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ABSTRACT 

Nowadays corporate social responsibility is not only the key of the success it is 

rather its essential requirements or survival issue. To realise its advantages CSR 

strategy has to be integrated and harmonized with global corporate strategy. We 

followed through the evolution of the concept and definition, and the top 10 CSR 

trends for 2013. We use benchmark to compare the industry’s best Hungarian 

companies regarding the topics in their CSR report and case studies of 

international companies to learn from the most outstanding reports. Benchmark is a 

consequent system to evaluate companies’ CSR contributions towards the ecinomy, 

society and environment..  
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1. INTRODUCTION 

Nowadays the importance of corporate social responsibility has increased (Carroll and Shabana, 

2010; Tacon and Walters, 2010). The number of conscious customers is steadily increasing, 

which has the consequence that responsible activities of companies affect on customers’ 

decision. In order that world companies achieve a long term and enduring success, they must 

establish their own CSR strategies (Kinrad et al 2003). According to KPMG2008, ‘CSR has 

adopted as strategy by more than three-fourth of 250 top companies in the Fortune’s ranking’ 

(Tafti et al, 2012). Nowadays, CSR is not only the key to success, but its requirement. 

 

Since the formation of the concept expanded in many areas, ranging from the legal 

responsibility, through the ethical behaviour and social consciousness, to the area of 

sustainability (Garriga and Melé, 2004). 
 

We get to know the CSR development on the basis of Szlávik (2009), Carroll and 

Shabana (2010). The origin of social responsibility can lead back to the post-war period, 
when companies have emerged other social obligations towards the society beyond the 

profiteering. 

In the 1950s responsibility primarily covered of product safety, ethical advertising, workplace 

safety, labour rights, environmental protection and ethical business behaviour.  

In the 1960s Levitt and Friedman’s views meant a withdrawing force. Levitt found that social 

responsibility is the task of the government (Carroll & Shabana, 2010), and it is not useful if it 

distracts the attention of the companies from the financial aspect of welfare and profit 

production. Friedman, Nobel Prize-winning economist also rejected that a company deals with 

such activities, which does not belong to its basic objectives (Tóth, 2007). In this period, social 

responsibility was not linked to the financial performance, but to the marketing yes (Kotler and 

Levy 1969).  

In the 1970s number of topic and research was significantly increasing in social responsibility, 

which focused on sensitivity and performance.  

In the 1980s less new concept was born, more empirical research has been done in the field of 

CSR, which covered the following topics: corporate public policy, business ethics and 

stakeholder theory. In the eighties, the focus was on economic ethics, gave an impulse to the 

spread of social responsibility. Kenneth Goodpaster and John B. Matthews’ article ’Can a 

Corporate Has a Conscience?’ actually disproved Friedman’s earlier suggestion and 

emphasizing corporate responsibility is an important element of business life (Tóth, 2007).  

In the 1990s clearly the environmental reports and environmental management systems 

(ISO14001) dominated. The definition of CSR was broaded to sustainability and sustainable 

development.  

Since 2000, the strategical foundation of CSR activity means not only the key of success, but an 

essential requirement as well. 

Similar to the development of CSR concept, its definition was extended continuously with new 

elements. Carroll and his staff during their bibliographic processing more than 20 definitions 

were compared, which is based on the following 4 dimensions have been highlighted (Maon et 

al 2010, Moshabaki et al. 2011). ’The social responsibility of business encompasses the 

economic, legal, ethical and discretionary expectations that a society has of organizations at a 

given point in time’ (Carroll, 1979) 

The concept of CSR in 4 dimensions  

1. organizations are expected to be successful and profitable in order to meet consumers’ 

needs (economic responsibility), 

2. organizations are obliged to observe laws and public regulations (legal responsibility), 

3. organizations are expected to respect social norms believes (ethical responsibility), 

4. voluntary corporate activity must attempt to help the population (discretionary 

responsibility).  

According to Kotler and Lee (2005, p.3) ’corporate social responsibility is a commitment to 

improve community well-being through discretionary business practices and contributions of 
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corporate resources. Corporate social initiatives are major activities undertaken by a corporation 

to support social causes and to fulfil commitments to corporate social responsibility.’ 

The definition of the World Business Council for Sustainable Development (WBCSD) says: 

’Corporate Social Responsibility is the continuing commitment by business to behave ethically 

and contribute to economic development while improving the quality of life of the workforce 

and their families as well as of the local community and society at large’. 

Based on the definition of the European Commission, 2001 CSR means ’a concept whereby 

companies integrate social and environmental concerns in their business operations and in their 

interaction with their stakeholders on a voluntary basis’.  

 

1.1. THE THREE PILLARS OF CSR 

The European Commission (2004) similar to Daly (1991) differs three pillars of CSR: economy, 

society and environment.  

The economic pillar of economic responsibilty, we mean that the legal requirements are 

observed in addition to a form of voluntary commitment. The European Commisions’ 2004 

report on CSR topics concerning business areas, include product safety, innovation, fair pricing 

and advertising, and customer satisfaction issues. 

Social pillar has dual significance. On the one hand, a portion of the society, as a community to 

improve the quality of life and well-being of raising actions, on the other hand includes the right 

conditions at the workplace, security, development and advocacy provision. 

The environmental pillar primarily covers of more efficient using of resources and reducing 

environmental pollution. 

Figure 1 summarizes these factors, and stakeholder groups are also included. 

FIGURE 1 

Important topics and stakeholder groups of CSR 

 
Source: The Writers’s own edition according to The European Commission (2004) 
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2. CSR TRENDS 

BSR (The Business of a Better World) announced the top 10 CSR Trends for 2013. We 

groupped the trends according to the 3 pillars of CSR, which are the following: 

 

1. Integration of CSR into business strategy 

2. Accountability and responsibilty for social and environmental performance in the 

supply chain 

3. Revenue transparency and corporate and government accountability 

4. Social license to operate as a commercial driver 

5. Changing expectations about human rights issues 

6. Local content and growing demands for benefit sharing 

7. Evolving NGO agendas and relations with business 

8. Labor relations and regaining worker trust 

9. Collaborative approaches to cumulative sustainability impacts 

10. Balancing the competition for water resources 

 

From the economic point of view there is a high pressure on companies to increase transparency 

and accountability, keep off corruption, increase sustainability and protect human rights. 

Companies has to meet the expectations of employees, customers, suppliers, local communities, 

stake-holders simultaneously. To make it possible a strategy is needed. This CSR strategy has to 

integrate and harmonize with global corporate strategy in order to utilize its advantages. 

CSR is a voluntary activity, that is why governmental organizations try to be back, but in certain 

industries, for instance energy and mining industries, government requires increase of revenue 

transparency. In this way they can provide essential services such as education. 

 

As a social aspect companies have to behave good, we mean that they should vouch 

responsibility after their decisions. Consumers when making their buying decisions will choose 

the product of that company, which use less natural resource during the production. We can find 

special labels on the items, e.g. cosmetic products not tested on animals or foods that do not 

contain genetically modified organism.  

The social is a community, which has a normal expectation: if a company makes environmental 

damages in people’s living area, than it is its duty to return some benefits from the profit. It is a 

human right to ensure people living in a better and healthier world. BSR’s report says that ’it 

will be a standard practice in 2013 for companies to focus on integrating human rights into due 

diligence approaches to proactively identify and address issues’. Last but not least employers 

have to guarantee normal working conditions to its employees, and make them committed. In 

accordance with the Hewitt & Associates (2010) study it is worth dealing with environmentally-

conscious practices, because employees will appretiate it and it can be one of their reason to 

work in a company. 

 

Regarding the environmental perspective we are all responsible for our Word. If it is possible, 

companies have to decrease their consumptions from the natural resources. According to BSR 

report e.g. water-intensive industries have already started to develop solutions for sustainable 

water management. So it can be the first step. Because of the climate change and population 

growth the more efficient use of resources and recycling is needed.  

 

 



 5 

3. HUNGARIAN OUTLOOK 

Hungary in 2006 published the first regulation of the CSR, which supports employers' social 

responsibility and gives metrics to stimulate responsibility (CSREurope, 2009). 

Corporate social rensponsibility appears in such key areas of our country as the use of 

sustainable energy, climate change, reporting, accountability and transparency, social equity 

and cohesion and sustainable consumption. 

The local community goals are sponsored by the small and large businesses alike. 

There is not research about the companies’ philantrophe activities, but an increasing number of 

collaborative business appears. The cooperation between companies and local communities are 

not as active as in Western European countries, but it has developed a number of good goal 

(building playgrounds, painting schools, etc.). However, companies need to work continually in 

order to achieve trust and transparency, as consumers often linked CSR to PR. 

3.1. CSR goals 

GKI (Hungarian Ltd. deals with economic research) (2008) survey also proved the fact that the 

importance of CSR is continually increasing in the life of companies. The 54,2% of the 

companies operating in Hungary social responsibility is reflected in spending activity. 

In 2007, domestic enterprises – whose emplees are over 20 people – CSR spending was more 

than 330 billion HUF, of which only 20.3 %, exactly 67 billion HUF was spent for external 

purposes (charity, social, educational, cultural, environmental-, health and sports). The fact that 

this income is a reduction factor in the business world, it influences the extent of the amount. 

GKI survey also showed that Hungarian managers classify what are the most important 

CSR objectives (in order of priority as a -100, +100 interval scale of measurement): 
 

TABLE 1 

The most important CSR objectives 

Nr. The most important CSR objectives Value 

1.  Positive influence on company image 63 

2.  Improve and preserve the health of employees 56 

3.  Application of environmentally friendly solutions 54 

4.  Creating equal opportunities within the company 50 

5.  Provide welfare benefits to the employees 48 

6.  Ensuring corporate transparency 47 

7.  Training the staff 46 

8.  Active supporting of environment protection 28 

9.  Supporting educational institutions 16 

10.  Talent care – e.g. trainee program 14 

11.  Contribution to the creation of equal opportunities 11 

12.  Improving the health status of Hungary 10 

13.  Munificence to the needy / underpriviledged ones 1 

14.  Talent care – e.g. scholarships, foundations 1 

15.  Promotion the culture -3 

16.  Improve government relations -6 

17.  Sponsoring Hungarian mass sport -8 

Source: GKI Economic Research Ltd. 

 

The data suggests that domestic firms prefer internal CSR goals, thus they have more influence 

on the company’s profitability. External CSR goals have their significance in the social 

judgement, as the CSR can be defined as the companies’ positive image towards the society.  
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3.2. Industry results and characteristics 

CSR spending is different in sectors: the most money is spent on in the mining, industry and 

commerce, while the least is in education, health, agriculture and fisheries, as well as catering 

and accomodation services. 

In 2010, as in previous years, the telecommunication and financial sectors were the best. The 

average of 44% of the energy companies and public service are at the same level as the national 

average, but there are great differences between the companies. The wholesale and retail trade, 

and industrial companies perform below average. 

The wholsale and retail trade increased their average results by 17 percentage points compared 

to the year of 2009. This is largely due to the fact that several of them have achived a significant 

improvement compared to last year: e.g. Tesco, that issued a CSR report in 2010 for the first 

time with 21 percentage points, the performance of Spar was improved with 18 percentage 

points. 

 

FIGURE 2 

CSR 24/7 2010 – industrial results Hungary 

 
Source: B&P Braun & Partners Hungary 

 

GKI (2007) compared communication activity with CSR spending, according to it not those 

companies communicate themselves in a better way, that spend the most on CSR purposes, but: 

 employees number of 250-999 in the business, 

 as well as catering and accomodation services, transportation, telecommunications, 

financial planning, real estate, and financial services. 

 

In the business sector there is different CSR interpretations. Taking responsibility has a new 

dimension: the economic responsibility. Some companies consider e.g. comliance with legal 

requirements – fair tax payment and waging – are treated as part of CSR. In fact, it is possible to 

be the specific of the Hungarian companies, which can be primarily explained by the applied 

high taxes in Hungary. Despite the fact that charity is a tax base rreduction factor, for the small- 

and medium-sized enterprises after the payment of the tax there is no lie in their power to spend 

on this. Therefore it is not suprising that large corporates treat it as prescribed obligations. This 

practice prevails in the more developed European countries. 

Multinational companies develop their CSR strategy on the basis of the parent companies’ 

sample, as a long-term profit-maximizing effects attributed to this activity. People are buying 

more and more conscious of who interest by the companies’s efforts towards the society and 

environment. GKI survey calls attention to a new trend: now the CSR is no longer provides 

outstanding competitive advantage, but rather become a condition of staying in the competition.  

 



 7 

3.3. Top 25 Hungarian corporates in CSR activity 

B&P Braun & Partners in Hungary has studied for two years the transparency and 

communicating CSR activities of the large corporates in the region. CSR 24/7 research was 

developed on the base of the Global Reporting Initiative (GRI) and United Nations Global 

Compact’s guidelines. The survey shows that large companies from the region in what extent 

and how easily publish their information on social responsible operations. The ranking of 

responsible operation examines in 7 dimensions the CSR activities showed on the corporates’ 

websites: transparency, corporate governance, stakeholder relations, environmental 

responsibility, economic responsibility, society and human resource. 

The large Hungarian companies have achieved the best results in terms of transparency, which 

is due to the detailed corporate informationcan be found on the websites, and the growing 

number of CSR reports, and also due to the annual published CSR contents’ report. There is a 

significant development in the communications of stakeholders. More and more companies 

report regular two-way dialogue with the different groups (e.g. employees, suppliers, customers 

etc.). Weakest point of the domestic large companies keeps the human resource management, 

and the presentation of their relationships between the suppliers and social organizations 

published on their homepage. 

 

FIGURE 3 

CSR 24/7 2010 – average dimension Hungary 

 
Forrás: B&P Braun & Partners Hungary 

 

Compared to the Hungarian and regional results to the American and global one, there is a 

significant difference: the Fortune magazine list of two hundred largest U.S. companies, four 

fifths had a CSR report for the preceding financial year and this ratio is 30% in the case of 

Forbes’ gobal top 2000 list. The spread of CSR reporting probably will be accelerated in the 

coming years, this means that in 2009 compareing with the previous years 25 % more non-

financial reports were prepared worldwide taking into account of the guidelines of the GRI. 

Environmental and social data support stakeholders’ activities of, such as investors, customers, 

employees, civil organizations, academics and other organizations to understand the risks of 

such companies, as well as developing and implementing plans to manage them. Because of the 

scarce resources this means it is an important competition factor and basis for comparison, as 

how a company operates sustainably. 

 

Large corporates of the region do not or partially meet the expectations of stakeholders in the 

aspect of transparent operation (B&P Braun & Partners Hungary, 2010). From the B&P Braun 

& Partners Hungary’s CSR 24/7 rating top in 2010, from 25 Hungarian companies only eight 

made a non-financial report in the past two years taking international guidelines into 

consideration. The situation is not better in the region of other countries, in fact, in the 
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comparison Hungary is the leader, while according to the studied sample in Austria only six, in 

Poland three, and in Romania two companies issued CSR report. 

 

While in Hungary the largest service corporates, such as banking and telecommunications 

sectors, are preparing reports about their impacts on environment and society, in Austria is 

much more consistent between the different sectos. In Poland the large oil companies are the 

leaders not only in preparing reports, but also in the field of CSR and its communication as well. 

In the study 25 corporates are classified: the 20 largest companies’ turnover, the largest balance 

sheet of the three largest banks and the 2 insurance companies with the highest fee income (In 

Hungary according to the Figyelő (Observation) TOP 200 list). 

 

The average national ranking is 43%, which means 10 percentage point increase compared to 

the average of 2009. There was not a single company, which result would have been getting 

worse. The greatest improvement was showed by the Tesco and Budapest Electric Works with 

21-21% by enchancing their performance of last year.  

 

TABLE 2 

CSR 24/7 2010 Rank of the top 25 Hungarian corporate 

Place Corporate 2010 2009 

1 Hungarian Telecom Plc. 88% 79% 

2 Mol Hungarian Oil and Gas Company Plc 83% 71% 

3 CIB Bank Ltd 77% - 

4-5 OTP Bank Plc 75% 73% 

4-5 TVK Plc 75% 71% 

6-9 E.ON Hungaria Ltd 60% 54% 

6-9 Generali-Providencia Insurance Ltd 60% 54% 

6-9 K&H Bank Ltd 60% 54% 

6-9 MVM Group 60% 56% 

10 Tesco-Global Ltd 50% 29% 

11 Audi Hungaria Motor Ltd 44% 35% 

12-13 Budapest Electric Works Plc 38% 17% 

12-13 E.ON. Natural Gas Trade Ltd 38% 38% 

14-15 Spar Hungary Trade Ltd 33% 15% 

14-15 Tigáz Ltd 33% - 

16 OMV Ltd 31% - 

17-19 Allianz Hungária Insurance Ltd. 29% 23% 

17-19 Bosch Group 29% - 

17-19 ISD Dunaferr Ltd 29% 21% 

20-21 Hungarian Suzuki Ltd 21% 13% 

20-21 Philips Hungary Ltd 21% 8% 

22 Samsung Electronics Hungarian Ltd 19% 19% 

23 Sanofi-Aventis Chinoin Ltd 15% - 

24 Panrusgáz Gas trade Ltd 10% 10% 

25 Flextronics International Ltd 0% - 

Source: B&P Braun & Partners Hungary 
 

3.4. Comparison of Hungarian corporates’ CSR reports regarding the topics 

In the frame of the benchmark we examined CSR reports of the first 5 corporate from the above 

mentioned Braun & Partners’ rank. Sustainability reports comparison was performed on the 

subjects, downloaded from the website of the company in 2008 and 2009. 

 

Benchmarking is a process when a company compares its own performance with the industry’s 

best ones. It is worth using benchmark in case of CSR reports, because in this way we can 

increase transparency and improve accountability, and it is a systematic approach to evaluate 

companies’ contributions. 
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TABLE 3 

Benchmarking the first 5 corporate from Braun & Partners’ rank regarding the topics 

 
Source: The Writers’ own edition 
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3.5. Some outstanding CSR reports of 2012 

On triplepundit.com we can find outstanding CSR and sustainability reports. We would like to 

present three of it in order to learn from the best in alphabetical order. 

 

INTEL is a word leader of computer innovation. It has announced an annual CSR report since 

2001. In 2011 its slogan was ’Connecting and Enriching Lives Through Technology’, and the 

report consisted of the following three factors: governance-, environmental- and social factors. 

From governmental point of view they intend to improve transparency and increase engagement 

with key stakeholders. In the environmental factor they would like to reduce the following 

elements: water, absolute global-warming, energy consumption, chemical waste. Intel continues 

to take steps towards the society, which covers improvement of employees’s health, maintaining 

their safety, establishing more education programs etc. Last but not least, one of the success 

factor is to integrate corporate responsibility metrics into management system. If we manage to 

measure it, we can speak from it, because it is surely exists. 

 

NIKE has launched an interactive sustainability report that educates, innovates and brings 

sustainability alive’ said Kaye (2012). NIKE’s impact areas are: energy and climate, labor, 

chemistry, water, waste, community. Primarily aim in their sustainable strategy to decrease the 

contribution to climate change. The corporate pays attention to their work force not only inside 

the factory (working conditions, rights), but also their lives outside (living conditions). They 

also tries to reduce the effect of product ingredients in the whole lifecycle to protect employees, 

consumers and environment. It is in their strategy that they would like to cut water use, reduce 

waste and support communities. And why is it interactive? Because people can design their own 

sustainable athletic gear. 

 

PHILIPS determines the same key material issues as INTEL: environmental, societal and 

governance ones. However, Philips thinks it really serious what is in their CSR report. In 2011 

this company designed the 1
st
 recycled coffee machine (SENSEO Viva Café Eco). The Green 

products have already achieved 39% of its total sales, which will be increased in the future. If 

we think it is still not enough Godelnik (2012) recommends us two more reasons. Philips 

integrates CSR strategy in the company’s annual report, so it gets such a significance role as 

innovation or marketing strategy. Beside this they apply metrics to prove their efforts. In 

addition Philips’ CSR report only exists on online version. 

 

4. CONCLUSIONS 

It turns out from the CSR trend report – which was made in the caring of the Craib and 

Communications, and PricewaterhouseCoopers LLp – that 23 % of companies use the CSR 

reporrting name (PricewaterhouseCoopers, 2009). 40% calls it as sustainability report, 18% of it 

calls as corporate responsibility report, while 5% of them use sustainable development report. In 

the research 1115 companies’ reports were examined from many countries of the world. The 

study examined 350 European companies. 

75% of the companies have CSR information on the website, but only 40% of them are 

displayed as a separate item. 

Not every corporates making report annually, only 74% of the examined European companies. 

Main topics in the reports in Europe are: management systems, environment, social support, 

employees, health and safety, and supply chain system. Regarding the topics, the result of the 

Hungarian benchmark is the, which can also serve as a recipe for a good CSR strategy 

preparing. 

The corresponding CSR strategy is costly and time consuming, but definitely worth the efforts, 

because they may benefit from the number of its applications: 
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To create an appropriate CSR strategy is a cost and time consuming task, but definitely worth 

the effort, because it has several benefits: 

 products can be differentiated, identified and repositioned, 

 brand image and loyalty can be constructed, 

 target group - specific marketingcommunication can be achieved, 

 the old customers can be made committed, 

 new customers may take the product, 

 customer satisfaction and trust can be built on, 

 increase sales and turnover and making profits also, 

 to increase the company’s confidence, image and reputation, 

 stakeholders and employees can be made staisfied and loyal employees, 

 positive effects on employee recruitment, 

 real impact on the supported social case, 

 cost savings by using less energy etc. 

 

The article reports on the basis of the benchmark can be sure that the companies investigated in 

Hungary took the first step in order to do good for society, the environment and for the 

economy. Developing sustainable consumption is our common interest, in which everyone has 

to take a role. So corporate social responsibility is not a charity it is rather a survival issue. 
 

This article is carried out as part of the TAMOP-4.2.2./B-10/1-2010-0008 project 
in the framework of the New Hungarian Development Plan. The realization of this 
project is supported by the European Union, co-financed by the European Social 
Fund. 
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