make people believe and taustis product by show casing the real

impact and achieved results.

Stakeholder

Customers, Media

Time frame

2 months of preparation and 2 monthsuien

Action steps

1) Set up a team and allocate respidihes (stakeholders’ dialogué
media relations, advertisements, promotion materretworking events
Define different channels company can use (accgrtbnbudget and a
lowance to spend costs on this)

2) Organize already mentioned stakeholders dialagiset concrete ol

jectives, goals, milestones, tools and come up widlative ways of deli-

very
3) Designed advertisement, leaflets and other madder
4) Attend different networking events and make @néstions there

5) Send regular updates about product and showbessg@ractices

\1*4

Benefits

v' Decreasing C@emissions

v Increase purchasing of product
v/ Stronger image and reputation at market
v Increasing competitiveness

v’ Stronger relations with customers

v

Responsible environmental practices

Resources

Banners and pop-ups OKc, Emails OKc
Networking events — entrance fee approximately @ékent

Advertisement — high costs, depending on orgamindiudget
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9.2.4.3 Tool for managing emissions

To have transparent and better overview about dsitrg emissions in all operations

which company do, they can implement concrete tonimanaging these emission in

areas such as:

- Emissions in different operations such as tranggiorts or products packaging

- Show and explain analysis to customers who areeisited in it

- Company printing operations in terms of carbon srois

- Carbon impact of their supply chains which is ohéhe key area where company can
focus on while decreasing their emissions

Through this they can manage for instance finants&k and new opportunities. There

are some companies which focus on developing samls 50 DHL Express CZ can es-

tablish partnership with them.

Stakeholder| Partners, Employees, institutions fedws reducing C§€) government

Time frame | 4 months for development and implemeoriat

Action steps| 1) Find out which companies have témisnanaging C®
2) Go through all operations and set concrete vayg to decrease GO
in different areas

3) Set goals for reduction G@or particular operations

4) Establish partnership which can help to buildl tor managing C®
emissions (outsourcing)

5) Educate employees and implement tool

6) Regular updates and evaluation of efficiency éecteasing CO

Benefits v' Transparent management of £€nissions
v' Responsible environmental practices
v Increase value for stakeholders

v Higher transparency

Resources Team of 3 people

Costs for tool/program implementation
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This campaign should support all stakeholders toesponsible towards environment

and impact they have. Company could cooperate sathe NGO which is focusing on

this and make that campaign bigger, attractiveraack relevant. It can consists of:

= Showecasing good case practices from businesseslhoampanies can contribute

= Show simple actions for everyday life as example

= What is the role of university students to behawarenmentally responsible

» Increase awareness/knowledge about bad effecifferietht operations and practices

= Get more people involved into the campaign to Hagger impact

= Movie weeks at universities -> each evening oneienognnected with environment

Stakeholder

All groups

Time frame

2 months of preparation -> 2 weeks cagmpa

Action steps

1) Investigate similar campaigns happening beforel dheir ef-
fects/impact

2) Find suitable partner for campaign

3) Involve university students to work on the caigpdvolunteering)

4) Collect creative ideas from employees for cagpai

5) Invite all stakeholders groups to participateampaign

6) Organize particular events such as movie weedsgmtations of cas

studies, ceremonies at city squares, etc.

7) Keep tracking and evaluating of the event argller publishing at

web pages

Benefits

v' Support awareness and education about environnissteds
Better public image and reputation

Risks management

v

v

v" Involvement of employees and university students

v' Engagement with customers, partners, investors more
v

Stronger relationships with media

Resources

20 O00Kc for campaign (transportatiemues, materials, refreshmen

media, advertisement, etc.)

e

ts,

Already mentioned before — energy efficiency, abenswitch off computers, partner-

ships, or another can be increased usage of cifiaer transportation.
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ENDING

| believe that the CSR concept is very relevantefach country, community or simply so-
ciety around us. | understand that the most impbdad key thing is an attitude. The atti-
tude of individuals, groups, organizations or cogtions and without positive and active
attitude there is nothing we can do. Another keyghs that CSR should be driven by lea-
dership of companies or government institutiong;,oés models to inspire their employees
and people around. And lastly that this developnaet attitude should be educated from
the very beginning, from children, as every singteen should be responsible for its own
actions, behavior and consequences.

The aim of this thesis is to outline projects witiiorporate Social Responsibility (CSR),
point out key stakeholders and its impact, which ba implemented in the organization
DHL Express CZ.

In the theoretical part | described how companasddstart with CSR, understanding what
Is important while they decide to implement thisicept and what are the main initiatives
they can execute. In the practical part | showedsttuation within CSR currently and also
show case concrete examples. These case studid® assed as inspiration or good case
practice for corporations which are interestednmilar activities.

In the last part | conducted survey between twaigsacustomers and students) which are
key stakeholders for companies. In the researocuded on awareness about CSR, its re-
levance for both groups, what do they think areghmary responsibilities of companies
or what are the areas companies should focus dnnwiieir CSR programs. Within cus-
tomers group | also focused on their decision n@kiefore purchasing and how it is influ-
enced by the fact that organization is respons#sheong university students | focused as
well on their ideal conditions at workplace, maattbrs for choosing the job, or what are
the global problems currently. It was mainly done dompany to see what the main pur-
poses in different areas are according to theemi@l employees and how they can contri-
bute towards it.

In the last part | suggested concrete projectsinviBusiness, People, Community, and En-
vironmental areas. These projects are describedh viotlowing structure: Objec-
tive/description, target stakeholders, time fraraetion steps, benefits and needed re-

sources. These are mentioned projects:
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Business Area:Stakeholders Dialogue, Together we can Grow fa&82KEOM, Transpa-

rency in Quality, ISO 26000 Implementation, Beirf§jdent and Responsible

People Employee research and “Our Passion for Communfitye Enjoy”, Departments

Challenge and Community Day, Our Own DHL's Library

Community: NGO’s Capacity Building, Safe Roads, DeliverytRarships, Being a Future

Leader

Environment: CNG Partnerships, GOGREEN Positioning, Tool fanaging emissions,

Going Green Campaigns

DHL Express CZ can choose from these projects basdtieir current interest, resources

or long-term goals. These are the recommendatiamaild suggest for them:

Set a complex mission for CSR program

Have clear long-term goals with short-term mileston

Find out employees interests and areas/activiieg would like to focus on, be in-
volved and develop

Identify possible resources to ensure feasibilitgrojects implementation

Plan each project according to project managenoesrisure that areas like setting
goals, strategies, measures, responsibilitiescalrguccess factors and risks, budget
and day-by-day timeline and deadlines are covemedccbear

Allocate responsibilities among employees

Build more partnerships around particular topicgvithin already mentioned projects
Keep developing current activities which are alyeadrking and enhance their impact
Cooperate with organizations which can raise furalw e.g. European Union for par-
ticular projects

Increase awareness about your CSR impact amonghstiaers

During the thesis elaboration | used my practicgdegience from CSR area, gained new

knowledge about CSR current reality, new informatiout right and proper implementa-

tion into the business as well as confirmed to nfiggene of the key things | believe in.

| think this thesis has had a very big role in neysonal growth.

.pon't tell me It is not possible*.
Rather tell me that you don’t know how to do it‘yet

Tomas Bata
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ATTACHEMENT 1: THREE DIMENSIONS OF CSR

3 main dimensions of CSR, key stakeholders and pkemof activities (source from BLF).

Economical Dimension

Stakeholders Activities

Ethical Codex

v Customers/Consumers | Transparency

v Owners and investors | Business principles

v Suppliers Refusing Corruption

v Government institutions| |nvoices Payment on time

v Media Quiality products and services

v Other partners Responsible marketing and advertising ethics
Innovations
Sustainability

Social Dimension

Stakeholders

Working conditions
Activities

Health and Safety

v Employees

Education and development

v Labor unions

Balance of professional and personal life

Equal opportunities

Diversity at workplace

Stakeholders

Support of dismiss employees
Local Community
Activities

Donations (financial or material)

v Non-profit organizations

Employees volunteering

v Community

Social Integration

v Public

Education

v Universities

Quality life support (sports and culture)

Stakeholders

Environmental Dimension

Increasing employment and infrastructure develogmen

Activities

v Community

v Environmental groups

v Other organizations con
cerning environment

Re-cycling program

Energy/water savings

Waste sorting and management

- Unity with ISO norms and standards and its usage

Packaging and transportation

Ecological production, products and services

Natural resources protection




ATTACHEMENT 2: BUSINESS CASE STUDY - UPS

CO m pany n am e U P S UPS Corporate Responsibility

ironment  Diversity  Safety  Sustainability  Education

= Ser

Get More Informatio

UPS Foundstion

Location Global

UPS Py

_ _ Transportation
Business Field o
and logistics

UPS Corporate
Sustainability
2 Read More

UPS Foundation

Leading The Way, Again

Efficiency Means Mo
Right Turns

Forthe ninth consecutive year, UPS and its employees have led the U.S. in supporting the annual United Way campaign.
With more than 249,000 individuals participating, UPS employees and refirees pledged more than USS53 million ta United
Way during our most recent campaign, more than any other participating company. UPS's matching contribution is Learn about ather award-+
expected to push UPS's total donation for 2008 over USS&0 million Environment tal innovations:
3 Read More operations af

Logo

Connecting the World Responsibly

They recognize that UPS presence is large and tiesponsibility is great. Consequently,
every employee is a part of UPS’s role in beingoadycitizen, a good employer and a
good neighbor. Their corporate strategy states, “Weld on a legacy as a caring and
responsible corporate citizen through the conddabwr people and company in the com-
munities we serve.”

1. Economic: UPS goal is to run a financially sound businessaisocially responsible
and financially sustainable manner, to ensure tlogigoing ability to positively impact the
stakeholders with whom they interact every day.

2. Social: UPS strive always to work in unison with employeesnmunities and govern-
ments to foster greater global economic prospetg encourage individual achievement.
3. Environmental: UPS constantly reviews our processes to maketheseare reducing
our environmental impact, which includes examirtiogv they drive, fly and conduct busi-
ness worldwide[31]

Community Internship Program (CIP)

This Internship program is focused on senior-lewahagers. It is a training course where
managers are for instance feeding the homelessirirphomes or tutoring inmates. Man-
agers face challenges in their local communitiesdonomic and social areas. They spend
one month in the community, so they have to leheé& families and their work as well for
this period of time, and work in particular CIPes{tUJPS has four CIP sites) which is run by

local NGOs. This program helps to develop senivellenanagers, to strengthen their skills



and increase their motivation, while helping thenowunity around where UPS employees

and these managers live.

E-Waste Recycling

UPS has its own e-waste recycling program. Thigmam ensures that electronic equip-
ment used by the company is renewed or send to plghe for recycling when it becomes
outdated. UPS has recycled more than 16.9 milleumgds of electronic equipment.

UPS Foundation
A Fresh Focus, A Powerful Legacy

UPS doesn’t have just a CIP program for helping emdltributing to the society. They
want to contribute even more to the places whez& #mployees live and work to ensure
better environment which supports their businesg UPS foundation has a long tradition
and its part of the global strategy. They choodleviang focus areas, which are chosen
based on their expertise, knowledge, experiencéahelve that are relevant for the future:
Economic and Global Literacy, Environmental Susthility, Nonprofit Effectiveness,
Diversity, and Community Safety, Employee-Drivemdatment.

This foundation encourages also their employeesiunteering actions so the foundation
is mainly locally driven. Company asks their emgley to give suggestions and come up
with their ideas where the foundation can invegtrimi just with the providing money but
concrete contributions from their employees. Em@éinvolvement is mainly demonstrat-

ed by the strong culture of volunteerism within tdoeenpany.

Being a Role Model
UPS has really amazing C{irogram for senior-level managementl truly believe that

this kind of experience for managers is really hlfor work — people can manage diverse
types of situations, it can support innovation/txeathinking, can “rest” or have 1 month
off from everyday job and problems, can clear theiind and moreover they contribute to
the community around them. Thealectronic equipments recyclingis also very good in-
itiative; even companies give older computers toQ$®r other institutions. Each organi-
zation can have its owhRoundation, not just to collect money but focus on employees’
interests and develop programs which can have impacociety, their own motivation
and loyalty to their company. | haven’t found amytgcular activities in UPS CR, just glo-

bally.



ATTACHEMENT 3: BUSINESS CASE STUDY - DPD

Company name ppp

DPD@ Welcome to DPD.
Location Global -

Partel » Gampa —
DPD - a sustainable service provider. kea
Z Calculator!

Reducs CO; —

Transportation -

Business field o
and logistics

DPDI@

Logo

n
c
fo
G ies. GeoPosts p any, France's Groups La Poste, is he

DPD has a Sustainable Development Charter, whitbgirates sustainable development

as a major component of DPD's corporate cultureline with GeoPost’s sustainable de-
velopment commitment, its majority shareholdét]

DPD'’s activities are underpinned by three pillaustainable Development Charter):

1. Committing ourselves to environmental protectierday in, day out

2. Creating value- for customers and partners

3. Accepting responsibility- as employers, too

Environment

The priority for DPD is to focus on reduction of €émissions. Currently DPD has mostly
their transportation within Europe covered by t&¢80%) not by aircrafts which for them

means reducing the G@missions eight times lower compare to the ansjart.

Employer responsibility

Another part of their CSR program or sustainableettiioment is to be a responsible em-
ployer. DPD focuses on health and safety of itsleyagges as well as the diversity and in-
ternationalism within the company. There is veryetse network of employees from all
around the world working together which help alsdhe efficiency of customers’ service

care and understanding their needs.

Being a Role Model

DPD as well supports web pages www.whyflyparcels.¢ocusing on sustainable interna-
tional parcel delivery. Citizens caalculate CO, at these web pages and they are intended
to help shippers make a better informed choicerbggnting the ecological benefit of par-

ticular delivery.



ATTACHEMENT 4: BUSINESS CASE STUDY — TNT
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As a global business, TNT strives to improve itsad@nd environmental impact on com-
munities around the world. They aspire to help peopalize their potential and to meet
the needs of the current generation, without pragy@ poorer world for our children by
compromising the ability of future generationsudtili their own need$29]

Planet Me initiative

TNT'’s stakeholders, mostly customer requires, @@nsparency. So it is really important
for them to demonstrate right management of dergdS0, emissions which can influ-
ence a company’s growth, future operations, posiibthe market and financially, to han-
dle risk management in proper way. Planet Me comgi? programs — Code Orange and
Choose Orange, include different opportunities faeds on innovation and efficiency.

Partnerships

To make even bigger difference you need to coopendth others. So since 2002, they
joined forces with the United National World Footb§am, to help with their logistics
skills and other resources to contribute towardddvounger. They also support the North
Star Foundation, which is addressing the HIV/AIDgemic in Africa.

Being a role model

TNT has also lot oftakeholders’ dialoguescontributing to stakeholders’ involvement.
They are organizinganel discussions for customersTNT web pagesare providing
changing the font size Also long term partnership with UN has big impact. In Planet
Me 248 initiatives, employees awardsstakeholders involvement | haven’t found any

concrete examples for TNT CR.



ATTACHEMENT 5: BUSINESS CASE STUDY — DELL

Company name DELL

Location Slovakia
. _ Information  tech- | company
Business field g
n O I Ogy + Dell in Bratislava AtDell, we are committed to building value not only for our customers and eur business, but

also for the communities that our company and eur employees call home. We strive to
Pge participate respansioly in the glebal marketplace in which we operate
» Dell in community

Atthe core ofthis effort IS a corporate philosophy that guides our conduct wherever we do

business, which we call the Soul of Dell. Central to that philosophy is our efforts to hold

ourseives tothe highest possible standards when doing business. Our Code of Conduct

ks details our efforts to hold ourselves to standards of ethical behavior that go well beyond legal
minimums. Our Board of Directors has adopted Principles of Corporate Governance, which
provide an effective corporate governancs framewark for Dell. Dell relies on the diversity of ils
personnel, suppliers and customer communities ta maximize innovation, growth,
, and customer Our diversity programs help Us build a barrier

free workplace and we apply the same barrier free philosophy to our supplier relfionships

through our supplier diversity programs. Dell and our employees are committed to building

Logo technology that helps build communities. Our glebal cifizenship programs and the Dell
Foundation define our efforts to contribute pasitively in our communiies

At Dell, they are committed to building value natyofor their customers and their busi-

ness, but also for the communities that DELL armdr thmployees call home. They strive to

participate responsibly in the global marketplanenhich DELL operate$3]

Global program: a month of community and voluntary support — idea

Once a year Dell organizes a one-month global praogwith the aim to involve its staff
worldwide mostly in voluntary projects. Dell Brd&sa creates from this program an initia-
tive called “month of volunteerism and support foe community”. The employees de-
signed program by themselves, participate at tepgyation, and realization of all the ac-
tivities. At the end they evaluate the programaithievements and non-achievements and
give a recommendation for a next year initiativeise actions are for instance blood dona-
tion, vernissage exhibiting photographs of onéhefrtcolleagues with an adjacent auction.
Long-term partnerships — Blood Transfusion StatiBontis Foundation, new all-year
project — Dell Computers for a Good Thing, whichdt®d nearly 200 renewed computers
and DELL CAMP - project for 40 socially disadvangdgchildren

This DELL program is for me very interesting. Ifrapanies start to get use to or imple-
ment“One month” of someactivities, or somecampaigns, volunteeringetc. then it can
have really big impact in whole society. Just imnagihat there are so many companies and
each company have one month or just 2 weeks thrtheghiear to spend on something like

that, throughout whole year there can be somettongrete to contribute to the society.



ATTACHEMENT 6: BUSINESS CASE STUDY — VODAFONE CZ
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‘4

vodafone
Location Czech Republic g
Telecommu- e =
Business Field E| Cooate =$
nication S Responsibility =~ —cias == f

“ e

Vedafone is world-class, nat only in mobile communications, but also in terms of Corporate
Responsibility (CR). According to an opinion poll organized by AccountAbility in 2006, Vodafone Group
" was voted the number one Company for CR. It's confirmed on a daily basis by Vodafene CZ, tao

'3

is7  Corpo

fon ofthe and
nd us. How can you tell a company that takes corporate

People

Partnership T
Logo Vodatane CR Foundaton Itruns its business not only in accordance with law, but also aims for, on avoluntary basis, higher
standards

Vihat Did Not Fi Elsewhere

It's considerate of the environment, and tries to minimize its impact on it
It's friendly to people, partners, as well as the wider community; it maintains a dialogue with them and

CSR mission

Vodafone is world-class, not only in mobile comroations, but also in terms of Corpo-
rate Responsibility (CR). It's confirmed on a ddilgsis by Vodafone CZ, too. Corporate
responsibility is based on fair business, consitieraof the environment and responsibili-
ty towards the people and communities around uis. ¢tompany that takes corporate re-
sponsibility seriously becaug@4]:

1. It runs its business not only in accordance \Wath, but also aims for, higher standards.
2. It's considerate of the environment, and trizgntinimize its impact on it.

3. It's friendly to people, partners, as well ag thider community; it maintains a dialogue
with them and supports beneficial projects and paofit activities.

Responsible marketing

They communicate in a clear and open way so thstiomers can make a fair decision
based on their information. Their offers are easyriderstand, transparent and free of risk
taking. Communicating with honesty and taking aafreew customers as well as the cur-
rent ones is part of Vodafone CZ strategy. Thiohsious, for example, in the 2007
Christmas campaign entitled “It's Good To Be Faithfin which Vodafone sheep offer all
customers as many months of an extra 20% crediitegshave spent years with Vodafone.
Another was the fake reindeer campaign with Pétrtnicek which has a similar attitude.
Also another thing was that they charge calls peosd after the first minute and have
been doing so for a few years now.

Vodafone CZ Foundation

Through the Foundation, Vodafone CZ wishes to hle world to become a place where

human solidarity is not a foreign concept and whsoeially responsible activities of cor-



porations are the usual standard”.

The main objectives of the Foundation are to ingathildren and young people and in-
crease their participation in diverse projectshairt communities. Vodafone CZ focuses
mainly on developing the skills of young people amidren as well as sustainability of
the project while selecting or deciding about tipairtners.

They also care about connecting diverse groupsiwabciety through particular projects.
The proactive attitude of participants in solvingncrete issues or their projects are ele-
ments which Vodafone CZ supports through the Fotimla They want to contribute to
create a space, opportunities and tools with wpebple will be able to help themselves
and others around them to have impact on societyleir communities.

As well, they want to improve the quality of lifd disadvantaged groups through the
projects using the benefits of mobile and commur@oaechnologies.

Partnerships

Vodafone has partnerships with diverse institutieush as Business Leaders Forum, Do-
nors ForumCVUT, SONS and many others. They hold discussiorts thieir representa-
tives, trying to keep them and Vodafone informeelarhand learn from opinions and re-
ceive feedback, which is used by them to furthgarowe their activities.

Being a Role Model

Vodafone CZ has good example fesponsible marketing There are not so many com-
panies which are communicating right message tw tustomers. Companies should be
transparent even in advertising. Together with, ttintircommunication on the packages
for supporting environment is really important asllwWe can find thespictograms on
many of our products but still not at all of thewhich should be essential. They are sup-
porting youth through theifFoundation but there is space to even more support develop-
ment of university students as their potential eygés and future leaders. Another good
example for CZ companies can lmng term partnerships which Vodafone CZ estab-

lished with different organizations.



ATTACHEMENT 7: BUSINESS CASE STUDY — MICROSOFT CZ

Company name Microsoft e
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CSR mission
Microsoft believes that it can make the greatesttrdoution to society when its business
operations and citizenship efforts are closely radéid. The Microsoft corporate citizenship
mission is simple: to serve the public good througiovative technologies and partner-
ships and to deliver on our business responsiéditf growth and value to our customers,
shareholders, and employees. This mission notganfies our work as a corporate citizen,
but also provides a framework through which ouribess addresses new markets, tech-
nologies, and business mod¢l<Q]

Microsoft for People

We feel responsibility; we help to Czech Republiizens.[19]

Microsoft built strong partnerships in past 20 geahich are based on common commit-
ment towards finding out the optimal technologisalutions which can bring significant
and sustainable changes to humans’ lives.

Microsoft Unlimited Potential-Community Technology Skills Program

By partnering with governments, nonprofits, and gmrernmental organizations, the Mi-
crosoft Unlimited Potential-Community TechnologyilBkProgram promotes workforce
development and IT skills training programs theatl#a young people and adults to realize
their potential. Through cash grants, software tdong, technology solutions, and specia-
lized curriculum, the program supports communithtelogy centers around the world.

Computers against barriers

Program PCs against barriers was established thartke partnership between Microsoft
a Charta 77 Foundation. The aim is to help dishblézens to be able to work in everyday

life. There are 12 educational centers in CR wipobvide education for more than 500



disabled people per year.

Safe Internet

The aim is to increase awareness and inform abmgles actions, how to behave while
surfing at internet, why not to give personal infation while you are chatting with some-
body, what to do when you receive suspicious efr@ih somebody you don’t know.

IT Center

Microsoft in cooperation with Cigler Software andlas.cz offers to non-profit non-

governmental organizations opportunity to gain\gafe as well as hardware for non-
commercial prices.

Partners in Learning

Microsoft beliefs that can thanks to appropriatacatdion and right tools (computers, etc.)
contribute to the creation of social and economaggbortunities, which can help to the
needed change in society and help to people distbhge potential. These partnerships are
mainly focus on Elementary and High Schools.

Microsoft has specifically most die initiatives connected with their core workwhich

is really important for companies to contributehe society with expertise you know real-
ly well, your know-how. Every single program which | mentioned above hgseat sense
in connection with Microsoft, and most of the comiea can be inspired by this and use
their true knowledge within their CSR prograMicrosoft supportsducation about IT,
providing software and hardware for people to dgweheir potential, havingampaigns
towards increasing knowledge and awareness of shvetakeholders, building all this on

long term partnerships.



ATTACHEMENT 8: CSR AND TOMAS BATA

This research was published as article. [37]

Economic Area

Social Area

Transparency

v" Weekly salaries

v" Weekly accounting

v'Information publish in news

v' Transparency internally and externally

Employees health and safety

v' 1924 established health and social departm
v/ 1927 established hospital

v" Regular preventive medical check-ups

v Biological laboratory

ent

Ethical Codex

v/ Bata’s philosophy

v' Decalogue for concrete groups

v' Mottos at factories' walls, stairs or in
Bata's press

Education and development

v’ Lifelong education — courses

v Bata School of Work

v' Experimental and Technical schools
v" Research Board

Good reputation
v",Our customer are our master”
v Public service

Quiality life support

v’ Zoo, open air pool, civilization comfort,
v Zlin as gardening town*

v Housing

v Telephone network development

Quiality products

v',The most quality products for the lowe
price"

v' Complexity of services — after-sales se
vice

Balance of professional and personal life

v Culture and sports with motto ,Healthy body
healthy spirit*

v"  Cinema, exhibitions

v" 1930 Shoe Museum

Invoices payment on time
v' Weekly validity of invoices

Diversity at workplace
v' Handicap people, foreigners

Protection of mental ownership
v' 1924 Research Unit — ideas were paid

Support of dismiss employees
v’ Effort not to fire, employment supply

Ethical marketing and advertising
v' Always truthful
v' Usage of all kinds of advertisement

Corporate donations
v' 1925 Bata’s subsidy fond, Support of talent
v' ,Mammoth“in Brno

192}

Innovations
v' 1924 Research Unit

Equal opportunities
v Opportunities for women (dorms)

Sustainability
v' Growth trend at company

Increasing employment and infrastructure de-
velopment

v' Low taxes, Transportation (air, road, rail)

v Entrepreneurship/business support

v Network of water channels

Environmental Area

Reducing impact on environment
v

Complex canalization

AN NI

Maximize cleanness and town maintains

Construction of town and factory ,in green*
Usage of rail, air and shipping transportation

Ecological corporate policy
v' Waste usage
v' Energy and water conservation

Natural resources protection
v' Clean rivers — Drevenica and Morava




ATTACHEMENT 9: STUDENTS' QUESTIONNAIRE — CZECH

Dobry den,

Radi bychom vas poprosili o vygini dotazniku, ktery slouzi kfmkumu o spol&enské
odpowdnosti firem (SOF, nebo Corporate Social ReporigibilCSR) vCR zangiené na
expresni pepravce.

Univerzita Obor /Fakulta Vek

Mésto Roénik MasS zkuSenost se SOF7 Ano - Ne

1. Zajimate se, zda jsou spiiesti odpo¥dné — sociélé, ekonomicky a enviroment&ia

o Ano
o Ne

2. Delate rekdy prizkum o iniciativach SOF spaleosti [fedtim nez se rozhodnete od nich
koupit produkty nebo sluzby?
o Ano

o Ne

3. Na jaké oblasti by se spot®sti nEli nejvice zansiit v ramci SOF dle vaSeho nazoru? (3)

o Zavazky wici zamestnan@ém o Eticky kodex
o Odpowdnost k Zivotnimu progedi o Transparentnost
o Poskytovat kvalitni produkty a sluzby o Inovace a udrzitelnost
o Firemni darcovstvi a dobrovolnictvi o Zdravi a bezpmost zamestnaic
o Prispivat ke vzdlavani budoucich o Rozvoj zamdstnanosti a mistni
lidru (v sowasné dob student) infrastruktury
o Marketingova a reklamni etika o Ekologicka vyroba, vyrobky a sluzby

4. Znate gkterého z nize uvedenych expresnitéppavcu?

o DHL o UPS o PPL
o TNT o FedEx o DPD o Jine
(menujte).......cceevveeevveniniennn.

5. Myslite, Ze vySe uvedené spttesti ctlaji néjaké SOF aktivity?

o Ano
o Ne

6. Jmenujte prosim jaké a Ktera SPDMEST..........ccoveeeeiiiiiiiiiiieee e e e e

7. Co si myslite, Ze jsou primarni odgdnosti firem? (Vyberte 3)
o Uspokojovani pdeb zékaznik
Maximalizace hodnoty pro stakeholdery
Produkovat uzZitené a vysoko kvalitni sluzby/produkty
Investovani doirstu svych zarstnand
Nabizeni rovnocennych moznosti pro 2atnani
Vytvareni hodnoty pro spoteost/mistni komunitu, ve které funguje
Obohacovani podminek Zivotniho presti

Oo 0o oooo o




8. Jaké faktory budou pro vas néggit¢jSich @i vybéru vaseho zadstnani? (Vyberte 3)
o Plat

PrileZitosti pro fist a rozvoj

Jistota prace

Potencial pispivat spolénosti/komunig

Vysoke etické standardy

PrileZitosti zahrariniho cestovani/prace

Vyzyvavy a zajimavy popis prace

O 0O ooogod

s

9. Které ¥ci budou pro vas nejdezitjSi, aby vas zawstnavatel mil? (Vyberte 3)

Dobré, upimné zanistnaneckeé vztahy

Transparentni obchodni praktiky

Bezpe&né a vysoko kvalitni produkty/sluzby

Transparentost a odp&inost v obchodfitdodavatelskénetezci
Odpowdnost wic¢i Zivotnimu prostedi

Raznorodost na pracovisti

Otewené a spravedlivé vztahy s mistni komunitou

O oOooooo o

10. Jaké maji spataosti vyhody ze SOF, podle vaseho nazoru? (Vyl&rte

LepSi véejna image

V¢étSi loajalita zakaznik

DlouhodolgjSi stabilita na trhu

SilngjSi a zdra¥jSi komunita

SpokojerjSi a produktivijSi pracovni sila
SnadrjSi vstup na zahragi trhy
SniZzovani operativnich naklad
Zvysovani zisku

O 0O o0oooood

11. Co povazujete za nejéi problémy sotasného ssta? (Vyberte 3)

Chudoba

Transparentnost, korupce, kontrola a etika
Civiliza¢ni choroby jako HIV/AIDS, tuberkul6za, atd
Negramotnost a vathni

Znedisténi Zivotniho postedi a zmina klimatu
Zdroje energie a jejich vyuziti

Lidska prava

Finareni krize

O 0Ooooooo o

12. Jakeé aktivity firem byste radi Wlidlv ramci jejich SOF iniciativ?

a)
b)

c)

DEKUJEME ZA VAS NAZOR A CAS.




ATTACHEMENT 10: STUDENTS QUESTIONNAIRE — ENGLISH

Good afternoon,

We would like to ask you to fill the questionnaivlich is focused on research about Cor-
porate Social Responsibility (CSR) in the CzechU®dip also connected with logistical
and transportation sector. Thank you.

University Faculty Age

Do you have expe

rience with CSR? Yes—No

City Year of Study,

1. Are you interested whether are organizationsaigdResponsible in?

o Yes
o No

2. Do you do research about CSR initiatives of oizgtions before you decide to buy
products or services from them?
o Yes

o No

3. What are the areas which companies should belyrfacus n within their CSR program ac-
cording to your opinion? (Please choose 3)

o Commitment to employees o Ethical codex

o Responsibility to environment o Transparency

o Provide quality products and services o Innovations and sustainability

o Donations and volunteering o Employees’ health and safety

o Contribute to the future leaders’ educa- o Increasing employment and infrastruc-
tion (currently students) ture development

o Marketing and advertising ethics o Ecological production, products and ser-

vices

4. Do you know any Transportation and Logistics pany mentioned below?

o DHL o UPS o PPL

o TNT o FedEx o DPD o Others (name).......
5. Do you think that those companies have any G3iRitzes?

o Yes

o No

6. Please mention which company and activity:

7. What do you believe are the primary resporsgsl of a company? (please choose 3)
o Satisfy Customers’ needs

Maximize values for stakeholders

Produce useful and high-quality products/services

Invest in the growth of employees

Offer equal opportunities employment

Create value for the local community in which ieogtes

Enhance environmental conditions

O 0o oo oo




I O] 1 [ £

8. Which factors will be the most important in ygoib selection? (please choose 3)
Salary

Opportunities for growth and development
Job security

Potential to make a contribution to society
High ethical standards

Opportunities to travel/work intenationally

o Challenging & diverse job responsibilities

O 0O ooogod

9. What would be the most important from followitigngs you will consider you
potential employer has? (please choose 3)
o Good, fair employee relations

Transparent business practices

Safe and high quality products/services

Transparency and responsibility in supply chain agament
Responsible environmental practices

Diversity at workplace

Open, fair community relations

I I I B B B

10. What do you think are the benfits for compaifiesm CSR? (please choose 3)
A better public image/reputation

Greater customer loyalty

Long-term viability in the marketplace

A stronger and healthier community

A more satisfied and productive workforce
Easier access to foreign markets
Reduced operating costs

Increased revenue

O 0O o0oooood

11. What do you consider as the biggest problentise world today? (please choose 3
Poverty

Transparency, corruption, governance and ethics
Diseases, such as HIV/AIDS or Tuberculosis
llliteracy and education

Environmental pollution and climate change
Energy sources and their usage

Human Rights

Financial Crisis

O 0O o0oooood

12. What are the activities you would like to ggthin companies’ CSR initiatives?
a)
b)
C)

Thank you for your time and opinion.

=



ATTACHEMENT 11: SURVEY'S EMAIL TO CUSTOMERS

Dobry dei, som Studentkou 5. ¢nika Univerzity TomésSe Bati ve Zline a momentélree p
cujem naDiplomovej praci na téma Spolé@enskej Odpovednosti Firiem (SOF).
V ramci mojej prace robim priezkum medzi
a) Zakaznikmi, zamerany smerom na expresnych prepvaectu zisujemaka je ro-
la SOF prave zo zakaznickeho pdtadu
b) Studentami univerzit, ako potencialnymi buddcimineatnancami a zigjem aku
rolu pre nich ma SOF pri vybere zamestnaiate
Z toho dévodu oslovujem Vas, akocagtného alebo potencialneho zakaznika niektorej zo
spolanosti expresnych prepravcovOR. Rada by som vas poprosila o vyplnenie do-
taznika, ktory zaberimax. 6 minut Vashoc¢asu Na vyg’nenie daného dotaznikages do
9. 4. 2009 potom budu informacie vyhodnotené. Odkaz na ertiotaznikDotaznik.
Ak by ste mali zaujem o vysledky priezkumu prosiapiste mi na tato emailovu adresu.
Taktiez, ak by ste mali zaujem, méZem v prilohel@imvej pracezverejnit’ meno vasej
spolaénosti s logom ako organizacie prispievajucej k priezkumu o SOF.
Vopredd’akujem za par minat venovanétasu a prajem prijemny tie
S pozdravom, Nina Rtakova

| would like to thank these companies for participaing in the research:

Alcoa Fujikura Czech s.r. ALCDA American Way Group

Molnlycke Health Care Klinipra

COMA ZALOHOVAC] SYSTEMY, a. SN s.1.0.
o gemalto
Ceské aerolinie, a QAIRUNES %) Gemalto Pragu '
Eaton Industries s.r.o.
Lo By — -
Leo Burnett Advertising, spol. sr. E:Tas'g 2
ZPA Smart Energy s.r.q.
Moravia
MORAVIA TRANSLATIONS a.s. werldw gy

SKD TRADE, a.s. <&



ATTACHEMENT 12: CUSTOMERS' QUESTIONNAIRE — CZECH

Dobry den,

Radi bychom vas poprosili o vygni dotazniku, ktery slouZi kjmkumu o spoléenské
odpowdnosti firem (SOF, nebo Corporate Social ReporigibilCSR) vCR zangtené na
expresni pepravce.

M¢ésto Paoset zasilek misicne Obor&innosti

1. Jaky je hlavni faktor, ktery oviiaje vas nazor o jednotlivych spdiestech?
o Spol&enska odpotdnost

o Znaka — kvalita a reputace
o Zasady byznysu

2. Zajimate se, zda jsou spiiesti odpo¥dné — socialéy ekonomicky a enviromentait
o Ano

o Ne

3. xlate rekdy prizkum o iniciativach SOF spaleosti gedtim nez se rozhodnete pd
nich koupit produkty nebo sluzby?
o Ano

o Ne

4. Na jaké oblasti by se spotesti neli nejvice zaniiit v ramci SOF dle vaSeho nazoru? (3)
o Zavazky Wici zamgstnan@m o Eticky kodex

o Odpowdnost k Zivotnimu progdi o Transparentnost

o Poskytovat kvalitni produkty a o Inovace a udrzitelnost
sluzby o Zdravi a bezpsost zamestnaic
Firemni darcovstvi a dobrovolnictvi o Rozvoj zanistnanosti a mistni
Prispivat ke vzdlavani budoucich infrastruktury

lidru (v sogasné dob studeni)
o Marketingova a reklamni etika

O

Ekologicka vyroba, vyrobky a sluzby

5. Znate gkterého z niZze uvedenych expresnigppavcu? (Zakrouzkujte kterého znéate)

o DHL o UPS o PPL

o TNT o FedEx o DPD o Jiné (jmenujte).........
6. Vite, Ze vySe uvedené spatosti ctlaji néjaké SOF aktivity?

o Ano

o Ne

7. Jmenujte prosim jaké aktivity a ktera SPoest...............cvviiiiiiiiiiieeeeeeeee,

8. Co si myslite, Ze jsou primarni odgdwmosti firem? (Vyberte 3)
o Uspokojovani pdeb zékaznik
Maximalizace hodnoty pro stakeholdery
Produkovat uzZitené a vysoko kvalitni sluzby/produkty
Investovani dotrstu svych zarstnand
Nabizeni rovnocennych moZznosti pro 2atnani
Vytvareni hodnoty pro spoteost/mistni komunitu, ve které funguji
Obohacovani podminek Zivotniho presti

Oo 0o oooo o




9. Zvysili by jste nakup resp. poptavku po zboaidbhch spoknosti, kdyz by jste se dogskli,
Ze zvySuje sk pozitivni vliv na spolénost diky iniciativam SOF?

o Ano

o Ne

10. Existuje firma A, kterd neéth nic voblasti SOF a vy si od nich koup
produkt/sluzby, a pak zjistite Ze existuje jinan@ B, ktera je spobensky odpowdna,
zanenili by jste nakupovani od firmy A za produkt/slyzfiirmy B? (vSechny jiné
podminky ¥etné cen, servisu, doteni, atd by byly stejné)

o Ano

o Ne

o Nevim

11. Vyhybali byste se spolupraci se spaolesti, ktera je vnimana jako spidasky
nezodpow¥dna?

o Ano

o Ne

12. HReswdcovali byste lidi kolem sebe, aby nakupovali slupbgdukty jen od
spole&nosti, ktera je spotensky odpo¥dna podle vasi vliastni zkuSenosti?
o Ano

o Ne

13. Jakeé aktivity firem byste radi Wlilv ramci jejich SOF iniciativ?

a)
b)

c)

DEKUJEME ZA VAS NAZOR A CAS.
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ATTACHEMENT 13: CUSTOMERS' QUESTIONNAIRE - ENGLISH

Good afternoon,

We would like to ask you to fill the questionnaivlich is focused on research about Cor-
porate Social Responsibility (CSR) in the CzechU®dip also connected with logistical

and transportation sector. Thank you.

City Nr. of shipments per Business field

month

1. What is the main factor which influences youmagn about companies?
o Corporate responsibility

o Brand — quality and reputation
o Business fundamentals

2. Are you interested whether are organizationsaipdkesponsible in?
o Yes

o No

3. Do you do research about CSR initiatives of oizgtions before you decide to b
products or services from them?
o Yes

o No

4. What are the areas which companies should b@yniacus n within their CSR program ac-
cording to your opinion? (Please choose 3)

o Commitment to employees o Ethical codex
o Responsibility to environment o Transparency
o Provide quality products and servicess Employees’ health and safety
o Donations and volunteering o Increasing employment and infrastructure
o Contribute to the future leaders’ edu-  development
cation (currently students) o Ecological production, products and servic

o Marketing and advertising ethics

5. Do you know any Transportation and Logistics pany mentioned below?

o DHL o UPS o PPL

o TNT o FedEx o DPD o Others (name)..............
6. Do you think that those companies have any G3iRitzes?

o Yes

o No

7. Please mention which company and activity:

8. What do you believe are the primary resporitigsl of a company? (please choose 3)
o Satisfy Customers’ needs

Maximize values for stakeholders

Produce useful and high-quality products/services

Invest in the growth of employees

Create value for the local community in which ieogtes

Enhance environmental conditions

Others ..
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9. Would you increase your demand on company'slysts/services if you find out that th
company increased their CSR impact?

o Yes

o No

10. If there is a company A which does not haveRCGftivities and you buy prod

ucts/services from them, and then you find out thate is another company B in th

is

at

market but do have a CSR activities, would you g éhange company A to company B?

(all other conditions are the same-prices, deliveeyvice, etc.)
o Yes
o No
o ldon’t know

11. Would you avoid cooperating with company whistperceived as not socially re-

sponsible?
o Yes
o No

12. Would you persuade people around you to bugymts/services justom company
which is perceived as socially responsible accgrtinyour own experience?
o Yes
o No

13. What are the activities you would like to sehin companies’ CSR initiatives?
a)
b)
c)

Thank you for your time and opinion.



