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1. [bookmark: _Toc2724527]Introduction 

This report will look at the corporate and social responsibility of businesses and organisations with in the logistic and transport industry. Corporate and social responsibility (CSR), is better described as a company’s ethics and responsibility to society and the environment, rather than a legal obligation. There are many ways to describe CSR including ‘the ethical principle that a person or organisation should be accountable for the acts that may affect the physical environment and the public’ (Jobber & Fahy, 2009). CSR could also be described as ‘an issue that is growing in importance in business, CSR covers multiple activities and issues and in-essence how ethical a company is’ (Mangan & Lalwani, 2016). Another strong description of CSR is ‘a business philosophy that recognizes social, cultural and environmental effects a company’s practise may have, along with actions that appear to further some social good beyond the interests of the business and the legal requirements’ (Pickton & Broderick, 2005). This report will discuss some of the many issues that a company in the logistics industry may have with CSR and how this can impact on the marketing strategies companies may use.


2. [bookmark: _Toc2724528] Methodology 
The methodology of research used in this report consists of reading books, journals and searches on online libraries and internet pages.


3. [bookmark: _Toc2724529]Analysis
3.1. [bookmark: _Toc2724530]Working Conditions and the Environment 
With the advancement in technology and the information the general public can gather on the internet has made society more sophisticated and informed on how companies affect society, their recognition of different cultures and the impacts they have on the environment. Companies are pressed to be more open on how they conduct business, this can add more pressure to marketing managers if a company does not address their CSR. Marketing managers ‘need to be aware that organisations are part of society and are accountable to society for their actions’ (Jobber & Fahy, 2009). There are many areas in which CSR can be applied to many aspects of a business.
One area in which CSR has an affect is employment. This can include working standards, working conditions, hours worked, zero-hour contracts and employee diversity. There has been a growing concern of working conditions for people who work in factories in countries which are not as affluent as the UK. These factories are just one part of a company’s supply-chain, predominately the retail business, in countries such as Taiwan, Bangladesh and Sri Lanka. The working conditions in “sweat shops” are no longer deemed as humane for people to work in. This perception along with the ‘Rana Plaza factory collapse in Bangladesh 2013, 1100 people died, and many international retailers were implicated as having goods produced there in unsafe working conditions’ (Manners-Bell, 2017). International retailers have since tried to distance themselves from suppliers who make employees work in these conditions ‘It is no longer morally acceptable to purchase goods from suppliers without full visibility of any issues’ (Manners-Bell, 2017). Within the logistics sector Hermes have had their CSR questioned over working conditions and hours. In 2016 The Guardian newspaper printed an article explaining how Hermes were found to offer drivers a flexible working hours and good working conditions. However, they go on to say they are paid per item delivered and may have to work 60-70 hours per week to meet the living wage, whilst not having any benefits such as holiday pay and national insurance or pension contributions. The paper goes on to say ‘Hermes along with other companies find the self-employed or gig-economy, a trend that encompasses outsourcing, sub-contracting, agency workers and zero-hours contracts which helps employers distance themselves from responsibility of the people working for them’ (Lawrence, 2016). This practise is not exclusive to Hermes of course and maybe not all people working for the company under these conditions have an issue, but the social perception of Hermes has no doubt been tarnished by this revelation on how employees are treated.
Another factor of CSR is the environmental impact made by companies and how they intend to be more sustainable. Logistics companies may see this as a major part of their CSR. Logistic companies see being more sustainable not just good for marketing but also to save money. Companies may look at how vehicles are driven, what type of vehicle is used and driver training which work in both economical gain and social conscious. A logistic company may ‘vehicles being driven more efficiently cuts costs and increase profits, also a more economical style reduces emissions, is safer driving and less risk to company’s brand and insurance/litigation costs’ (Manners-Bell, 2017). This can also be extended with most courier vehicles also having maximum speed limits set on vehicles. Other initiatives being brought forward which are being supported by Government and EU states is switching to more sustainable modes of transport for example interchange hubs for transferring freight from a boat to train with minimal road miles needed. Courier companies are also building bigger hubs in more central locations which again is trying to cut emissions.
3.2. [bookmark: _Toc2724531] Expansion of CSR
Though there are many areas of CSR that logistic companies must consider not just environmental issues and employee conditions. They may consider moral’s, diversity, charity, honesty, transparency or reputation. 
With CSR becoming more important in decision-making developing a strategic framework for companies is essential in maintaining a competitive edge. ‘Maignan and Ferrell (2004) provide an overview how CSR is understood and is changing. They distinguish four separate areas that can be put in a framework to help understanding the case for CSR and a managerial for strategic implications. They state the four areas are social obligation, stake holder obligation, Ethics driven and managerial process’ (Hooley, et al., 2012, p. 477). This can be used as an overview for any issues that may be raised by CSR. An organisational process for managing CSR is suggested to scope impacts of diverse pressures. ‘Porter and Kramer (2006) suggest management focus should be on:
· Identifying the points of intersection between the company and society
· Choosing which social issues to address 
· Creating a corporate social agenda
Although companies’ situations diifer greatly the framework can give them an initial approach to CSR’ (Hooley, et al., 2012). 
‘The triple bottom line is a common term to assess a company’s performance. It is also referred to as people, place and profit’ (Slack, et al., 2016). This can be viewed as a very simple concept with companies not just measuring success as financial gain. The people part corresponds to the social impact the company has. This can range from the communities situated near any part of the business or individual such as employees. However, the most prominent of the three is sustainability. Most people may assume this is based mainly on environmental impacts, but this can be far more reaching. The further reaches of this aspect can be the enhancement of people who has contact with the company. The TBL is a basic overview of a company’s approach to CSR and may be deemed a measuring stick to how they are performing in all aspects of the business, but this can provide an indication of how company is performing.


4. [bookmark: _Toc2724532]Conclusion
CSR is becoming a very important concept or tool that businesses from all sectors of industry and non-profit organisations. With the growth of social media, the internet and with investigative journalism becoming more popular, companies can be scrutinised far more easily by customers, potential future customers and competitors, so the marketing department must have a clear and defined strategy that the whole business agrees to. Having a strong and defined strategy must be maintained throughout all aspects of the business as any slip can be used against a company. There are many aspects of a business which CSR can be applied too, however many logistic and transport companies may be keen to be viewed as attempting to be environmentally friendly and investing in more sustainable ways in which they run their business. Many logistic and transport companies of course have other marketing arears where they claim to socially aware and sponsoring sport may be deemed as socially acceptable practise. However, with stories of poor workers rights and view of how Brexit may affect business, couriers marketing teams now may be forced to pay more attention to the social responsibilities rather than just the environmental.
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