



According to Crowther and Aras (2008) corporate social responsibility (CSR) is something which almost every company has and produces a report on annually, detailing its activity. Broadly, CSR is the relationship between global corporations, governments of countries and individual citizens. A CSR also allows the relationship between a corporation and the society it resides in to be analysed and whether or not the company is successfully satisfying its many different types of stakeholders. 
Crowther and Aras (2008) explain that there are three basic principles which comprise all CSR activity. They are, sustainability, which is concerned with the action of the present whilst preserving resources for future generations. In other words society must use no more resources than can be generated, for example, producing an energy efficient programme would fall under this category.
Accountability, which is concerned with an organisation recognising the responsibility it has to the environment. An organisation is part of a wider network where it must realise that it affects many other people than just its owners. Therefore, there is a need to develop appropriate measures of environmental performance and improved reports of the actions of the company.  (Crowther and Aras. 2008) 
Finally, there is transparency, how much information an organisation releases to its stakeholders and the public. All actions and effects of an organisation must be made apparent through reports, which is seen as being particularly important to external users as they would not normally have the same amount of information and access as internal users. (Crowther and Aras. 2008)   
Strauss (2017) of Forbes, recently conducted an analysis on 170,000 companies finding that Lego topped the rankings, previously leaping from its former ranking of fifth. Strauss states that Lego has finished top due to their ethical behaviour, conducting of business, improved transparency, environmental awareness and support of other charitable causes. 
Every company will have different kinds of organisational responsibility, Chandler and Werther (2006) write how fundamentally, an organisations responsibility is to produce returns on stakeholders and owners investments. Within a law based society all a company has to do is act within a legal framework drawn up by a government or judiciary. Ethically an organisation has a discretionary responsibility, representing strategies and more proactive behaviours that will only lead to benefit a company and society. 
With the company LEGO, to make a product that would just abide by legal requirements is perfectly fine, however, in this day and age an organisation must now be seen to be doing more for the society, environment and stakeholders if it is to gain an advantage in today’s market. (Chnadler and Werther, 2006)  
Within LEGO’s CSR report they state how they have made progress against their ambitions in 2016, especially in regards to children, the environment and society. Palmer (2015) identified issues with the LEGO bricks that are being manufactured, highlighting their impact on the environment and the amount of plastic the company is producing. LEGO, however, have responded to this by stating they are starting to only use sustainable materials to create their bricks, along with a 90% overall recycling rate from its production facilities, indicated by McMullen (2015).  
The organisations long term goal is to achieve a recycling percentage of 100%, of all element waste, by reducing inputs and reusing and recycling other materials used in the production process. This indicates that the company is aware of their sustainability by recycling products, meaning that they are also aware of their accountability and responsibility towards the environment. They have also acknowledged concerns from stakeholders, about the recyclability of their product and have shown to be doing something positive about it. By presenting figures and positive stats, they have also improved their transparency towards all of its stakeholders. 
Furthermore, to improve its sustainability, LEGO promised to run on entirely renewable energy by 2020 in its 2016 report, however, they have managed to do this 3 years ahead of scheduled with the completion of an offshore wind farm in the UK which now provides all of its energy. (Richards.A. 2017) LEGO are now working towards creating a clean, sustainable future, especially for their company and consumers. By creating a sustainable future LEGO are also helping to preserve the environment of the consumers for future generations to come.  
Perella (2014) states that by reducing environmental impact, improving upon simple designs, faster manufacture and a streamlined material flow, the business would inevitably grow for generations to come. The other point highlighted is that of the bricks first made back in 1958, where they are still able to be used today with the new products. The LEGO group argue that there are not many other products on the planet that can be used for a sustained such period of time without the need to throw the product away, which encourages recycled use whilst again, reducing its environmental impact. However, the LEGO group state that they have had to rule out any sort of recycling of their products as the guidelines of the toy industry are so highly regulated, that the prospect of doing so, would not be a valid option due to strict contamination policies. 
The LEGO group has abided by all legal regulations and policies, so there had been no legal obligation to go completely green and renewable, however, Greenpeace (2014) pointed out that the Lego group had fallen into the wrong crowd through its co-promotion with the oil company SHELL. The company SHELL received negative press for its hunt for more oil into the Arctic which has potential impacts upon the environment with Greenpeace, highlighting that an oil spill would be almost impossible to clean up. 
The deal saw LEGO increase their profits due to 16 million LEGO products sold at petrol stations across the world. LEGO have allowed SHELL to be a part of their product and therefore have advertised themselves upon millions of children, who will be the next generation of consumers, stakeholders and politicians. SHELL have tactically tried to win over the next generation of academics through LEGO products, who will ultimately have the final say over SHELL’s future. (Greenpeace, 2014) 
Greenpeace (2014) condemn LEGO and have called for them to cut all ties with the fossil fuels company, which contradicts LEGO’s aim of becoming completely renewable. It could be argued that the LEGO group are merely creating wind turbine farms and recyclable packaging as a cover up for its relationship with SHELL, as that organisation goes against all of their environmental policies. Greenpeace (2014) do state though, that LEGO have all the attributes to be a totally ‘green’ company, but they cannot understand their continued relationship with SHELL, with the LEGO group persistently ignoring calls for a reconsideration of its relationship with the oil tycoon, with the only thing which Greenpeace believe keeping this relationship strong are totally for financial reasons.
	Nevertheless, Vaughan (2015) stated that LEGO have now cut all ties with the company SHELL, after the persistence of Greenpeace forcing them to end the partnership. A YouTube video released targeted the LEGO group by using its products showing them covered in oil. John Sauven, executive director of Greenpeace UK explains the inappropriate relationship between the toy company and the oil corporation, highlighting how inappropatie and irresponsibly it was. Since the end of this deal, LEGO has moved in a more positive direction with the public now taking more notice of what they are doing for the environment, whereas before it merely looked like a cover up.  
As well as policies in regards to the environment, the LEGO group also claim to be providing policies helping children around the world with fun play experiences along with promoting the rights which children have to play. UNICEF (2016) describe how they have a partnership with the Lego group over the past year, working together to promote the rights of children. They have a three year partnership plan which is focussing on ensuring other businesses, respect and support children both offline and within a digital environment. One of their combined aims is to increase the accountability to children, with the organisation, whilst strengthening the governance of child online protection schemes and plans within LEGO operations. 
By creating this partnership, the LEGO group are advertising and expanding to untapped areas where they can reach new consumers in a developing world. Whilst they are helping children in need, they are also expanding their consumer base which they have already done so by impacting 73,000 children in Jordan which also include refuges from Syria. 
Doole and Lowe (2008) highlighted that LEGO had been making losses from 1998 to 2004, mainly down to a rapid interest in technology. LEGO tried to expand its consumer base more towards younger girls, which failed as their main target group were boy’s aged between 5 and 9.  LEGO needed to re-establish itself and has expanded onto developing countries to improve profits. It could be argued that if it were not for LEGO’s financial struggles in the early 2000’s they may well have not tapped into developing countries to expand and make profits, however, by doing so, they have now started to ethically help children in other countries while under no legal obligation, giving a sense of ‘giving back’ to society.   
Furthermore, Davidi (2014) explains how LEGO also have a local community engagement programme, which the LEGO group believes inspires children of today and offers them ample opportunity to create play experiences. This programme allows younger adults, children and fans to work with the organisation to create new ideas for the future, however, Davidi (2014) does argue that what LEGO are doing comes across as ‘giving back to society’ and ‘ethically correct’, whilst deep down, LEGO could be accused of using this programme to gain vital customer feedback and closer analysis to what people want, almost making the consumers do much of the work for them. 
The LEGO group has policies which look to help and support all societies around the world, inspiring fun and creating opportunities. So, in conjunction with these policies, the LEGO group cut all advertising ties with newspapers, The Sun, The Daily Mail and Daily Express describes Spanier (2016) as these papers are related with editorial hate against immigration.
Here, in the UK LEGO has continued to build relationships with new charities, one in particular being the children’s charity BookTrust. Hargrave (2018) adds that the company has already helped 50,000 families by sending them building blocks alongside book start treasure packs which encourage creativity and imagination. This partnership is a pilot project which has so far been successful for both parties, with Lego already in talks to open up more partnerships with other charities involved with helping children. Again this could be regarded as a well thought out public relations campaign from LEGO as they are embedding themselves upon future generations. Those children who have been helped to learn and have made positive memories through using LEGO products will in the future, potentially work for LEGO or purchase LEGO items, securing and making the company money for generations to come.    
The LEGO group also, have a digital safety policy, designed to promote the benefits of fun, safe and educational online opportunities for children. In relation to this, LEGO have partnered up with Facebook to allow children to create and advertise their creations through safe videos using the online social media giant. This campaign also works with parents to enlighten them to the dangers of online hate and bullying and also how negative media can affect children even at a young age. (Joseph, S. 2015) LEGO have additionally used this campaign to advertise their switch from just being a toy manufacture into a multimedia business. Their recent success of their movies has increased their profits and has also found them a new target audience of adults re-engaging them in a fun customer experience.  
Hudak (2017) explains how a strong CSR report and the work LEGO group have been doing throughout their company and on an international front has really put the organisation on top as one of the strongest in today’s economy. Nonetheless, he describes how the company are facing new challenges at the end of 2017 and beginning of 2018, which may well affect their policies in the future. The LEGO group have made losses for the first time in over a decade that has seen a loss of 1,400 employees throughout their global force. This has been explained to be down to less contracts with blockbuster movies and the decline of major toy companies such Toys R Us on the high streets. 
For the company to halt its decline they must now refocus on bringing mature markets back to growth. They could also pursue another angle at developing countries like China by using their relationship as an educational tool to progress markets and strike new contracts. However, these new techniques may determent their current and future policies and if profits continue to decline, charity work, environmental work and social policies may have to be put on hold, as fundamentally the point of the organisation is to make money and not just survive.  
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