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ABSTRAKT

Tato diplomova pracéesi problematiku etickéhtizeni spolénosti. Popisuje nezbytnost a
pristupy k podnikatelské etice v oblasti papirenskatiskaského piimyslu a na konkrétnich
piikladech hodnoti strategie vybranych firem. U modélfirmy Graspo CZ prace analyzuje
podnikatelské prostdi i aktivity firmy a v projektov&asti navrhuje zenu komunikace a
celkoveé vize firmy podle treridv podnikatelské etice agdevsim v oblasti Corporate Social
Responsibility (CSR).

Kli ¢ova slova:Corporate Social Responsibility, podnikatelsk&atetickétizeni, papirensky
a tiskdasky prfimysl, teorie sdilené hodnoty

ABSTRACT

This thesis deals with the problematic of the ethigovernance and leadership in the
company. It describes the necessity and the apipesao the business ethics in the paper and
printing industry and in specific examples it ewdls the strategies of the selected
companies. In the model firm, Graspo CZ, it anaydee business environment and the
activities of the company and in the project paproposes the changes of the communication
and the overall vision of the company accordinthetrends in business ethics and especially

in the area of Corporate Social Responsibility (ESR

Keywords: Corporate Social Responsibility, business ethatkijcal leadership, paper and

print industry, the Theory of Shared value
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FOREWORD

In my last work about CSR | focused on the probligenaf the reporting of the company’s
responsible behaviour. | dedicated my researchdonmays of company’s PR and involving
all the stakeholders (including the clients or tlustomers) into the responsible approach to
business. My last research counted with corponaiitisa wide scope of responsible activities.
The question of corporate ethics and the transpgrehn corporate PR were the two main

topics involved in all the parts of my work.

Because of the theoretical background | gained ynlast thesis | decided to write another
CSR thesis. Taking in account the development dR @&ories and the trends for the next
years in CSR strategies | will aim to evaluatedlteapproaches to responsible behaviour of a
selected company and suggest new and complete @8&mance of this company. This
thesis should manage to turn a company that alrezadizes the importance of ecology in the
business to a fully responsible company, which wdug competitive and respected on the
international and local market thanks to its CS&aies.

Since companies depend on global development, whitrn relies on stability and
increased prosperity, it is in their direct intéreshelp improve the state of the world.

Klaus Schwab, 2008

This phrase that originates from the German ecosioamd the founder and executive

chairman of the World Economic Forum is the bacldohthis master thesis.
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INTRODUCTION

Twentieth century dramatically changed the behavwduhe people. For the centuries before,
people solved mostly just the local and regionabfgms and needs so their behaviour was
focused on their nearest surrounding. Nowadaysethteepreneurship has mostly global
scope. Many local problems have global character they are influenced by the global
development. It wouldn’t be possible to create ghosources to maintain, support and
improve the standards of living of the increasimgpudation without the integration into the

global world industry, without being global.

This integration is called globalization and itngisputably important for the business and for
the development. This approach brings many pogshkilfor the corporates and companies,
because it broads their field of operations, buhegsame way, it bring many responsibilities.
Globalization can bring the expected results onhew it stands on ethical building stones,
ethic relations and ethically boarded and globadlgpected goals within an ethical way to
reach these goals.

Twentieth century was the century of the biggesinges and with the quickest growth in
technological innovations and the diversity of ner&ffer. When talking about the dark side
of globalization, it was as well the fuel of conqutran and the consume style of living. The
consumptive style of living, the greed for more atmlising the planet, when pointing to the

others without realising of our influence, is tla@n® as cutting the branch under ourselves.

Milton Friedman said: “The business of businesdadmg business only”, the content of this
sentence is easily understandable and this respectaomist gained admirers and opponents
for his commercially oriented approaches to businédgter the discussion of this approach

the sentence was widen. “...as long as it stays witie rules of the game.”
This little enrichment closes the door to buck-pagand abuse of the cited sentence.

Ethics in business make the managers change thédnal approaches and the customs of
production. There are created new methods of managgethat reflect the development of
social and economic relations in society. The atserf legislative that would strictly control
the responsibility of corporates decisions ledraate these methods. In this writing corporate

social responsibility as a model of ethic approadhbe described.

Corporate social responsibility as a part of thecal entrepreneurship, the concept of modern

management, is known for several decades and laegmpd corporate citizen is not just a
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privilege of big companies any more. The trenchat every year more and more small and
medium enterprises improve their behaviour withlisesy the only obligation of their
operation — support the sustainable developmettiedsf market. In the ideal world it would
sound logic. If the company wants to increase Iitdipin a longer term, to build the brand
with prestige and gain loyal customers, it shoutthdve as a good neighbour. In the same
wave of thinking, if any company wants to grow,ngeds the place to grow; therefore it
depends directly on the global development. Therétiany other way to grow without
supporting the development of the world. These idenations could be called natural
approaches to the business or the common sensgsiofess. The nature changes under the
influence of the human and the companies and carg®rare the first responsible for the
change.

Let’s not talk about the global warming and otHenate changes, about the gap in between
the poverty and fortune and about the war. Thiskvatrould show the positive influence of
the companies and the trends in attitudes to te@isable business of the companies. While
showing the possible ways to corporate behavidus, work wants to draw a picture of the
bright future of the business ethics and will shihe possible transformation of a model

company.
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1 BUSINESS ETHICS

The concept of ethics and morality will be undertythroughout the entire work. Therefore it
is inevitable to describe and present this coneept specify the area in which will the

concept be anchored.

On the very beginning, it is important to answeaat is ethical and what do ethics mean.
According to Holmes (1984) ethic is about the gdtidht is, what values and virtues we

should cultivate) and about the right (that is, tunar moral duties may be).
Yet the difficult part occurs when we ask, who eads, what is good and what is right.
To be able to answer this question the examineal @&rehe ethics should be described.

According to Smajs (2008) we can describe the lessienvironment as a space that includes
the whole complex of interests, relations and cotioes within its actors that in the context

of the society calls for legality and morality. (8js, 2008, p. 78)

Under this definition the business environment barunderstood as a net of individualities,
organizations and governments that work underneathutual influence in a system that

needs to be supported by rules.

Concentrating only to a single company and itsrimess environment, this net of relations and
influence is the group of stakeholders. Stakehsldéthe company may include: employees,
suppliers, customers, competitors, government, comimresidents and others.

The stakeholders’ theory says that the companiesldltonsider the needs and interests of
multiple stakeholder groups, not just those wittliract financial stake in the organization's

profits and losses. The idea behind stakeholdeedbashical decision making is to make

sound business decisions that work for the goall @fffected parties. (Merchant, [online])

The beginning of the ethical business is diffictdt define, but as Krymlakova (2009)
concludes, already in the year 1759 Adam Smith wakling the question of the
responsibility of business in his book ,Theory ofoMl Sentiments®, but the important
milestone is the book ,Principles of Economics”,end Alfred Marshall defines economy as

a moral science with ethical roots.

Therefore, ethics should be the rightful part & dompany’s strategy, while implementation
of the ethics should be based on the conclusionthefethical analyses of the economic
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activity. In short it can be said that the businetbsécs solves the application of ethical values

into the business. (Krymlakov4, 2009, p. 33)

Even though Putnova (2007) explains that the buasinethics is not so far firmly
terminologically anchored, what’s caused by reddyivshort evolution of the concept and
because it differs through the cultures and difietanguage background, business ethics are
generally classify as one of the category of thaiag ethics, that focuses on the ethical rules
and principles of the entrepreneurship, moral atidca problems, specific duties and
commitments arising from the business activitieaclE ethical dimension is examined in
economic, legal, political and environmental contexlocal or global scope. (Krymlakova,
2009, p. 34) Business ethics, concentrates on thralrstandards as they apply to business

policies, institutions, and behaviour.

Business ethics can be defined as the criticalicktred examination of how people &
institutions should behave in the world of commerce particular, it involves examining
appropriate constraints on the pursuit of selfrede or (for firms) profits, when the actions

of individuals or firms affects others. (MacDonakd10 [online])

In this definition, the word should is crucial. This word says that the level of tthics is
voluntary and personal for all the companies. d&hstrategy of the company is something
deep inside of the corporate culture, somewhetiedrtorn of the business.

With other words, business ethics is the acceptedfsmoral values and corporate standards
of the operations of organization, but the spegi6€ what this actually means can vary from

one organization to another.

In the Czech market the Bata’s management is peteas a responsible and complex
summary of guidelines for the ethical and succéssitrepreneurship. As Ritova (2007)

mentions, the functionality of Bata’s managemeneisfied by years of praxis and according
to specialists the principles of Bata’s managenbeiiitt the ground for the new school of

business leadership and management.
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1.1 Voluntariness of the responsibility

The term responsibility in moral aspect reflects ituation, when we are able to sensibly
justify our decision, behaviour or activity amorfgetothers. Smajs (2008) argues that the

fundamental condition of responsibility is its votariness without any external pressure.

Putnova, Sekiika (2007) describe the responsibility on the cantdéxeliance. According to
these authors, responsibility is tightly conneatgtth the reliance, which can be defined as a
presumption, expectations and faith that relatabégorobability that the upcoming activities
of the other person or of the organization will dexeptable, beneficial or favourable or at
least they won’t be run in conflict with the intsti®of the one who relies.

This explanation continues with the argument, thaponsibility and the reliance are two key
values that are crucial in every market economgabse it’s impossible to build the contract

relations without these mentioned values.

If we accept this definition, the responsibilitynst so voluntary any more. The concept of
responsibility as the voluntary approach to theirmss is undermined by Werner Stark.
Ethical management is a process of anticipatindp tio¢ law and the market and for sound
business reasons. (Stark, 1993, p. 39) Sayingttieataw has some significant role in the
decision making of the company about, how ethigllitheir activities be, is antagonist with

the Smajs’s opinion about the absolute voluntasinéshe ethical behaviour of the company.

Nevertheless, to help the system of mutual coojperatithin the business and society work

well, there are some organizations that deal vii¢ghbusiness ethics.

The most important organization is the Europeanir®ss Ethics Network that was
established in the 1987.

Krymlakova (2009) says about this organization thiatonnects the representatives of
academic and business sphere with the aim of lgattie@ discussion on the topics of the

business ethics and the corporate social respditysibi

And she adds: in the 1999 the states of OECD sigheddocument called ,Corporate
Governance, “that contains the recommendations hef éthical management for the

international organizations.

The most important volume of rules for the interoral trade is probably the OECS and UN
Global Compact. Important are as well the ethiabds of business by The Caux Round Table

and Sullivan’s global principles of the corporateial responsibility.
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Yet, the perception of the responsibility of themganies, if it should be voluntary or
mandatory, is not entirely clear and the opinioecsfum includes three main concepts, as
Putnova, Sekika (2007) conclude.

The first concept, close to Friedman’s definitisnthat the organization is just a legal entity

and it doesn’t have any moral responsibility.

The second states that the organization is mokgéstyy because it is created by people and
the last concepts says that the organization ocahgpany is the moral actor, what's less than
a subject, because it is formed to some purposeefire it has tighter moral responsibility
than the individual. (Putnova, Sekka, 2007, p. 57)

There is a number of reasons declared by the respéterature to adopt the business and
social responsibility. According to Robbins, Coult@004) several basic reasons exist.
Among the reasons the expectations of the genakldicpof such behaviour, the possibility of

limitation of another governmental regulations oeating better social advantages in the

environment for the society and for the companylmamentioned.

1.2 Adoption of the business ethics in the company

Business ethics can be perceived in many levelgmiakova (2009) mentions some fields
that connect the business with the ethics. For elamis the ethics of individuality, workers'

rights, consumer rights, anti-discrimination pragsa codes of ethics, the careful use of
energy, dealing with classified information of thiganization in business negotiations, global
business, responsibility of the organization, emeéresponsibility, alerting the employees
about the unethical behaviour, environmental ptaie¢ protection of animals and research,

industrial espionage, corruption, ...

This list of fields connected to business ethics ba divided into three levels of business

ethics.
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The macro level:

» The main subjects of macro level in the businesE®tare the state and the company.
The state and the legislative bodies use the kgisl as the ethical frame of the
function of the economy to influence the ethicahdaour of business subjects.

* The last level of the macro level is the ethics iofernational organizations.
Krymlakovéa (2009) says that this level is influedd®y legal orders and the activity of
the international institutions, which defines tles for the international trad®SN,

OECD, ILOcan be mentioned among these institutions.

The corporate level:

* On corporate level the business ethics managedipow@ate social responsibility and
the codes of ethics of the company as well as &tigsues facing individual corporate

entities (private and public sector) when formuigtand implementing strategies

The individual level:

* On the individual level it is the problematic oetbehaviour and actions of individuals
within organisations (Applied Corporate Governarjoaline]), for example the moral
commitments of the employees or the moral leadershihe management.

1.3 The tools of ethical management and the ethical sttegy

Business ethics are commonly represented by wrattehunwritten codes of moral standards
that are critical to the current activities andufet aspirations of a company, but the way to a

systematic ethical strategy is long and difficult.

Ethical management is based on the ethical infretre of the company, so on the direct
application of the ethical principles, tools andtinogls into the business process... These
tools should build some logical complex that hethe company to reach the targets.
(Sekntka, 2002, [online])

According to Putnova (2007) the tools of ethicalnagement can be divided into two
categories: the traditional and modern. Among thditional tools fall the codes of ethics,
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ethical leadership, ethical education and trainidgaong the modern ones come ethic and

social audit, ombudsmen for ethics in the compardyethics committees.

Codes of ethics are the oldest and the most frelyuersed tool of ethic business
management. The history of the codes of ethicshe=samto the ancient Greece, because the

Hippocratic Oath is considered as the first codetbits.

Putnova (2007) argues that the traditional tooldudiness ethics started to be used in the
twenties of the twentieth century and they are ssefhr. These are simpler codes such as the
corporate creeds and declaration of values. Inthihrées the creeds and declarations were
followed by the introduction of codes of ethical aets (ethical leadership) and trainings of
employees to act ethically. The further developmehtraditional instruments comes in
sixties, as there are the codes based on the tbéstgkeholders introduced into practice.

The code of ethics normally consists of severaltspaBlaha, Dytr, (2003) these parts
summarized into preamble, the expected standardshaviour and ways of using the code of

ethics in decision making and its validity.

The structure of the code of ethics can differduse the companies themselves set the points

that are crucial for the activity of the company.

Rolny (1998) described the main advantages of doption of the code of ethics in 5 points.
It's the:

* Elimination of the undesirable practices, which ntayse decrease in the favour of
the stakeholders, and thus lead to economic losses

» Codes of ethics prevent from the abuse of the ipositf superiors in the company

* It's a mean of motivation for employees that warkenvironments recognizing the
ethical values

* It serves as a strengthening of the disciplineiwithe company

* It helps the company to decide in difficult isssegh as the handling of confidential

data.
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2 CORPORATE SOCIAL RESPONSIBILITY

In the previous chapter it was briefly describetiatvare business ethics, and why are ethics
important in corporates” performance. Indisputalglyrporates have the influence on the
society so they need to adopt some attitude of teiaviour to the environment and society.
This opinion led to the pre- definition of the apach to the CSR concept.

The substance of social responsibility arises floncern for the ethical consequences of

one’s acts as they might affect the interests loéist (Davis, 1967)

2.1 Definition of the concept

Corporate Social Responsibility (later just CSRplieady a widely spread and understood
concept of business behaviour. Nevertheless, isrdbenave an integrated definition that
would be accepted by authorities. The concept afidd responsibility” has been developing
since the seventies of the last century, but yestetis not uniform definition. (Piékova 2007,

p. 131) claims that corporate social responsibiktyunder-stood as the initiative, which is

based on a voluntary and has no clearly defineddbanes.

The spontaneous development, as well as a rehatimede width of this concept, which is
connected across the board with a wide variety ie€iplines, is causing a very high

terminological inconsistency. (Kunz, Srpova, 20091)

Putnova, Sekika (2007) see the brief introduction into the CRRaept as the theory from
A. Carrol with his pyramid based integration of tlagv, ethics and beneficences into the
theory of CSR; in his publications he writes: Tleneept of corporate social responsibility
(CSR) has a long and varied history. It is possitdetrace evidences of the business
community’s concern for society for centuries. Farmvriting on social responsibility,
however, is largely a product of the 20th centespecially the past 50 years. (Carroll, 1999,

[online])

As it is described in the standards of ISO 26008, term social responsibility came into
widespread use in the early 1970s, although varspects of social responsibility were the
subjects of action by organizations and governmasitar back as the late 19th century, and

in some instances even earlier.
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The phrase ,Corporate Social Responsibility’ orages with H. Bowen, who wrote the first
publication with this theme named Social Respofigibdf Businessmen in 1953. Later in
1999, Carroll called Bowen “The father of CSR” ims hpublication Corporate Social

Responsibility, Business and society.

CSR refers to the obligations of business to putBase policies, to make those decisions or
to follow those lines of action which are desirainléerms of the objectives and values of our
society. (Bowen, 1953)

This definition was not specific, so there wherengnafforts to define the concept of CSR
with some more particular words. Until now, thesenot one single definition of the concept,

but there are some commonly accepted definitions.

The World Business Council for Sustainable Develeptma group of 120 international
companies, defines the concept as a continuing ¢onamt by business to behave ethically
and contribute to economic development while imprguhe quality of life of the workforce
and their families as well as of the local commy@ihd society at larggWBCSD, 1998,
[online])

The International Labour Organization (ILO) desedlon its website CSR as

A way in which enterprises give consideration te itthpact of their operations on society and
affirm their principles and values both in their mwternal methods and processes and in
their interaction with other actors” and furtheresilied CSR as *“a voluntary, enterprise-

driven initiative, which refers to activities thate considered to exceed compliance with law.
(ILO, 2006, [online])

Drucker (2001) states that Corporate citizenshipamseactive commitment. It means
responsibility. It means making a difference in ’'en@mmunity, one’s society, and one’s

country.

The European Union drew up its own definition ofRCShe Green Paper of the European
Commission published in 2001 provides basically definitions of CSR. In the introduction
it is stated that Corporate social responsibilgyessentially a concept whereby companies

decide voluntarily to contribute to a better soci@td a cleaner environment.

Further in the Paper CSR is described as a condegteby companies integrate social and

environmental concerns in their business operatiang in their interaction with their
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stakeholders on a voluntary basis. (Green Paperogoorate social responsibility, 2005,

[online])

By stating that social responsibility and voluntataking on commitments which go beyond
common regulatory and conventional requirementschvivould have to respect in any case,
companies endeavour to raise the standards ofl sesialopment, environmental protection
and respect of fundamental rights and embrace an gpvernance, reconciling interests of

various stakeholders in an overall approach ofityuahd sustainability. (UN, 2001, [online])

But after all of these definitions there is a siigaint need to mention the K. Schwabs’s note
that Blanketing various responsibilities with tliegse term ‘corporate social responsibility’ is
an oversimplification that has led to a great dd@atonfusion. It is necessary to distinguish
between the different types of corporate activjtsesthat the work companies do to engage in
society is fairly recognized and appreciated anchpanies are better able to benchmark
themselves against the performance of differergrprises and learn from example. (Schwab,
2008, [online])

CSR is a way of sustainable management within tistness, social and political dimensions.
Entrepreneurial dimension relates to business anesprocedures by which companies try to

be more socially and environmentally friendly. (BawVolf, 2009, p. 27)

Trnkova (2004) describes socially responsible omgdions that they behave in order to
reflect the needs of their internal and externairenment (internal and external dimensions)
to contribute to sustainable development, beingsparent and generally to the overall

improvement of the society within and beyond fiefdheir business.

She adds that the social responsibility is refl@éddy the integration of positive attitudes,

practices and programs into the business stratédlieoorganization at the level of chair

management. It requires a change in perceptiohadf bwn role in society from the point of

"profit only" (only profit) to a wider perspectiva the context of the often mentioned three P
- "people, planet, profit", or so-called triple-twh-line, when the organization focuses not
only on economic growth, but also on environmeriadl social aspects of the activities.
(Trnkova, 2004, p.7)
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2.1.1 The evolution of the concept

Putnova (2007) describes the situation after thel\War Il by claiming that the economists
in Western countries began to lead a discussiothereconomics and about the increase of
production and its impact on the living standarfithe population. For many, it meant only a
result of increased consumption of goods and sesvito the fore but also stood out the
opinions that took into account the social aspet&sconomic prosperity, such as education,

the environment, discrimination, etc.

For her and many others, an important milestone thasyear 1953 when the book Social
Responsibility of Businessman is published, whene tuthor H.R. Bowen calls for
consideration of the social aspects of manageriéat title of his work has been partly used
in the nowadays commonly used form of CSR - CotigoBacial Responsibility.

Petikova (2007) describes the history of the concdpC8R in the Czech Republic. CSR
under this name, does not have a long history & @zech Republic, the theoretical
background are being developed in the second hakeo20th century. In historical context
we can only talk about so-called social enterppskcy, which in its essence is about the
attitude to employees and sophisticated concegigifificant Czech entrepreneur Tomas
Bata, which created quite a unique way of managirggduction and employment. In the
twenties and thirties of the last century TomasaBaalized that the company Bata simply
cannot survive long focusing only to maximize pifiTherefore he established the Bata

School of work, Bata’s hospital or Bata Relief Fund

Bél¢ik, Pavlik (2010, p. 18) deduct that the shift bedtw the success of Bata company and the
societal recognition lies in the responsibilityTadmas Bata to the environment. He respected
place where he worked, he developed the town Alited considerate to nature, build flats

and houses for employees, etc.

The problem with adoption of the CSR concept Irethe vagueness of the concept. Putnova,
Sekntka (2007, p. 130) claim that the model is simply acceptable for the owners and
managers of companies who are accustomed to expmessselves using numbers and

accurate data.
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This is the latest problem of the CSR activitiestbe whole ethical strategies of the
companies. As it was written, CSR as a conceptsstar be a standard in company’s
performance, but calling a single sponsorship oyakng of the company’s waste the CSR
strategy, would be very vague. Therefore therenase trends and approaches in the CSR

sphere that helps to distinguish the real and redde CSR strategies.

The most important trend and recent change of thiide could be called the theory of
shared value or the transformational approachef18R 2.0.

Nowadays, CSR is the way in which business comdigtereates shared value in society
through economic development, good governance, eltdéter responsiveness and

environmental improvement. (CSR international, ijoel)

2.2 Theory of shared value

The theory of shared value could be seen as thditgistone or the background of the CSR
2.0. As it was already mentioned, ethical behavmfuthe company is not any bonus, but is

more commonly a standard of business operations.

In the last decades it started to be common tatlvedle ethical strategies the Corporate Social
Responsibility or CSR. These strategies were nditplenned and more than strategies they

were single activities with ethical “taste” or tsaf the company to do right.

The short-term plans were made to at least havBR @ogram which would typically attack
the low hanging fruit such as recycling and chhtéadonations. It's not surprising, because
the CSR concept was never well defined as it was/shn the introduction to this chapter.

Nowadays, economists and businessmen start toseetliat the concept of CSR as the
approach to the ethical strategy might be a blirth&h that doesn’t lead to an expected

profit. Therefore there was some need to redesig@mpproach to this concept.

This new approach is called the “sustainable chgtd or the theory of shared- value that

was introduced by Porter and Kramer in Harvard Bess Review article.

The solution lies in the principle of shared valjch involves creating economic value in a
way that also creates value for society by addngsgs needs and challenges. Businesses
must reconnect company success with social progr&ésred value is not social
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responsibility, philanthropy, or even sustainapjlibut a new way to achieve economic
success. It is not on the margin of what compadiebut at the centre. We believe that it can
give rise to the next major transformation of besm thinking. (Porter, Kramer, 2011,

[online])

The theory of shared value is therefore not abwmeiphilanthropic activities of the enterprise
or about the environmental report of the companlging right, it's about changing of the
vision of the company and implementing of the respade strategy into the core of the
company. Theory of shared value doesn’t make ughtobad influences of the company, it
wants to eliminate these bad influences and cnedtess that are profitable for the company
and for the society. In changes the attitude riiglihe centre or in the business of the business
not on the marginal and only on the company’s perdnce.

The point of view that this approach should fircalh create the value for the company leads

to why some CEOs and those responsible for CSRedlmi this approach is not ethical.

2.3 CSR 2.0

No more Corporate Social Responsibility, but CogterSustainability and Responsibility

CSR 2.0 is a new approach in ethical strategiesdnted by Wayne Visser (2011). It works
with the premise that the old CSR doesn’t work asngnor it was probably never sustainable.
Wayne Visser describes the CSR 2.0 as DNA-basdiseofompanies that want to perform
sustainably and responsibly. This approach inclidesportant codes; creativity, scalability,

responsiveness, glocality and circularity.

2.3.1 Creativity

The code of creativity stands in contra to stanslanmd uniformity of CSR. It says that it is

not possible to work with CSR in the one-way-fitsagproach.

Besides it gives an open space to discussion atitetenhancement of the stakeholders. This
step encourages the companies to have forums ggestion boxes, gives importance to the
innovations and new inventions and asks for lookinghe problem from new perspectives. It

says that it is good to have a certificate of emwmnentally friendly operations, but way better
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is to come with new technology or process that @adlve the problem rather than “not

making it worse.”

We can divide the innovations into two groups; G8Ren innovations could be described
by the sentence “doing the right things” when iretgwns-driven CSR is about “doing the

things right”. CSR 2.0 is more about innovationvdri CSR than it used to be before.

Other reason for this new approach is that CSRwh® at the end not efficient. Lots of
activities were said to improve the company’s image so bring the profit, but innovations
in the core of the business that are good for hiaeeholders and in the same moment good for
the company are the only sustainable model, asag described in the Theory of shared

value.

2.3.2 Scalability

Scalability is connected to creativity and innowas as well. Recently there were evaluations
and awards in responsibility charts mostly for thado brought an awesome CSR campaign.
These campaigns run, something happened and fthi$hey were a great success mostly for
the PR and image of the company. But as the tines go one asks if this campaign can be
repeated or if it really has the developing impactthe society. Scalability should lead to a
wider impact that can be overtaken or that rediginges the long-term operations. One of
this example is the supply chain improvement orpeoating with organizations to raise the

standards within the industry. First of all it iscait widening the approach from activities to

attitudes.

Toyota'’s laudable but premium-priced hybrid Priasthe rich and eco-conscious with Tata’s
$2,500 Nano, a cheap and eco-friendly car for tass@s. The one is an incremental solution
with long term potential; the other is scalableutioh with immediate impac(Visser, 2011,

[online])

2.3.3 Responsiveness

CSR 2.0 requires uncomfortable, transformative aesjyeness, which questions whether the
industry or the business model itself is part & Holution or part of the problem. (Visser,
2011, [online])
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Organizations should therefore support the posfinlecy lobbying on strategies of social and
environmental questions, give their stakeholdeptaform to get honest feedback about the
performance of the company and work to advancgiated reporting.

CSR 2.0 is about an interaction and the WEB 2.pshtd this approach as well. Social media
and crowdsourcing to improve transparency are ssggpato be crucial for the next

development of ethical strategies.

2.3.4 Glocality

It is said that the English word ‘glocal’ was firsoined by Akio Morita, founder of Sony

Corporation. In fact, in 2008, Sony Music Corparatieven trademarked the phrase ‘go
glocal'. Glocality was subsequently introduced gagbularized in the West in the 1990s by
sociologists Manfred Lange, Roland Robertson, Kditampton, Barry Wellman and

Zygmunt Bauman. ... It was given its most visible gdctical expression when the Rio
Earth Summit issued Local Agenda 21 in 1992, whigs a programme of action for

applying the global principles of sustainable depeient in local contexts. (Visser,

2011[online])

Glocality is about international or better inteftaral attitude to business mostly in the supply
chains. Again as it was criticised in the codeciativity, the one-way-fits-all approach is
not sustainable anymore. The most important thingpilearn about the local markets and
search for the possibilities and gain a greatesiteity to local challenges. To get this
knowledge it is important to be sure that commuripups and local civil society
organisations are consulted in steps of the compadydevelopments that affect them. The
way to inform them could be for example by usingvitonmental and Social Impact

Assessments.

2.3.5 Circularity

The last code of CSR 2.0 is the circularity in bess operations. Some can argue that
circularity or recycling is nothing new, but stithe recyclation used to be use more as a
phrase then attitude. Companies once and finalgdrte admit that the use of renewable
sources is must and that they need to be resperfsibthe whole life-cycle of the product or

service as well. To such an attitude there are smmerete steps; For example the companies
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can embrace product foot printing and labellinghtegues, provide, or partner to provide,
product take-back and recycling or for example workreate industrial ecology parks, where
waste output from process is designed to be resomqmuts into other processes (Visser,
2011, [online]), as it is described as well in tbheok Cradle-to-cradle by William

McDonough and Michael Braungart.

2.4 Evaluating and measuring of CSR

Measuring of the results that the CSR activitiemdris not an easy task. Only for the
evaluating the company needs highly developed ahabte internal reporting management
systems. Measuring results provide companies nage$sedback of their efforts and can
enable them to take essential steps if somethieg goong direction or just not according to

plan.

The true CSR is a long-time project without anyefmeable ending. Moreover, effective
CSR, as it was mentioned, should be incorporatedarcompany’s overall strategy and into

all decision-making processes at all levels intieearchy.

Even that the measuring is complicated, more whenspoken about the CSR 2.0 where the
attitude is in the core of the company and evergraion of the company is oriented and
managed under the CSR influence, the measuremeningarove the performance of the
business. According to David PolaSek (2010) the smmeament helps justify and allocate
resources to the most effective CSR activities@mdinate ineffective ones; Help to open up
new ways of thinking, which can lead to new produbgetter marketing or wiser investments;
allows communication of evaluation results that catrengthen relationships with

stakeholders.

2.5 Standards and certifications in the CSR area

Although there are standards and certificates pinate and evaluate, how responsible the
operations of the company are, some theories cendiis way of evaluating wrong.

According to CSR 2.0 these standards lead to abiick approach. Nevertheless, these
standards and guidelines helped the involved stdiets and companies to manage the CSR
activities and to make them understandable. Atier dtandards that touch CSR activities

from different points of view such as SA 8000, abihe workplace and employee relations,
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ISO 9000 that evaluates the management of the ageon, ISO 14001/14004 dedicated to
environment and AA 1000 that speaks about stakehslthere was introduced the certificate
that aims to connect all those parts.

ISO 26000 is a voluntary standard concerning campk to social norms and sustainable
development that should help organisations to gealiheir social competences and
responsibilities by paying respect to cultural,ighenvironmental, legislative and economic
differences.

Still, one of the most important standards are e OECD regulation that was firstly
published in the year 1976, when it was signed®gdintries belonging to OECD, and since
then it has changed many times, the most in the3@@b and EMAS- Eco-Management and
Audit Scheme.

These papers contain international codex of etgatiples that governances recommend to

the corporate labouring on the country.

The environmental benefits of EMAS are not supetmrthose enjoyed by companies
following simpler environmental systems, Such a®© 134001. Indeed, ISO 14001 is
becoming the de facto international corporate emvirental management standard
(O’Higgins, Harrigan, 2002, p. 188)

According to the topic of the practical part ofstihesis, three more certifications should be
mentioned. These are thESC certification (Forest Stewardship Council) aREFC
certification (Programme For The Endorsement oeBbCertification) - The certification of a
paper that is produced in a factory, which is tbhiér of ISO 9001 certification (guarantees
paper of the highest duality), ISO 14001 (guarathe management system in relation to the

environment) and EMAS and ti8#I| (Sustainable Forestry Initiative).
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3 TRENDS IN ETHICAL STRATEGIES

The business and economic researchers tend to atskermpossible trends of the evolution of
the ethical strategies and CSR activities of thenmanies. Some changes such as the
technological innovations, globalization, changesthe way of spreading information and
political changes have to be taken in account.

3.1 CSR as a company-wide policy

Internal communications can convey the benefits tleé brand idea and encourage
involvement ...There is always the temptation to Besds as something ephemeral — the

realm of marketing... not the whole organization.€ Holmes Report, 2003, [online])

In the last decade, the activities that could begeed as a part of the ethical strategy of the
company were covered by the department of HR oketiaug, in most case the rest company,
with the exception of the management, didn’t knboua these strategies. As the concept was
more and more accepted in the companies, the maneageealised that the most important
stakeholders of these practices are not the cussprbat the employees of the company.
Since that time there has been a slow but steadyement toward building a CSR model
within the entire infrastructure of operations.cteates more opportunities and far greater
gains in terms of employee engagement and it ntighine of the most encouraging trends in

recent years.

The Society for Human Resources Management compeoetpanies that have strong
sustainability programs with companies that haverpmes and found that in the former
morale was 55% better, business process were 486 efficient, public image was 43%
stronger, and employee loyalty was 38% better. #&ddll that the fact that companies with
highly engaged employees have three times the opgnaargin (Towers and Watson) and
four times the earnings per share (Gallup) of camgsawith low engagement, and you've got
a compelling business case for this trend to caetimto 2012 and beyond. (Mohin, 2012,

[online])

That’s why in the next years it should be expetttatimore jobs for CSR professionals who

want to change business from the inside out wikteated.
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3.2 Transparency in the CSR activities and reporting

Over the past 10 years, environmental issues hHaadif/ encroached on businesses’ capacity
to create value for customers, shareholders, aner attakeholders. Globalized workforces
and supply chains have created environmental pressund attendant business liabilities. ...
‘Externalities’ such as carbon dioxide emissiond amter use are fast becoming material—
meaning that investors consider them central ion@d performance and stakeholders expect

companies to share information about them. (LuBsty, 2010, [online])

Activities of company will be more transparent nadt in the operating terms but also more
achievable for customers and stakeholders. Maki8B& @ore transparent is not easy, but

there are activities and guidelines that help corngsato report well.

Last year, according to CorporateRegister.com, rttaae 5,500 companies around the world
issued sustainability reports, up from about 80Qeaade ago. Also, the ‘Rate the Rater’
report from SustainAbility.com found that more tha@0 sets of ratings measure which
companies are the most responsible. All the big Bmxcounting firms are expanding their
practices to audit all of these disclosures andats® sponsoring the expanded fourth edition
of the Global Reporting Initiative Guidelines, whioutline standard CSR disclosures. In
2012 a promising new initiative, the Global Init& for Sustainability Ratings, will
endeavour to standardize the ratings framework bbybnd that there is little relief in sight

for the survey-fatigued CSR manager. (Mohin, 2Q&gline])

There have been several very important developmeneporting: ISO 26000; the growing

interest in integrated reporting; the developmehtGRI4 (GRI's next generation of

guidelines); the revised OECD multi-national guide$t and the EU's push for a wider social
responsibility concept and more social and enviremta reporting in its 2011-2014 CSR
strategy.

The number of companies reporting on Sustainalgityicreasing as well. KPMG research
shows 95 per cent of the world's 250 biggest comeganow report on their Sustainability

performance, up from 80 per cent in 2008. (Hopkd@4,2, [online])

According to CSR 2.0 the way of reporting shouldwude as well. More than the annual
reports, Wayne Visser sees the way of informatioeasn and stakeholders’ communication
and interaction on the CSR activities.
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3.3 CSR and the ethical supply chain

The World’s population reached seven billion in ldet years. As more people compete for
the Earth’'s resources, the need to be efficient ®ahtinue to increase. The imperative to
stretch resources ever further will make sustalitpb& central design principle for the
winning corporations of the future. CSR does nopsit a nation’s border. This is especially
true for larger companies that do business andstnwerldwide. (Cramer, 2005) Companies
go global and supply chain is wide and it stepditierent countries and types of businesses
and their environment. Stakeholders of the compargalise the background and ask for the
pedigree of the product. Therefore supply chainlé va expected to perform to the same
standards of CSR as the companies themselves. @temmcial responsibility leaders will be
increasingly accountable for responsible behavialir along their supply chains. The
development of the better supply chain managemeng$a win-win solution for business

and the community or the environment in general.

In this point, the glocality needs to be countethwi

3.4 The influence of governments on CSR activities

The European Commission published in late 2011"plaekage to CSR", which contains a
message of the renewed EU Strategy for Corporat@lSeesponsibility for the years 2011 to
2014. To date, this package of a national stramgyCSR was adopted by 15 of the 27
member states of the EU.

The new policy puts forward an action agenda ferglriod 2011-2014 covering 8 areas:

» Enhancing the visibility of CSR and disseminatirapg practices: this includes the
creation of a European award, and the establishmiesector-based platforms for
enterprises and stakeholders to make commitmedtgoarily monitor progress.

* Improving and tracking levels of trust in businef®® Commission will launch a
public debate on the role and potential of entegs; and organise surveys on citizen
trust in business.

* Improving self- and co-regulation processes: thenfgssion proposes to develop a

short protocol to guide the development of futlek-sand co-regulation initiatives.
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» Enhancing market reward for CSR: this means lewegaBU policies in the fields of
consumption, investment and public procurementrdeioto promote market reward
for responsible business conduct.

* Improving company disclosure of social and envirental information: the new
policy confirms the Commission’s intention to brirfigrward a new legislative
proposal on this issue.

* Further integrating CSR into education, trainingl aasearch: the Commission will
provide further support for education and trainingthe field of CSR, and explore
opportunities for funding more research.

 Emphasising the importance of national and sulmnati CSR policies: the
Commission invites EU Member States to presentpolate their own plans for the
promotion of CSR by mid-2012.

» Better aligning European and global approaches3B:C

o the Commission highlights the OECD Guidelines forulfihational
Enterprises,

o the 10 principles of the UN Global Compact,

o the UN Guiding Principles on Business and HumarhiRig

o the ILO Tri-partite Declaration of Principles on Mnational Enterprises and
Social Palicy,

o the ISO 26000 Guidance Standard on Social Respbtysib(European

Commission, 2011, [online])

In legal policies it is first of all spoken aboutvironment and human rights. In a time of
globalization, transparency, reachable of the mftion about the company’s performance
and increasing expectations among informed stallemg| the risk in human rights violations

is growing. Wise companies will take a hard looktla® human rights policies of their

companies and their influence on the environmerthénext years so they don’t risk any
legal complications.
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3.5 CSR and social media — customers enhancement

The interaction is one of the biggest trends of C@®&hsparency, implementing and

communication.

Facebook and Twitter are essential communicatiots tior many companies and not less in
any serious CSR program. Social media is not aacephent for annual CSR reports, but
classical reporting is increasingly used mainly lfwking up facts and grading performance
as a static reference document. Social media o#iechannel for stakeholders to interact
directly with a company’s CSR program. Through abanedia, companies gain an
enhancement in following of people who are intexésh the CSR performance and can build
stakeholder sentiment on any emerging issue. fitis potential in seeking and achieving
corporate social responsibility is yet to be esshlgld. Not least it has been proved that social
media help many companies to build relationships wonsumers and it works as a crowd-
engaging tool.

The other channel that the modern technology ateinat brought is blogging. The watchful
eye of blog-writers don’t let any company to do tgeeen-washing”, stating that they are

behaving responsibly when the true lies somewhsee e

3.6 CSR as a modern leadership - giving example

A company's leaders are responsible for settingdstals for what is and is not acceptable
employee behaviour. It's vital for managers to pday active role in creating a working
environment where employees are encouraged anddegv&or acting in an ethical manner.
Managers who want employees to behave ethicallyt raxkibit ethical decision making
practices themselves. They have to remember thaling by example is the first step in
fostering a culture of ethical behaviour in thenganies. No matter what the formal policies
say or what they are told to do, if employees semagers behaving unethically, they will

believe that the company wants them to act inarianner. (Merchant, [online])
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4 THE TRANSFORMATION OF THE CSR CONCEPT

There are several debates about the need for dramsy of the traditional CSR approach.
Many respected economists and social scienceslra@dg working on a new approach to
CSR. Michael Porter should be mentioned as theoauth the Theory of shared value.
According to Michael Porter (2011) companies shdale the lead in bringing business and
society back together. Businesses must reconnegbamy success with social progress. The
concept of shared value recognizes that sociefeot just conventional economic needs,
define markets. It's important to realize that abtiarms or weaknesses frequently create
internal costs for firms—such as wasted energya@r materials, costly accidents, and the
need for remedial training to compensate for inadeggs in education. And addressing
societal harms and constraints does not necessardlg costs for firms, because they can
innovate through using new technologies, operatiethods, and management approaches—
and as a result, increase their productivity arghas their markets.

The problem of recent CSR activities is often catee to the peripheral influence of the

activities and ad-hoc campaigns.

Manishankar Prasad (2011) mentioned in his articke CSR initiatives such as the ISO
26000 and Global Reporting Initiative (GRI) are qmiing companies to have regular
sustainability reporting which covers social angiemmmental aspects. Some companies treat
CSR as only a means of branding with the ad-ho@kocgreen campaigns, or as a means of
improving the potential market space for their pcd and services. It is common to see the
CSR function under the corporate communicationsanketing team, and not fully integrated
into the company’s strategies and policies.

The most inspiring and complex is the CSR 2.0 cpnogEWayne Visser.

Wayne Visser in his book “The age of responsiliiliyentioned: “My belief is that Strategic
CSR - like its predecessors Defensive, CharitafteRromotional CSR — has brought us to a
point of crisis. Specifically, all these approaclaes failing to turn around our most serious
global problems — the very issues CSR purportset@dncerned with — and may even be
distracting us from the real issue, which is busé'ge role causal role in the social and
environmental crises we face. This failure is doevhat | have called the three Curses of
CSR 1.0, namely that it is incremental, peripharal uneconomic.” (Visser, 2011, p. 177)

Wayne Visser has mentioned that CSR 1.0 is perpheith an explanation that the

traditional CSR, with its CSR activities in the ragement of marketing department
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concentrates typically on short-term strategies complying with the standards and
certificates that are important but not the coréhefcompany business. All these activities are
far from the long-term, stakeholder approach neddeldigh-impact CSR.

Corporate responsibility program—a reaction to ek pressure—has emerged largely to
improve firms’ reputations and is treated as a s&mg expense. Anything more is seen by
many as an irresponsible use of shareholders’ m@Reyter, 2011, [video])

As it is mentioned in B¢ik, Pavlik (2010, p.63) researches report thatntlaén reason for
increased profitability is mainly the fact that C8Bually leads to a reduction in the implicit

costs associated with the current or future busirfésr example:
» Costs of future removal of the environmental dgeja
* The costs of future legal disputes

Other reduction of the costs associated with bgsimeconnected to innovations in the energy

saving technologies of the company.

Michael Porter (2011) later says that the purpdséhe corporation must be redefined as
creating shared value, not just profit per se. Wilsdrive the next wave of innovation and

productivity growth in the global economy. It wélso reshape capitalism and its relationship
to society. Perhaps most important of all, learnmogv to create shared value is our best

chance to legitimize business again.
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5 CONCLUSION OF THE THEORETICAL PART

It was mentioned that business ethics solve thdicapipn of ethical values into the
businesses. Codes of ethics and the moral appmathbe company lie in the core of the

company and they influence all of the company’ $operance.

During the 28 century there was a very live discussion in thsiness and economic sphere,
if the responsibility and morality of the businesperations should be considered as

something peripheral, voluntary or even mandatoryttie businesses.

From these discussions CSR as a concept of thensie behaviour of the company was
created. From Bowen’s first mentioning of this aptdill now, the question of responsibility
went through a long evolution from triple bottomdi(the 3P model) to the theory of shared

value and the transformative strategy of CSR 2.0.

As well, because of the evolution in technologieshsas web 2.0 and the social media
marketing, the activities of the company are askede transparent, there is less place for
those companies that wanted to use the traditib&® as a green- washing and creating the
brand image on a misleading CSR enhancement. THaage enabled the companies to

benchmark against the performance of differentrpntes and to learn from example.

Cited from CSR international, CSR is the way in eavhbusiness consistently creates shared
value in society through economic development, gogdvernance, stakeholder
responsiveness and environmental improvement, amst further described in the chapter

about the transformation of the CSR concept.

For this thesis it is crucial that businesses agedding on the development in the society
and therefore it is in their interest to help tgnmove the state of the world and that learning
how to create shared value for the company, ittbouers and the society, is probably the best
chance to legitimize business again. For such @noaph it is necessary to watch the latest
trends in the business ethics and innovations eath how to adopt the CSR 2.0.
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6 METHODOLOGY

The aim of this chapter is to present the target laypothesis of the master thesis, describe
the methods that will be used in the analytic pérthe work and explain the reason for the

selected case companies as well as describe theagppto the internal research of the

selected model company.

6.1 The target

The target of this master thesis is to describelected sector of industry with presenting the
trends in sustainability of this sector. A locahgmany that has a global scope will be used as
a model company to present the CSR 1.0 approachvells the thesis will work with the
examples of companies in the sector that were dadisebest practises or gained significant
recognition for its business behaviour and will tise benchmark methods of the selected
model company against those successful examplbasimess performance. The last aim of
the work is to describe the new approach to etlstrategies of the company and suggest a

strategy for the model company to adopt this nepr@gch called CSR 2.0.

6.2 Hypothesis

Responsible behaviour has an influence on the coyparofitability and therefore it should
be a part of the ethical strategy and managemetiteo€ompany, but CSR as the concept of
the company’s ethical strategy has gone througlgrfisant change that asks for new
attitudes of the companies. In CSR strategiesdtusial to change the company’s core of the
business, because this is the way to the growtheofompany within the global approach and

creating the real value of ethical business behavio
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6.3 Used methods

In the theoretical part of this master thesis, rismearch in accessible literature connected to
the topic was done. Besides the main and resp@eteer publications and books, dedicated
to the question of business ethics and CSR, josirmahgazines and internet sources were
used as well. The importance of these sources dghmmulinderstandable as these sources will
make the thesis as actual as possible, with priegetite current trends and approaches to

business ethics.

The analytic part will be done by research in del@csector and by detailed research on
selected company with. To this research, a questio;m with open questions for the
marketing specialist, sales director, finance doedechnology manager and representatives
of workers of the company will be used. To obtaireacurate description of the company, an
analysis of the annual reports will be done anddagesearch and observation will be
conducted.

Comparative methods will be used as well to presémtr companies in the selected sector

with their approaches to business ethics.

In the project part of the thesis a new visions aftidudes to CSR activities will be suggested

as well as some concrete activities, events anghaeyms will be described.

In the last part the limitations and possibilittes the growth of the company according to the

project will be summarized and evaluated.
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II.  ANALYSIS
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7 CSR IN PAPER AND PRINTING INDUSTRY

7.1 Identification of the selected sector of industry

The analytic part of this writing should presenea®ector of industry and on this example it
should describe the legal and ethical obligatidnthe business strategies. This analysis will
lead to a conclusion from case studies on CSRietivn paper industry and printing house
industry with evaluating the best approaches amdmrement. The printing industry is one of
the largest consumers of trees. The industry is@eledging its pivotal role in the emission

of greenhouse gases and is taking the steps toego.g

As a model company, this writing focuses on Gra@o a.s’ printing house and publisher

of calendars and agendas in Zlin region. As an @kawf the good CSR practices there will
be described the companies from the database obeke practices operating in the same
sector as the model company with similar charasties.

7.2 Sustainable trends in the sector of printing and pper industry

Sustainability in paper, mostly pulp industry isywe&ommon topic in the environmentalist
debates. The same importance is now given to pgrand polygraphic industry, as it has
very close connection to the consumption of wodter€ are approved numbers of companies
realizing the importance of sustainable behaviothgir business, as it is obvious from the
study “Exploring Existing Measures of Environmentapacts of Print: A Survey of Existing
Practices”. This research conducted a 31-questioreyg of printing businesses (filled out by
105 respondents) that looked at five different siresustainability policies, sustainability
metrics and measures, involvement in formal envirental certification programs, influence

of sustainability on company decision-making, abdtacles.

The results from the study were not surprising, wB&% of the asked companies have a
formal sustainability policy in place, 17% haveiaformal sustainability policy in place and
14% are working on one. Besides, more than halo5df those responding to the survey
said they had sustainability metrics or were dewelp them. (Tolliver-Walker, 2011,

[online])

! The author was lucky to be employed in the comp@rgspo CZ in the period of May 2011 till the Febyua
2012.
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More surprising is that only one-quarter (22%) haiready implemented at least one formal
environmental certification like the Forest Stevenigp Council (FSC) or Sustainable Forestry
Initiative (SFI).

As it was mentioned, in the printing industry it isquired to behave responsibly. From
recycling and using certified paper to using sol; iaccording to “traditional” CSR smart
printing companies have realized that the impleatgort of ethical strategies has its benefits

on their business.

A printing company can reduce its emissions of gineeise gases by buying carbon credits
supporting reforestation or renewable energy. Quah gund is www.carbonfund.org. This
fund gives the company the choices of how the tgedgill be used. There are 3 choices:
Reforestation, Renewable Energy, or Energy Conenia

Recycling of paper or Forestry Stewardship CoufleBC) and the Sustainable Forestry
Initiative (SFI) certification gives the ability tmontrol the fibre that is being used to make the
paper. This is usually going to be the largest ez@stmponent of a printing job. By using

recycled post-consumer waste paper the companyeistlg saving trees and the use of FSC
or SFI certified paper allows them to display ttf&CF& SFI logos on the printed product, so

showing the stakeholders that they are behavigbtri(Tatom, [online])

The FSC Certificate is a world acknowledged andgparent system for assessing quality in
forestry. It is a tool for monitoring the wood angrom harvesting, through the processing up

to the final product (wooden product or paper).

Another way of being responsible is to recycleiral or using soy based inks. Recycling of
all press solutions and plates used in the prinpragess can and should be done as well. In
order to energy consumption, using lower wattaghktiing or actually purchasing renewable
energy is just one of the easiest way that printbognpanies can do to reduce their

environmental footprint on our planet.

Another important thing is to adjust the processmmirges into the most efficient possible as
the consumption of the paper is directly connettetthe quality of printing and post- printing
operations with the printed material. From the cstsey by Peter Jolly (2010) we can realize

these adjustments on the example of bindery mashine help to reduce paper waste.

Print is rapidly changing from being a traditiomadlustry into a more business-driven trade.
This is not necessarily through choice, it is mdue to the necessity to survive in an ever
increasing competitive market-place and become raffi@ent. As printing press equipment
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has moved on so has the quality of print finisheéggiipment. These technologies plus more
efficient paper paths and other technological irations are helping to encourage a more
responsible use of paper in the print environm@aily, 2009, [online])

According to this case study the modernizationhaf print finishing sector has eradicated
bottlenecks in the bindery; ensured jobs are sajtipker and more accurately and ensured

there is less chance of wasted sheets during jelpse

Others of these innovations are climate-neutralting machines that have a very low or even
neutral carbon footprint, save the ink and at the-gyess in uses chemical-free printing

plates.

7.3 Identification of the company Graspo CZ

Graspo CZ is one of the significant European offsenting houses and a publisher of
calendars and agendas. The company employs abowex@®rts in the field of graphic, print
and bookbinding processing, who participate invthele production process maintaining the
quality of the provided services and the printeadpiction.

The company operates under the name Graspo CZtfrewyear 1997, but the history and the
roots of the company leads to the 1930°s, to tleedddBata’s Zlin. Tomas Bata is known for
his practical improvement of the management infdmsory, when he solved the problems on
the ethical basis that he used in the entreprehigursnanagement and politics. He is
responsible for the growth of the town Zlin and tbe development of the region. Bata's
innovation management gave the opportunity to ereatompetitive company that maintain
its position on the market for 80 years with grogvprestige and volume.

It cooperates with the top Czech and foreign phlis and important business companies.
Every year the company prints over 6 million pudions and more than 40 % of its
production is directed abroad. For this reasohesperception of the company on the foreign
market very important and has a direct influencéhencompany’s competitiveness.

It takes part on several trade fairs in the CzeepuRlic, Germany, Poland and Russia where
it presents its new technological innovations aneet® with new and stabile customers.
Modern improvements and technological innovatiohthe machines and processes, as well
as growing quality of the products and professignalof all employees are the promises of

the company that are kept and involved in all thagany’s culture.



TBU in Zlin, Faculty of Multimedia Communications 44

7.4 Energy consumption of the company

Almost all of the machines and the factory usedleetric energy for its service. It buys the
electric energy from the distributor E.ON. Thamtghe solar energy that the company uses
to cover partly the consumption of the energy ipleis the service “zeleny bonus”. The
factory uses almost all of the energy producedheysblar plants. It uses 98% and sells back
2% to the distributor. The solar plants cover hé toofing of the company. It has the total

area of 6 500 f Energy saving bulbs are used in the building.

There are recuperation stations in the basemehieatompany. These stations recuperate the
heat produced by the operating printing machinéss fMeat serves to heat the hot water of the

company.

7.4.1 Waste and water management

Graspo CZ, as a big company working in paper ingiestd operating with many chemicals,
has a significant amount of waste that needs tealiely processed or reused. It creates more
than 50 tons of printing ink containing dangeroudstances, 28 tons of different water
solution with chemicals connected to printing atloeo operations of the company, 9 tons of
plastic waste in packaging, 3 tons of metal paskgdh tons of iron and 43 tons of municipal

waste.

According to the Regulation No. 383/2001 Coll. FEarAnnual report on the implementation
of obligations of waste return for the previousry¢le company is obliged the keep evidence

about the amount of waste and the way of liquidatibit.

From this report it is obvious that most of the tegsot the dangerous waste of chemicals) is

processed by companies authorized for it.

7.4.2 Supply of paper, certification and waste paper

All the major suppliers of paper, which are AntalBchneidersbhne and Ospap have strong
ethical strategies implemented in the corporateaijmns. They are capably to provide the

highest quality paper with environmental certifioas such as FSC or PEFC.
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By the company’s production a lot of waste papisear Company creates almost 100 tons of
paper packaging and combined packaging and ovet figls of paper and paperboard per
year.

All of this paper waste is transferred to respolesitbompanies (to recyclation or to other
processing) such as MAD Papir Olomouc, SITA Cz ikaa part of international group
SUEZ Environment, EPR Papir, ECOPAP and the salpagg Uherské Hradit

7.5 Analysis of the company’s market position

According to STEP analysis, which describes therma&nvironment with 4 factors, it is
easier to guess the position of the company irséotor, in which it operates and the changes
that can happen or that are required to undergpratect the company from risks and
competitors. This analysis can help to create newhange the actual strategies of the

company.

7.5.1 Social Factor

In the social- cultural environment in the develbpuntries we can define the positive
trends in way of education, access and mining @drimation. We can expect the stabile
demand for the books and publications, but it iparant to realise the influence of the
technological innovations that changes the reathaluf the information. One of these
significant influencers can be internet. Books auoflications are slowly transforming from
the pure content transmitter to an independent ymtodith artistic value. The quality of
printing and bookbinding processes needs to betaothg improving and the best service has

to be offered.

In the business environment the importance is agng in relations and relationship
management is becoming one of the most importaatesfies of the company. To insure the
sustainable grow of the company, the loyalty ottad stakeholders is very important.

2 In the year 2011 it was exactly 1444,726 tons giepand paperboard and 99,197 tons of paper anticech

packaging. Both of these amounts increased frongehe 2010.
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The trends of indifference with the environment émel behaviour of the companies have to
be pointed in this section as well. Stakeholderthefcompanies are increasingly sensitive to
the processes that lead to the final product or dbevice. The concept of responsible
behaviour of the corporates is implemented in atrewery successful global company and it

is valued as an index of competitiveness.

7.5.2 Technological factor

Technologies and technological innovations: As @svsaid, the twentieth century was the
époque of the biggest technological growth andrteldgical innovations are significant in

paper and printing industry as well. For the contppeness of the company it is important to
use the best technologies to keep the highesttguadlithe services when taking in account

the influence on the environment and ecology.

The company can gain the information about theneldgical innovations from specialized
publications about polygraphic industry, fair trade from the suppliers of polygraphic and

printing machines.

7.5.3 Economic factor

Talking about the situation on the Czech markethasCZK is getting stronger in comparison
to EURO the companies are less competitive bedduasprices are not as interesting as they
used to be for the customers from the western carmapaOn the other side, strengthening of

the CZK makes it possible for the Czech comparmdsiy on foreign markets.

Besides, the competitors from china that are irginggly expanding to the polygraphic market
mostly in digital printing come with generally lowprices than the western companies can

afford to compete.

7.5.4 Political and legal factor

Political and legal influences come in pair withvieonmental factor as well. Mostly in this

sector (in paper industry and printing serviceg)ithportance of environmental influences is
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taken in account. First of all it is the waste ngemaent and the law about dangerous wWaste
Secondly it is the law about air polluttband water managemérto be mentioned. In the

daily operating the company has to count with & hbout the safe work place as well.
Other political factors that influence the compamg taxes and the production regulations for

the import and export of goods.

7.5.5 Conclusion of the STEP analysis

Social economic development implies growing impaocg of quality in products and
services. The technological innovations help thenganies to grow and get better in the
sector so it is inevitable for the companies ttolelthe technological evolvement.

The price of the products and services is one af tmportant elements of the
competitiveness, but it has to be mentioned thatotoners and stakeholders in general are
sensitive to the behaviour of the company as Ww&dlin importance is given to the approach

to ecology and environment.

¥ Act No. 185/2001 Coll. on waste and regulation /2861 Coll. on the danger waste and the regulation
383/1981 Coll. on the details of the waste managenveber, J. (2006)

* Act No. 86/2002 Coll. on Air Protection and redidas governing the emission limits and means of
monitoring and evaluation of air quality. Veber(2006)

> Act No. 274/2001 Coll. on water supply and sewersgstems for public use. Veber, J.(2006)
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7.6 Microenvironment of the company

Second analysis will be used to describe the miioenment of the company. For these
results the SWOT analysis will be used. In thisptéa will be described the selected

company, its customers, suppliers and competitors.

Suppliers, customers and the employees of the coyngee the closest stakeholders of the
company. The company Graspo CZ has about 250 eegsoyThe top management is
represent by 4 employees, next 60 employees workanagement of the company and the

rest of the employees (almost four fifths of thenpany) fall into the category workers.

The company operates mostly on B2B market whereulseomers are from 60% Czech, the

rest are mostly German, Russian, Slovak and Amegoanpanies.

Major suppliers of Graspo are mostly foreign comesrso the material is imported from
abroad. Major paper suppliers are companies Ant&chneidersbhne and Ospap. The
supplier of colours and chemicals is the company Shemical. Offset plates are imported
mainly from Kodak and Fuji. Printing machines acaigpht from German brand MAN Roland
and Heidelberg. One of the planned strategies efctmpany is to develop the company’s
technological park by using the technological irtgan and novelties in polygraphic and

paper industry.

The company uses different distribution means, sgkhe services of shipping companies,
the outsourcing of the freight or warehousing. Tinest important criterion for the selected

supply chain is the speed, price and quality ofdis&ibutor.

Company Graspo CZ offers full service in preparat@md production of the printing work
under one roof. This is the most important thingt tinakes it different from its competitors.
Any company that wants to bring the best offertsacustomers need to watch and monitor its

competitors, to satisfy customers” requirementtebé#tat the competitor.

Using this monitoring and the research helps disigsh the long-term business strategy and

enables the company to respond promptly to thegdsim competition.
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7.6.1 Strengths

Professionalism of the employees

The company employs professionals in printing $®wviand enables the employees to
improve their skills in different workshops and seans. The main goal of the company is a

perfect result and a pro-customer oriented approach

Wide range of products offer and services

As it was mentioned, the company offers the fulivee in printing and publishing and

besides it operates on the market with calendatsgandas.

High export shares

50% of the production is directed to the foreigrkea
High quality of the production and certificationsquality and environmental operations
The company is an owner of FSC certification an@d I1001 and ISO 9001

Approach to innovations

Mainly in the technological park, the company keapproving the services thanks to new
machines and methods.

Environmental management

Company already realises the importance envirormhenainagement and it proves some

environmental steps in its operations as it wilblescribed later.

Company’s prestige and propagation

When existing on the market for 80 years, Graspay@ided already the prestige in the sector
and it is valued as one of the best offset printigise in the Czech Republic. It has a
periodic propagation in specialized magazines dnthkes part of the fair trades and

contracting trades in paper industry and publisisiexyices.

7.6.2 Weaknesses

Working place

Working place of the production is very loud andtyu Because of the paper the air is dry

and the workers work with glues and chemical inks.
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Internal communication

Although the company tries to build a corporateiuel, there is a significant problem with
internal communication in between management aedwibrkers. Company doesn’t use
intranet and there isn’t any channel to open a biollss communication. The only system of

internal communication is the bulletin boards, thig channel is mostly ignored.

Absence of CSR department, peripheral CSR activitie

It was already mentioned that company has its enment management, but all the strategies
are run irregularly without any CSR plan. There aa absence of reporting and
communication of the CSR activities so it doesraven any influence on the company’s
competitiveness and profitability. The exact CSBnpand reporting would make the ethical
strategy of the company more effective, efficientd @aransparent. CSR department could
work on the internal communication as well, whatdoimplicit better corporate culture of
the company. Moreover, the attitude of the compemyCSR is traditional or outdated.
Company should try to create share value for treketiolders by implementing the
responsibility and sustainability into the operaioThe CSR department is necessary in the
beginning of the transformation, afterwards cregtine reports and searching the possible

innovations in business. This position could besoutced by the company.

7.6.3 Opportunities

Brand building of the company

By focusing on stronger customer relationship managnt and orientation on CSR activities
of the company, strong brand could be build. Mostiythe western market, the brand of the

company is very important to its profitability agcbwth.

In Germany and Netherland there is a very stronggmtion of CSR activities of the

companies. This conclusion was proven in the imteresearch of the company Graspo CZ
with its customers on the fair trade Franfurter [Buesse. In the company’s questionnaire
were the customers questioned about their prefesent contracting and production. The
result of the questionnaire led to the conclusimat imost of the western customers would
rather decide for the company with CSR strategytaedcompany where the environment is

taken in account than for the company with a wehlcal strategy but lower prices.
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New markets

In the company, most of the managers in the sglartige speak fluent English, German and
Russian language. Graspo CZ already operates vatin&y, Netherlands, USA, UK and
Russia, but there are still markets that could émchied. For example it would be a big

opportunity to reach the French-speaking markéh@iSouth American market.

Customer relationship management

When using stronger CRM it would be possible toldbuoyalty of the customers and

suppliers as well.

New technologies

New technologies in machines and methods can leadficient production. The company
has to follow and monitor the novelties in thisteecThe new technologies should save the

environment and the money of the company in theesaimment.

7.6.4 Threats

The competitors with lower price

As it was mentioned, there is a strong competitioming from china the offers lower prices
than the company Graspo CZ, what could lead to tlesenarket share or need to change the

price strategy of the company.

Decreasing demand on paper publications and books

As the last point it has to be mentioned that thehmological development mostly in
transmission of information and the environmentalspure on lowering the excessive use of
wood and forestry management could lead to decrgademand on paper publications.
Information are lately sent by internet and themefthe need of paper publication can

stagnate.



TBU in Zlin, Faculty of Multimedia Communications 52

7.6.5 Conclusion of the SWOT analysis

Well-arranged swot analysis will help us to desetite situation of the company Graspo CZ.
Using this method can help to optimize the compasirategy.

Strengths Weaknesses
Professionalism of the employees Working place
Wide range of products offer and services Internal communication
High export shares Absence of CSR department and vision

High quality and certifications
Approach to innovations
Environmental management

Company’s prestige and propagation

Opportunities Threats
Brand building of the company The competitors with lower price
New markets Decreasing demand on paper publications
Customer relationship management and books

New technologies

Table 1 The SWOT analysis of the company Graspo CZ

Opportunities that can be used to increase thetghodity of the company is opening of the

new markets and regular monitoring of innovations.
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8 CASE STUDIES OF THE SELECTED CSR STRATEGIES

8.1 CSR activities of the company Graspo CZ

As it was already mentioned, Graspo CZ as a pgritiouse and a publisher of agendas and
calendars operates mainly in the paper and poligamdustry. The influence of the
company on ecology is indisputable. Graspo CZ asmdnianagement realize this influence
and it involve several environment friendly stepshie day to day operating. Activities of the
company could be called as traditional CSR appredtththe triple bottom line, but with the
strongest importance given to ecology.

8.1.1 Environmental approach

On 23 September 2008 the company became one dirshegrinting houses in the Czech
Republic to obtain the FSC certificate.

Items subject to certification include the prodaotof certified booklets, books and unpacked
sheets printed on both painted and unpainted grapéger. The list of certified products
includes brochures in all types of bindings, aslvesl publications in ring binders and
unpacked sheets.

The FSC Certificate guarantees that products haes Iproduced in compliance with the

regulations for environmental protection and cietifpaper origin.

By complying with all the required conditions nesay for FSC C-0-C certification the
company offers clients the surety of manufactubogks at the highest level and guarantees
that the product is printed in accordance with thgulations as set out to ensure the

protection of the environment. (Graspo CZ, [onl)ne]

In the year 2007 was the company awarded by th#icate ISO 14001 for its environmental

management system.

Another certification is the “Der Grine Punkt’ tithe company gained for the activities in
recycling. This marker says that the company pageraice fee to the national system for
taking back packaging for recycling (in the Czedp®blic it is the company EKOKOM that

provides collection and recovery of packaging). Taste packaging must be discarded in

special containers or submitted to the junkyards.
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In order of ecological waste management compangistantly sorts waste and hand it over
to specialized and authorized companies for ecotbgrocessing and besides the company
pays attention to emission reduction by using tratustion unft

By using renewable sources of energy Graspo dexsethe consumption of the electrical

energy. The photovoltaic power plant partly coviitis consumption and a heat exchange

station enables to use the heat produced by macfonéhe heating of parts of the building.

8.1.2 People in the company

Graspo CZ wants to have just professional emplogeesit gives them the possibility to
grow and to improve their skills. Therefore theyncgo through different training and
seminars. Mostly the employees from the managesemtor have the possibilities to improve
their language skills. The company pays the Englisth German language courses for them.
Company Graspo CZ doesn’t have any special hesdttioa the employees that would be
connected to the field of its business, but the leyges have the right to be registered at the
company’s GP.

Company tries to build a community system insidetted company that would lead to
corporate culture based on good relations, goahtation of the team. The processes of all
the employees are very tightly connected and depgrnmhe on the other. That's why it is
important to connect the company through departsnemtpeople know about the importance
of others people work. This community culture aednt are being built on company events,
such as Christmas party, bicycle race, differenttsgvents, race for the treasure for children
and pork feast. Unfortunately, most of these evemts organized by and inside of the
management departure. For that reason the coonectd the relations within the four fifth

of the company (the workers) are not as strong) stsould be.

® Combustion units are used to reduce the volune mHrticular waste, whether it be municipal wabtespital
waste, or other types of combustible wastes. énctimpany Graspo i tis a unit that burns chemiaakg from
the drying machines. Some of these combustion anégprogramed to use the energy produced by lithi
waste to reuse in companys operations. But thi®ighe case of the company Graspo. This unit ohinges
the dangerous gases into a steam and some soliel. was
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Graspo CZ supports the local community as welloderates globally, but it realises the
importance of “act local” so it supports local sligys of food and little presents for the
customers. Every year it cooperates with localtehed house (an institution for handicapped
people) on the Christmas presents preparation.

Besides, Graspo CZ gave a financial gift to thédcén’s home for children with special care
as part of its philanthropy activities and printadpublication for UNICEF - The United
Nations Children's Fund.

8.1.3 Profit — business of business...?

In the graph of the last 7 years of the economitop@ance of the company we can see that it

has a lowering turnover.

410

389

390

370

350

330

310

290

270

250

2005 2006 2007 2008 2009 2010 2011

=@=Turnover in milions of CZK

Table 2 The turnover of the company Graspo CZ

In the 2007 the company gained the certificate 801 for the quality management system.
The work quality is contained in the company’s tetlgg and average function. The goal is to
satisfy the customer with professional attitudeh®f employees. It tries to make the best for
its customers to save the good name of the primguglity and to keep good customers
relationship. Company Graspo invests into modechrtelogies to have the best and save

printing and post-printing machines.
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Still, it is difficult to say, if the certificateeave some influence on the company’s economic
performance. Last 3 years were influenced by then@mic crisis as in many other

businesses.

The certificates have an influence in demand texydeinere the ISO and FSC paper can be a
condition for the participation in the tender. Aotiog to this, these steps are not only

voluntary but almost mandatory for the company.

8.2 CSR activities of TPH printing house

The printing house TPH was described for its emrtental management. The question of

environmental influence is implemented to all af tompany’s operations.

TPH printing house operates all over Canada aisdlite first tri-certified printing house. The
team of print specialists at TPH is well versedenvironmentally conscious print practices
and can assure the customers that the paper usedefgrint project is from responsibly

managed forests.

Certifications of TPH printing house include: ChahCustody certification (CoC) from the
Forest Stewardship Council (FSC, FSC-C019596), P@EFagramme for the Endorsement of
Forest Certification Schemes and SFI (Sustainabtedtry Initiative)

Showing an FSC, PEFC or SFI label on the print netethe company wants to spread the
awareness of green business among their stakehmtdiecustomers of their customers. In
working with TPH the company says that the customade an environmentally responsible
choice.

TPH tries to reduce waste by printing only on dethanoo often, print collateral like
manuals, guides and forms will be out-of-date kefdrey're all used up. With TPH the
customers can order collateral on demand, so tlesgrnhave to store bulk orders only to
throw half of it out later. Printing on demand eleglto save energy by printing less, decrease
waste by eliminating unnecessary copies and, ioting run, save the money of the customer

as well.

TPH participates in several environmentally congsimitiatives, from recycling programs to
hazardous material management. All the empty toreatridges are returned to their



TBU in Zlin, Faculty of Multimedia Communications 57

respective manufactirer to be appropiately reusedracycled and hazardous waste generated

is collected by qualified companies, ensuring ias released into landfills.

At Tph Low Volatile Organic Compound inks are usedorder to reduce environmentally
damaging emissions in the atmosphere and all veastestock trimmings of the company are

recycled.

To reduce the energy consuption of the company Rt down all computers and lights
during the non- business hours and optimize alléghergy saving equipment, while take

advatage of natural light to minimize office lightg.

The company reduces the weight and volume of pacgaand use environmental friendly
materials, as well as implements reusable matenbenever feasible with the operations of
the company and distribution systems without compsong safety and services. (TPH,

[online])

8.3 CSR activities of SIPRAL a.s.

SIPRAL a.s. is a significant Czech company thatafes in paper industry, mostly in special
packaging. On the example of this company the itapoe of moral leadership and
employees” enhancement will be described. The humaaurces management and the
personal management of the company is a great deaofipresponsible behaviour of the

company.

SIPRAL a.s. values and respects its employees,taies every measure to maintain their
dignity and protect their health. The company eesuhat its employees are kept informed,
receive a fair salary and have the opportunityeeetbp their professional skills. Besides, the
company SIPRAL a.s. respects and observes theigdenaf fair opportunities and forbids
any discrimination in the hiring of new employeesprk performance and working
conditions. The company rejects any discriminati@sed on sex, sexual preferences, race
and ethnical origin, nationality, citizenship, sacorigin, language, age, health condition,
religion and belief, family situation, political ientation and activity in political, employee
and employer organizations. SIPRAL a.s. forbidsf@lins of harassment (including sexual

harassment), humiliation and degradation of anyleyag’s dignity.
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When performing any activity related to occupatiohaalth and safety, the company
observes valid legal regulations, makes every eftominimize risk and improves safety and

hygienic conditions in the working environment.

SIPRAL a.s. advocates the principles of respongililezenship and upholds its obligations
related to public affairs and supports activitibattimprove society and public life. The
company examines the safety and reliability ofpitsducts and technological processes, and
strives to minimize risk related to its businesdivdaes. It respects and observes
environmental protection laws and makes every eftominimize any adverse effects that its

business activities could have on the environment.

The company’s code of ethics expresses its poli@at is obligatory for all company
representatives. Each representative of SIPRAL th bmployees and those authorized to
represent the company — respects and adheres ith leghl regulations and generally
accepted business ethics and principles. Eachsemegive acting directly or indirectly on
behalf of the company shall act so as to proteet dcbmpany’s interests and its good
reputation and to responsibly meet its obligatidhsonsiders the rules set down in the code
of ethics to be extremely important, and expecth ed its representatives to observe them.
Any breach of the code of ethics can be considarbdeach of work discipline rules and/or
employment contract conditions that can resultrewvg consequences; in extremely serious
cases, conduct going against the code of ethicsrensgy criminal liability. In order to protect
the company’s good reputation, any breach of thie aaf ethics should be reported so that
adequate measures may be taken to eliminate daamahprevent its repetition. Deliberate

concealment of such a breach can be consideregiras ib conflict with the code of ethics.

The management shall conduct itself as to presembdel of moral and ethical qualities for
the company’s employees and representatives. Thedlalso act as advisors and helpers in
all matters related to ethical and moral princiesl rules presented by this code of ethics.
Managers are to explain the importance of the cofleethics and direct all company
employees and representatives to observe themra(Jipnline])

8.4 CSR activities of Pureprint Group

The most interesting and inspiring company in theta is the Pureprint Group. This UK’s

leading environmental printer and the first Carbeotdal® printer in the world was awarded
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by the Queen’s Award for Enterprise for its Susthie Development in 2003 and 2008.
Beside it gained the internationally recognised 98@ quality and 1SO12647 colour
management standards and independently audited4®Q1and EMAS environmental
management systems. It was the first in UK to uSE paper and invests regularly in new
people, new machines, new technology; it investegt &12million in the last five years in
the latest machines and software so that custoosrsenjoy all the advantages the latest
technology has to offer.

With its 170 employees where 120 people are workingroduction it's a SMO such as the

company Graspo CZ which is on the border of SMn g 250 employees.

The environmental activities of the company arehimgf so unique; the reason, why the
company is worthy of respect the whole attitude, tdrget and the vision of the company.
Still it is the question of making profit, but Ppreat has the environmental attitude in the
main core and main vision of the company, with wideerlap on company’s stakeholders,
customers and the wider society in general. Acogrdo the chairman of Pureprint Group,
Mark Fairbrass, is the vision of the company "...stware our extensive environmental
experiences with customers, competitors and themoamty to stimulate debate about the

environment" (Fairbrass, M., [online])

Pureprint Group focuses on different spheres ofogowal production. In order to energy
saving and water conservation it reduces gas coptsumby 46%, uses green electricity
generated from renewable sources and reduces usgey 57% since 1995. In the oim of
reduction of chemicals and emissions, the compatailly eliminates all industrial alcohol
used in the printing process and uses vegetabkdliaks. Last but not least importance has

the waste reduction; Pureprint recycles 95% otfhedir dry waste.

Significant role in CSR activities of the compangays the working environment and staff

training as well.

Company provides an environmental education prograrto influence its staff, customers
and the wider community. It encourages all staff‘ttunk green” by staff environmental
suggestion box and environmental champions to ptergeeen message and much more.

Company created a “sympathetic green working enwrent” in factory, offices and
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surrounding grounds (e.g. fully landscaped gardensypports environmental initiatives and

educational activities

In the customers enhancement the company enaldesuitomers to take responsibility for
the carbon emissions created by the productioreir forinted communication. Pureprint
Group is able to advise their customers on the tlesice of paper for their publication and
the environment. The customer can use an envirotaiiemprint, which gives a very positive
image of the customers company, showing as a camgsgponsible business and besides it
encourages others to adopt similar responsiblehpsicg practices, increasing the rate of

environmental improvement.

Other marketing appeal on the customers of Pure@ioup is to “Print less”. This may seem
a strange thing for a printer to suggest but newt gechnology makes it cost effective to
print less and then reprint when it is required. &erage 30% of marketing print is thrown
away without being used now we can print what yamtwhen you want it helping both your
budget and the environmelArticle 13, 2002, [online])

The last call is to suggest the customers to caleithe carbon footprint of their publication
including paper manufacturing, delivery of the pag@oduction at the factory and final
distribution. The company then organizes the inmesit in carbon offset projects verified by
The Gold Standard Foundation and offers the cuswiinee carbon neutral publications. It
enables to make a difference to the environmefferdntiate the business and highlight the
positive contribution to preventing climate chamwgéh the option of using the logo on the

right.

The company has been able to increase its shaerhaldlue through its advance

‘environmentally friendly' printing technology. (#hale 13, 2002, [online])
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9 CONCLUSION OF THE ANALYTIC PART

In this chapter, the comparative description of siedected companies will be done. The
significant role will be mentioned in the weak gadf the CSR approaches of the model

company Graspo.

9.1 The strengths of Graspo CSR

The strongest part of CSR activities of Graspo €Zvithout any doubt its environmental
activities. First of all it is worth respect fositertificates, such as FSC and 1ISO 14000. Other
very important part is the attitude to energy comgtion. As it was mentioned, Graspo CZ
uses alternative sources of energy such as sotagyemand it uses the heat of combustion

units as well.

It has a very strong recyclation program and sagmagement of dangerous waste. The
guestion is, if these activities can be count aR @8tivities. The management of dangerous

waste and the reports of working with waste arefulbt voluntary.

Another commendable activities fall under the soségtor of the company, when it supports
local market of suppliers and it helps the disatged people in sheltered houses and
abandoned or disabled children in orphans” house.

9.2 The weaknesses of Graspo CSR

Even though the ecology is the strongest part dR @G&ivities of the company, there are still

possibilities of doing more or better.

First of all it is the absence of carbon footprinistrics and printing on demand such as in
TPH printing house and Pureprint Group. These taraganies could be a great example for
the company to do more. The problem of printingdemand lies in the price of the services.
It is always easier and quicker for the companyptimt in bigger loads of publications,
because the machines need to be reset before @ty This is a question on the company
technological department and the management to thed possibility how to make the

production efficient even in smaller demands.

Another possibility would be in changing the teclogical park to machines with neutral
carbon footprint, using of biological inks and ule innovations in post-press operations. All

these changes are very financially demanding, biit worked as it did in the company
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Pureprint Group, it would change the expensestimashareholder value and it would bring

profit, where to theory of shared value would bplesgl.

Another problem could be seen in the working emment of the company. First of all, the
workers in production work mostly in very loud addsty workplace. There is a lack of a
comfortable place to spent the lunch break or reladuring the morning or afternoon break.
The surrounding of the company and the workingshthiémselves are not “green” or anyhow
ecologically encouraging. There is a lack of remyglbins in the workplace in the
management part of the building and the managemeither workers recycle the small

everyday waste.

Very strong weakness is in the communications ef@SR activities of the company. First of
all, the employees are not fully informed about Hu#ivities (there are the certificates and
information about the CSR activities only on thellviaformation boards, without further

explanation). What totally lack are the seminard tainings about the CSR of the company,

ecology and society for the workers in the producand the management.
More could be done in the reporting of the compatghavior.

Great and inspiring example of moral leadership givthg the positive example is worth
respect in the company Sipral, where the ethicainass and ethical leadership is in the
ethical codex of the company. Creating the workiagvironment and employee’s
enhancement is commendable in the company Pureproip as well as the possibility of
customers’ enhancement with carbon neutral prinfl@gkages. Such an environmental
package or similar should be offered by the modehmgany to give their customers a signal

or incentive to responsible trading.

The last thing that should be mentioned is the pooblem and weakness of the company
Graspo and its CSR activities. It's the absend€3R vision. However Graspo CZ operates
with the motto: “We are not indifferent to the ermriment. Eliminate of the environmental
impact of our priorities has been one of our ptiesi” it's not communicated well. The vision
should be changed and it should be directly comudetti the core of business. It should be a

claim without any deeper connection to all of tbenpany’s operations.

CSR activities of Graspo CZ run without exact planing and concrete ethical strategy
without any connection to creating of the shared Vae for the stakeholder, what needs

to be changed.
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10 CSR 2.0 STRATEGY OF THE SELECTED COMPANY

Trying to involve the CSR 2.0 into the company g@@nance is not an easy task, because as
it was mentioned, the CSR 2.0 is not about boasedgithns, complying with the guidelines
and standards of the ethical strategy or aboutn@aood” to improve the company’s
perceiving and brand building. CSR 2.0 is changthg core of the businesses and
restructuring of the company. To such a changénaukl be worked with the company’s
visions on the level of shared value theory. The pbhapters should suggest the possible way

to change the company’s operations according to Z8R

10.1 Motivation of the company Graspo CZ

Before of the settling the motivation of the compd@raspo to behave according to the
approach CSR 2.0, some important questions neleel éamswered.

* How does Graspo influent the environment and whatle changed?

Graspo, as the significant printing house, hagltrext influence on the consumption of paper
and paper industry. As it was described, duringptfeeluction and logistics of the products to
the customers there is a big amount of waste omdaads, paper and water, electric energy

and gas is used and therefore a significant caidatprint is created.

Company can use its position and influence on theirenment by supporting of the
responsible suppliers of paper and inks or changfgproduction of the publications to

carbon neutral.

To support the customers in ecological behavioaw woffers could be done and company
shall try to raise awareness about the ecologeatssity in sustainable production.

* Who are the customers and suppliers and what isriat to them?

Graspo CZ operates mostly on the B2B market. Theefast a small percentage of direct
customers and those are mostly buying product ftben department of the publishing

calendars and agendas.

On the B2B market, reliability and quality is vamportant for the business just as the price
of the service or product. These customers of &dmpany are mostly publishing houses that

need to have good image as well. Environmentalliagecan be the way to gain this image.
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Besides, labels on the books would be a very affeatay of spreading the environmental

message to many people, so a wider society coulaviodred as well.

For sure, money is still one of the most imporfactors in the business. The transformation
of the company should be profitable for the compbay for the stakeholders as well. The
customers therefore should gain the impressionkthaising the service of the printing house
Graspo, their image grows and their business gettsrkas well. Only this is the way to make

the change of the company sustainable.
* Who are the most important stakeholders of the amnyp

First of all the most important stakeholders aeedhstomers; every possible step and growth
of the company depends on their demand. Right aftercustomers are the employees.
Possibly, the employees are even more importacguse without them the services would
not be on a growing level, the customer wouldn’satsfied and the circle would close up.
According to this implication, company should figdtall care about its employees, give them
the best education in the operations and try toentakm working with the same goal as the
management. All of the employees should feel amdispensable and fairly valorised part of
the team. All of them should perfectly understamel processes of the production in all levels

and should know the main vision of the company.
* What would the implementation of the shared valeamfor the company?

In a larger scope, the creation of shared value lrarg only benefits. The value of the
company would grow in the perception of all theksteolders and that would lead to a direct
increase in turnover. Moreover, the innovationhia technological park can help to decrease

the waste and the consumption of energy what wieald to saving money of the company.
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10.2Key CSR visions of the company

As it was mentioned in the analytic part of thisrkydmplementing of the CSR visions into
the company’s core, including the company’s claich@mpany’s communication is the first

and main activity of the company that needs todupted.
Lately the company presents itself with these wisiand values:

“We adhere to quality, reliability, and a compre$iga service throughout and now as we
link up with the most important European printirmppanies, customer satisfaction remained

paramount.” (Graspo, [online])
Basic building blocks of the company are:

* Flexibility and originality of the offered servicasid products
* Full service with a great service on every level

* Reliability in time and quality

* Quality of product and services

» Experience with extensive background and expedfisiee printing house staff

These “building blocks” are notable in the main gamy’s communication. Company Graspo
CZ nowadays communicates the customer orientecbapprof the company with flexibility
in the production and the service in every prirdad online presentation with its claidnd

what will we print for you?’

New visions of the company should arise from thdivations of the company. It means that
Graspo should become a competitive European pghftouse that takes the environmental
raising awareness as its mission and realisesrithertance of sustainability in every business
operations. There for it cooperates with respoasitbmpanies, offer an environmental
education for the employees and the wider societymovides the constantly high quality of

the printed publications and perfect customer setvi

’Author’s translation: A co budeme tisknout pro Vas?
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The vision of the company should be shortened into:

As one of the front European printing-houses, wdeaf more than just high quality printing
works and perfect customer service; we offer rellai, environmental awareness and

fairness in all of our business operatioris.

10.3Claim of the company

In the last chapter, the vision and claim of thenpany was mentioned. With the new vision,

the claim should be changed as well.

The suggestion of the new claim works with theelesttof the company’s name. This
communication strategy will enable to remember emhect the message with the name of
the company. This claim counts with the increasmgortance of foreign customers. For this
reason it is in English. The Czech translationfiered too, but the communication strategy of
the letter use is not followed.

| suggest two options of this claim. First onedsomym based sentence:
Graspo — Giving Responsible And Sustainable Primti®pportunities
The second suggestion is the claim:

Green and reliable printing solutions - all the ingptant letters of your printing business

strategy in our nam¥

8&Jako jedna z fednich evropskych tiskaren vam chceme nabidnoetnéé jen vysoce kvalitni tisk a perfektni
zakaznicky servis, nabizime vam spolehlivost, madipo¥dnosti za Zivotni pro&tdi a férovy fistup v kazdé

nasi spolupréaci.”
*“Graspo — VaseifleZitost pro kvalitni a ekologicky tisk”

10 «Ekologické a spolehlivéeseni Vaseho tisku pod nageshou”
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10.4Key CSR activities and campaigns of the company

Most important step that needs to be undergonieeisdsearch in possible innovations of the
technological park of the company that would leachéw machines saving the ink, or using
of soy ink, saving paper and producing less wadtese innovations in operations leading to
higher efficiency, less harm on environment whé@isg the money of the company would

create the shared value for the stakeholders astbroers. Thanks to the changes, new

environmental packages could be offered.

10.4.1 Technical innovations

The technological innovations research needs taldree regularly every year. With the
transformation of the company relates the mosfiteestep, decreasing the chemicals in the
production. The company should try out if thera igossibility of using vegetable-based inks,
the most common soy-ink. Soy ink is probably motpemsive, but as in the research it was
found out, that the vegetable-based inks are nraresiucent and therefore less pigment is
required to get the same strength of colour. Lesmris used and that can balance the higher
prize in comparison to chemical-based inks. Thesereany producers of the soy —ink, but the

company has to try out, if this would be suitablthvihe speed and the system of production.

In the paper use innovation the research couldobaskd to the chlorine free paper and
recycled paper such as the brand REVIVE that isigeal by the company Ospap or the offer
in recycled paper COCOON by the company AntalisssEhcompanies are two of the main

suppliers of paper of the company Graspo.

10.4.2 Carbon footprint measurement and decreasing

The Graspo factory and almost all of the printimgl @ost-printing machines run on electric
energy. As it was mentioned, Graspo already usegren bonus from the E.ON energy by
using the solar panels on the roof of the comp&hg. factory uses 98% of the energy gained
from the panels. These solar systems are very skmeand the company expects the return

of the investment in 10 to 12 years.
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Different source of energy where it was possiblethee company to cut down the electric
energy was the usage of recuperation stationshierheat from the machines. The heat
produced by these stations is used to the wateineat the company.

However the company has implemented these cuttimgndstrategies on the electric energy

consumption, the footprint of the company is &ithe.

Company should focus on carbon footprint measuréragd try to decrease or make the
carbon footprint neutral.

One of the possible steps of the carbon footpretreasing is to connect with The Gold
Standard Foundation that operates with the carbedits or the Carbon Neutral Company

that is a world-leading provider of carbon reductsmlutions.

The company Graspo should offer their customernssteco-packages and motivate them to

ask for the carbon neutral production.

10.4.3 Environmental friendly work-place

New approach of the company, the vision of creattrgshared value starts in the core of the
company, and where else it needs to be transfortimad in the work-place and in the

employees” attitude to the problem.

As it was written above in the analytic part, tiretfand easiest thing that can be changed is
that on the workplace there lack the recycling bifise company employs 250 persons and
each products some little waste every day. Theoalldhbe bins to separate plastics from

paper at least.

In the creating of the environmental friendly wddqge, the workers should be enhanced in
decision making processes. They all need to gaugira training and information meeting

about the transformation of the company as it belldescribed later.

There has training been done with every ISO adoptiut these trainings are not well
managed. The employees in production are not vetll mtroduced neither to the meaning
nor to the content of the certification.

In this point, the establishing of the environmériteendly work-place, employees need to
adopt the attitude of the company and need to kimatvthey are important for the company

and that the company realises their importancey Bheuld adopt the environmental or the
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guality management of the company as theirs. Medership in this phase is crucial. The

employees need to have an example from the managéeotake the new visions seriously.

They should have the possibility to communicatenwiite management of the company at
least through the suggestion boxes. Suggestion $gfwmuld serve for their ideas and

suggestions, how to make the company operatingrbett

As it was mentioned in the analytic part, the wpl&ce in Graspo, especially in production
halls is very laud and dusty. Workers stay on tloekplace during their lunch and breaks as
well. If the workers have a place to relax durihgit breaks outside the hall, in the green area

for example, it would relax efficiently and theiovking performance would increase as well.

Resting noise abatement room with comfortable furaj tables for lunch and drinking water
would make their lunch or dinner break way more fmrtable. Besides, the meeting point for
people from different departments can be creathdrélis a company canteen in the building
of the company, but this place is not usually usggeople, who bring their food from home

and it isnt use to simple resting from the work.

Later, the outside part of the company could berreéd. A little park with picnic benches
could grow in the nearest surroundings of the campso the workers could even enjoy their
lunch outside of the company during the spring sundmer. The employees can even help to

transform the outside part of the factory as it i suggested later.

Employees should be given the opportunity to orarheir working place on their own.
Employees in production are the first people whaeunstand the best the processes and
movements of the product. Therefore, they shoul@tide to organize the machine so their
work is comfortable and easier - this will lead deceater efficiency in production and

employee satisfaction
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10.4.4 Supply chain evaluating and restructuring

In the supply chain of the company, the suppliergeaycled paper and the reforesting
industry should be supported.

After the investigation of the supply chain of pajewas found out that all of the main
suppliers are responsible companies with envirotahgolicies. Two of them offer recycled

papers and all of them offer the paper with ceuifions.
Other investigation was done in the supply chaithefchemicals. The company Sun

Chemical so far doesn’t offer the vegetable-basks. iChanging to ,green” inks goes with
the opportunities of the company. | suggest trymg, if the vegetable-based inks are

appropriate for the company’s production.

10.4.5 Green is our gold Package

Transformative change of the company Graspo neetie implemented into the offer with
which the company approaches to the customer. ist®mer needs to have the possibility to
support the effort and more important, have a ptessadvantage of the effort. By the
possibility of using the certified paper or prinetpublications with the carbon credits would

grow the value of their publications by strengtimgntihe brand.

Normally the additional cost of the FSC paper muad 3-4%, what makes about 1-3% in the

price of the final product.

So far, the customer are not very open to pay &a ekarge for the production, but according
to my opinion the problem is in the insufficientaeness of the possibility of usage the FSC
paper or the recycled paper.

With this package the supply chain improvementasnected. As it was said, Graspo CZ
needs to support those suppliers that have a repersystem of management and that offer

the recycled or chlorine free paper.

The customers should be offered to combine theraemental variation of paper with

vegetable-based ink to have the best price of¢thedemand.

Other way of the motivation for the customers is éipproachesponsible customer firsthe
demand of the customers that decide for an envieoah variation of the production would
be (if possible) realized with preference.
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10.5Raising awareness

Raising awareness of the environmental activiteeshe crucial point of the CSR reform.
There are different target groups of this awareasssell as different channels that should be

used.

10.5.1 Target group

First of all management and the employees neecketmformed. In the approach of moral
leadership, the management at all levels shoulthédirst to learn, understand, adopt and
spread the importance of building and sustainingainmbmpetence in organization. Later the
workers through all of the levels and departuresdn® be informed and understand the

reforming and operating of the company.

Secondly there are the customers and suppliersw@d to be informed as well. They should
be offered the environmental packages with an ineeim the spirit of:

Help us to help the environmett

Later in this campaign, local people and institatishould be introduced the ecological
problems and possible ways to solve them. The probk that however the company is
respected in the printing industry, most of locabple don’t know the company. They should
perceive the company as the part of the regionh @scBata is connected to Zlin the Graspo
Company could be perceived as something that pefpta region know and respect.

Understandably, all this communication will be dem&€zech language.
Zlin is a green town; there is a lot of forest ard@and parks inside of the town.

Graspo should send the message: We care for theoement where we live and work, we
care for the environment of Zliln the newspapers and printed advertisement carséxe the

sentence:
Our town Zlin taught us to appreciate the natures@printing-house Graspo C#
For the outdoor advertising, short slogan will lsedr

Graspo CZ - Green printing house in our green toWn

1 “pPomozte ndm pomoci Zivotnimu priesdi
1247lin n&s nadiil vazit si piirody, ekologické tiskarna Graspo CZ”
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10.5.2 Channels

The management of the company as well as the woresd to go through quality seminars
and trainings that would teach them about the itapoe of environmental behaviour.

The traditional channels of marketing communicatan be used to communicate the

environmental approach and high quality printiny®ses of the company.

For the local people would outdoor image print andt releases in local magazine work the
best. For the professionals and B2B customers, agial in specialized magazines should
be released as well. Besides, such a transformegtiarvery interesting topic for the printing

and paper industry journalists, so it could bringraerest from the specialized magazines and

online magazines as well in the way of PR.

According to this change, the internet presentapoopagation materials and catalogues need
to be adapted. For the catalogues and printed malstenly the FSC paper or recycled paper

should be used.

Regular newsletters should be sent to the staketsobls well as the annual reporting should
be released.

The last channel of the communication of the tramsative campaign of the company is the

fair trade presentation.

10.5.3 Content

The content of the campaigns will differentiate édach target group. The campaigns are
necessary in the launching of the transformativatesgy. Later, only recalling campaigns
should be used. The later importance lies moréerrégular reporting and communication in
company’s presentation on web pages and tradedaitsn the image management of the
company. In the next chapter | will suggest somehef campaigns that could be used to
communicate the transformative strategy of the ampThese campaigns are targeted to the
awareness of the ecological approach among theogegs and the local community. The
possible reporting style and the trade fair prestéont will be described at the end of the

chapter.

B «Graspo CZ — zeleny tisk v zelenénsts”
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10.6 Suggestion of campaigns

Ecological calculator

Connected to the environmental package Green isGold there should be programmed an
easy calculator on the web pages, where the custoare count how much GOwill be
produced during his order. The calculator shoulddbee as an interactive application,
compatible with mobile internet. The result of tteculation could be designed as a game
where the solution would be offered. The custonoeld; in this step, count and redefine the
order by using Green is our Gold package, or detudripport the company that balance the

carbon footprint with environmental or differenssainable projects.

Environmental education

The value of tree¥

This internal campaign would connect the trainifgpw the background of the paper

industry, the need of recyclation and energy sawiitly a teambuilding activity.

The campaign would be organized as the celebratfothe earth day (22 of April) and
would be divided into two parts. One part is theatletical training about the recyclation
inside of the company organized by specialist dr@dther would be the teambuilding by
planting trees in the company complex, what woeladl| to the creation of the park and the
green area in the surroundings of the building ta&gr can be used as a place for the

employees to relax during their breaks.

Other possibility of this teambuilding would be external training with an organization (e.g.
“Cmelak”) that provides the possibility for the emy@es to help in reforesting on a
volunteering base. These activities should the @myppGraspo support. The employees
should get the possibility to go for such a voleniteg once a year when their day would be
paid as if they worked in the company.

14 «“Hodnota strom”
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Similar activity for the employees and their chddy or to the wider public, the day in nature
could be organized. It would be a day for famikesl children in Zlin region with games to
teach about recycling with a claim:

Behind every book there is a tree, behind everettieere is a book

This campaign would be connected with the routeréading, which connects active life of
the families with education and reading. At thiemy in the Zlin forest there would be
wooden boxes with books that would be preparecpémple on a trip. On the social media
channel, there would be encode coordinates of theden box with an environmental
guestion. The first 5 persons that find the box answer by sending SMS or answer on the

web pages through a link that would be on the pajtbrthe question, will win a book.

Campaign for the design studio

One of the services of the company Graspo is tlelymt design of the agendas and
calendars. Graspo should highlight that desigrhefrhaterials is always unique and that the
customer is for them one and only. The new clairthefdesign studio could be:

We recycle everything, except ides.
With the wider description:
The only thing that we don’t recycle are our idefas your unique corporate desigh’

Design studio in cooperation with the departmentaléndars and agendas should prepare a
collection of eco-agendas for the year 2014. Thewuld/be all done on recycled paper, with
cupboard front desks. Inside of the agenda thenddMoe glued in a package with seeds to
plant a little oak tree, to watch how the tree gsow

1547a kazdou knihou strom, za kazdym stromem kniha”
!¢ “Recyklujeme v&e, kromnapad.”

7 «3edina \¥c, kterou nerecyklujeme jsou nade napady na vésgiery corporate design.”
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10.7 Trade fair presentation

Company has its own exhibition stand and the com@mDrive (Brno, Czech Republic)

provides the services with the warehousing, traritapon, installing and annual adjustments.

The stand size is 28nand it is suitable and effective for the size anel turnover of the
company. Still the services of the company SunDaikee relatively expensive and besides, it
is environmentally not really suitable as all thansportation to the trade fair Frankfurter
Buchmesse (Frankfurt, Germany) and the trade f8ir (BUsseldorf, Germany), where the
company exhibits every year, goes on very big diga. Company Graspo should try to find
another service provider of the trade fair servideslly in KoIn or Bonn, so it is close to the
both of the main trade fairs, there isn’t suchrgltransportation, less emissions are created.
In the same moment it is important that the newider offers cheaper services with the

same or higher quality as it was in the companyCBive.

10.7.1 Green stand for the green business

Every year, the company Graspo goes on the tradeith new and unique story background
and the graphic design of the stand. In the nedetrfairs there should be always link,
connected to the new attitude of the share valeaticrg, environmental core of the Graspo’s
business and the advantage of environmental belvagicall the chain parts in the printing

industry.
Communication for the trade fairs in the year 26@8ld use the claim:
Take a deep breath in the printing fairy-tale forg8

The communication strategy works with the emotioradile of books that most of the people,
working or not in printing industry, apply to theilgications. Even though it was said that
more people now buy the digital variation of botltke newspapers go online and there is
some effort to print less, still people will neuesally stop to buy books and newspapers. It
has a totally different value, the digital and papersion. The story can be the same, but
people will never say — that was my favourite badien | was a child about an abstract story

that they cannot touch and skim through the pages.

18«Zhluboka se nadeckte v tiskdském pohadkovém lese”



TBU in Zlin, Faculty of Multimedia Communications 77

Second reason for this strategy is the connectidheofairy-tail and the business. In fairy-
tales we count on good ending and that the goodnam® The communication should say,
that the customer is hero of the company’s stodythat the good ending (quality services,

responsible attitude and the reliability and fagsjewill accompany all of the cooperation.

The last, but for this moment, the most importadé¢ai of this communication is the
connection to the clean and beautiful forest. Emeeywas a child and knows that in the fairy-
tale forest there are big and healthy trees, happyals and miracles can happen. Besides,

the “take a deep breath” refers to the smell offtihest and the oxygen that the trees produce.

All of these reasons should take the customer fitmergrey business world to have a rest and
to stop at the Graspo stand. The most importangtis that the customer feels good and
relaxed during the cooperation with the Graspossteam.

The further communication of the fairy- tale idea i

When we were children we used to love the fairyegalNow, when we are adult, we can

decide if we want to cut the fairy-tale forest. Use recycled papef’

This communication gives a very wide scale of staedign possibilities and additional
communication support. The invitation for the cuséos to visit the Graspo stand can be done
on a recycled paper as a short story, using thg-fale language (far far away...) with the

last sentenceGraspo — Find the happy ending of your printing smions on our stand”

The stand there should be distinguishable for tte¢ §ight in the exhibitors™ hall. There
could be a real tree in the flowerpot in the enteanf the stand. But it implies that the

comfortable access and movement inside of the staads to be maintained.

The walls of the stand can be designed eitherarnrtditional white colour with the 4 colours
line on the top of the stand with thematic sticketescorations or the walls could be used for a

little exhibition.

The company Graspo could cooperate with the orphemsse in Zlin again. Children would

draw pictures on the recycled paper. These pictw@dd decorate the walls of the stand

19 «Jako cti jsme milovali pohadky, dnes sefieme rozhodnout, jestli vykacime pohadkovy les.zRajte

recyklovany papir.”

2% «“Graspo — najdte ¥astny konec pro Vase tiskové zakazky na nasemustank
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(presented in Art Nouveau style picture frames) #r customers could buy each of the

pictures when the money would be donated backeehiidren.

In the strategy of the customer relationship mameaye of the company Graspo CZ there are
is an importance given to friendly and personalrapgh, the important customers are always

given little presents for the Christmas or aftexcgssful cooperation or a business visit.

Trade fair is a perfect place to meet the custorartsto decide for the next cooperation or

present new possibilities in printing solutions.

At the trade fairs 2013 company Graspo CZ can heediry-tale forest communication to

create original and personalized gifts.

This gift is connected with the invitation card.eTktory will be used again, but there would
be fairy-tale personalities designed without theefand the gift is created on the stand during

the customer’s visit.

The personalities are heroes that save the forast.customer would be taken a picture and
his face is paste in the place of the hero. Becengs# of the people hate taking picture, there
would be a stand with web-camera, so the custorremeake it himself and decide for the
best picture. There could be an application bodlgat would change the real picture into
drawn-like picture. This picture will be printeddnsed as a book cover. This book cover
will be placed by using the plastic cover to thevroellection of agendas with recycled paper.

Again, at the end of the agenda or on the backddiee cover, the sentenddappy ending
of your printing solutionswill be presented, which encloses the whole comupaii@n

strategy of the trade fair presentation of the canypGraspo CZ.
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10.8 Reporting

As it was mentioned, the trend in CSR 2.0 callsdpenness and transparency of all of the
company’s operations. In CSR based corporationhd@uls be natural to inform the
stakeholders about the behaviour of the companguAireports should be released. The best
way to release a quality report is to optimizect@ding to GRI guidelines, make it easy to
read, transparent and sincere. According to theenmodpproaches to CSR reporting it would

be suitable to use the social media and web 2.théoalternative way of reporting.

10.8.1 Green Graspo Report

For the company Graspo | would suggest to makiatenactive online report, where a goal
would be set up (e.g. become a carbon neutralipgitiouse) and the report would “grow” as
a tree in an online presentation. The tree growsfthe roots, where the vision of the
company is described.

Different branches of this tree would describeatdht steps taken to reach the goal. The tree
branches would navigate the stakeholders to clicktteem and so the report would be
interactive. After clicking on the branch, it woulte.come green (the leaves would appear)
and on the site there would appear the detailedrig¢ion of the selected problematic. This
web report will be designed as a Flash animatioit sattractive for the reader to gain the

information about the company’s activities.

Company Graspo could use the social media to supiperfair paper industry through the
community enhancement. First of all it should stasing Facebook and Twitter to be in
contact with the potential stakeholders.

These social media shouldn’t be used for the ptaten of the company, but more for some
interesting tips, novelties, innovations and newsmf the printing industry, ecology,
environment, recyclation... The goal of this stegasbe followed by people interested in
green business and gain the respected positidredéader in green printing industry.

The last way of the company’s reporting is inforghabout it on the company’s web pages,

what's already partly happening in the environmkseation of the web pages.
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CONCLUSION

Throughout my final thesis the question of respoilisi and ethics in businesses was
presented. After the theoretical research | decidedvestigate and try to confirm or disprove
the hypothesis that “Responsible behaviour hasnfinence on the company’s profitability
and therefore it should be a part of the ethicaltsgy and management of the company...”

This hypothesis was confirmed just partly. During work on this thesis | found out that the
market still lies mainly on the economic buildirtgrees. The ethical and responsible question
of the business is a great vision and for surectiaee many ways to improve the company’s
performance. Sadly, many companies still take tlapgpeoaches as peripheral actions of their
business, including our model company. What needstmentioned is that if the behaviour
of the company was investigated just accordindieo@SR 1.0 approach, it would definitely

gain an appreciation for the effort in responshméaviour.

The evolution of the CSR concept was researcheccandected with the second part of the
hypothesis. This part of the hypothesis, “CSR asctincept of the company’s ethical strategy
has gone through a significant change that askeduar attitudes of the companies. In CSR
strategies it is crucial to change the companyfe obthe business, because this is the way to
the growth of the company within the global apploaad creating the real value of ethical
business behaviour.” Was confirmed fully, but ie @roject part and in the practical part of

this work have some significant limitations occdrre

In conclusion the implementation of the responsditéudes mostly towards the employees
and in the supply chain, the theory of shared vahgthe new approach to CSR, the CSR 2.0
is an only possible way to change the businessugtagable way. The problem and the
limitations of the restructuring of the company ilethe demanding economic side of such a
step. It’s not an easy task and well done campaiggmnected to appropriate marketing
communication are just a supporting channel ofréstructuring. As it was mentioned, first

step and decision needs to come from the coreecddmpany. From its management.
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AUTHORS’S COMMENT AND SUGGESTION

Disconcerting element of many of the responsibteviéies in praxis is that certifications, the

renewable sources of energy and similar activiteese, such as a coin, always two faces.

Some of the activities could be considered as amgveashing when not presented accurately
and transparently and the approach of CSR 1.0 stgpgach a way of business.

For example the solar plants are for sure goodhfercompany itself, for the performance of
the company and the branding. | would suggest anotbsearch if it is really globally
beneficial. Sadly, there is not enough space m tthesis, but | suppose that the results of the
investigation about the background of solar systehes production of the panels connected
with the mining of precious metals and the liquicdiatof old solar panels would be very

interesting to compare with the benefits that iimdps.

Another research can be done in comprehensive sisaty the carbon footprint of the
company and its supply chain. This analysis wowfinttely help the company to realise and
eliminate the amount of the carbon dioxide produbadhg the printing production.
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* Picture 4 Graspo — ISO 9001
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Certificate
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Registration FSC

FSCACCREDITED

>, :
00D

This is to certify that
Graspo CZ, as.

“the certified site”

has been certified in accordance with the requirements of the
Forest Stewardship Council A.C.
Using the FSC chain of custody standard.

and that

Graspo CZ, a.s.
of

Pod Sternberkem 324, 763 02 Zlin, Czech Republic

is hereby licensed to use the FSC Logo on and sell as FSC certified all
products listed on the attached product schedule as, FSC Mixed or FSC

This certificate is only valid for sale of FSC products when accompanied by a current
product schedule. Validity of this certificate may also be verified by checking the FSC
database: www fsc-info.org or by contacting Woodmark: wm@soilassociation.org

Certificate Registration code: SA-COC-002011
Issued by: Woodmark
South Plaza, Marlborough St
Bristol, BS1 3NX
United Kingdom
Issue date 23" September 2008
Valid until the Renewal Date: 22" September 2013
Subject to annual surveillance
Signed on behalf of Woodmark by the ; %
Soll Association Certification Officer
2 Nachotas Undechay
CAQOCH0611 Sepe 08 © Popared y pive Lad S (£} Page |
This Comificate is O property of Sodl - '-‘—::..._ of e comficas il be resamed o e

A descrpmen of the products of servioes Dt are wchaded i B soope of B comficase may be
FSC Trademark © 1996 Fosest Sarwarduip Councll AC FSC-ACC002

Picture 1 Graspo - FSC certification
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GRASPO Certificate
We are not indifferent to the environment

Our objective is to reduce consumption of energies and input raw materials, properly store,
process and dispose of waste, as well as to use preferentially environmentally friendly materials,
products technologies and services.

We comply with applicable legislation of the Czech Republic and European Union
in the area of environmental protection.

We comply with the environmental management system implemented
according to the standard 1SO14001:2004.

We are FSC certificate holders. This certificate authorizes our company to print on paper
with verified origin (with FSC certification), which was manufactured in compliance

with environmental protection and forest management regulations.

We use renewable resources. Our own photovoltaic power plant partly covers
our electrical energy consumption.

We pay attention to emissions reduction, we use e.g. a combustion unit.
A heat-exchange station enables us to use heat produced by machine operation

for the heating of premises of our building.

We consistently sort waste and hand it over to authorized companies for ecological processing.

Elimination of environmental impacts of our activity
has been one of our priorities!

In Zlin, dated 8 April 2011

i e fud IS (-

Stanislav Zastéra / Lubor Kaluza Pavel Krystek Jifi Bimka

7

© S e, eRey
VA °<') @ “qrasno
FSC - SRIETINS Eeven

Cert no SA-COC-002011

Picture 2 Graspo — Environmental certificate
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Intertek

dentifikadni Lislo cerfikaty
1422377

Datum certificace
20. prosince 2007

Datum vyddn! contificaty
10. ledna 2011

Datum platnost certifikaty
€. ledna 2014
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S
Z
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tepiTeT

ISOMEC 17021

Intertek

Identifikadni Lislo certifidtu
aszr

Datum certilicace
20. prosince 2007

Datum vydani certdicity
10. ledna 2011

Datum platnost certiticaty
9 ledna 2014
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> ~
¥

fepiTe

639
ISOAEC 17021

Certifikat
Preklad z anglickeho ongindlu

Systém environmentainiho managementu uvedené organizace byl provéfen a registrovan u Intertek
Semko Certification AB jakc vyhovujici poZadavkim normy:

ISO 14001:2004

Organizace:

GRASPO CZ, a.s.

IC: 25586092, Zlin, Pod Stermberkem 324, PSC 763 02, Ceska republika

Systém envi alnih 9 se vztahuje na
Polygraficka vyroba

Vydsnim 150 cersfiest, neclobird Irtertex 13370u INou 00POWEIN0St AES ke KIENICVI, 3 10 POLTE V FOZRANU UDFAVENAM DUMNOL MMt/ w0

i / 1/;/»- & o

Intertek Semko Certifs o AB - gista (S

im), Sweden

Picture 3 Graspo — ISO 14001

Certifikat

Systém managementu kvality uvedené organizace byl provéfen a registrovan u Intertek Semko
Certification AB jako vyhovuijicl poZzadavkGm normy

ISO 9001:2008
Organizace:

GRASPO CZ, a.s.

IC: 25586092, Zlin, Pod Sternberkem 324, PSC 763 02, Ceské republika

Systém managementu kvality se vztahuje na rozsah:

Polygraficka vyroba

Vydirim tohcto cect sty nepiebis Intertek Lidnou inou 0dpovd el net ke KMentov 3 10 POLZE Vv 10Z5aNG DAV platnou smiouveu

/ 7 //
/v /
K fith s
Intertek Semko Cemﬁcahyﬁ AB - Bista (Stockholm), Sweden

Picture 4 Graspo — ISO 9001



