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Using examples from the logistics industries to support your argument Discuss the role of Corporate Social Responsibility as a means of promoting sustainable products and services.

An issue which has played a great part in contemporary business strategy is whether businesses should have a greater responsibility for their impact on society and other concerns outside of their profitability. 
Theorists Maloni, M.J. & Brown, M.E. J (2006) define corporate social responsibility as:
	“the idea that a corporation may be held socially accountable by an expansive array of stakeholders such as customers, employees, governments, communities, NGOs, investors, supply chain members, unions, regulators, and media.”
Some CSR theorists such as Milton Friedman (1970) believe that businesses solely have a responsibility to their profitability so long as they do so whilst keeping within the limits of regulation and legislation. It can be argued that the only people to which business are responsible are the owners themselves and the shareholders whose dividend and share price must be put as the foremost concern. 
However, corporations especially large national or multinational businesses, affect a wide range of people and organisations directly and indirectly. The employees, suppliers and government are but a few who are influenced when businesses fail. Not to mention the tax payers whose money is often used in these cases to “bail-out” companies which have been managed without thought or concern for the public. A current affairs example of this is how the management of Carillion misled their employees and suppliers about the financial situation of the company in order to continue paying dividends to their shareholders and bonuses to senior management. These employees are now without work and suppliers hit by the reality that they may never receive payment for their services.   
 As more cases of ethical misconduct are brought to light consumers, governments and other organisations are increasingly interested in how businesses behave and their CSR policy (Maloni, M.J. & Brown, M.E. J) (2006). Consumers are becoming more aware and more concerned with CSR policies and in a survey carried out by West Monroe Partners they determined that customers were willing to pay an extra 5% to ensure that the products handled by logistics organisations had implemented sustainability policies (2015 WMP Survey). In addition to this the survey claims that 76% of consumers would be content with an extra day’s delivery wait for a more environmentally friendly delivery method. This recent growing public concern has implications for corporations as people are increasingly taking into account the ethics behind the business. 
As well as focusing on CSR there is a growing interest in the role businesses have to play in promoting sustainability. Sustainability’s most recognised definition is proposed in Our Common Future more widely known as the Brundtland report of 1987. It defines sustainability as:
	“Development which meets the needs of the present without compromising the ability of future generations to meet their own needs”
This focus on the future is leading to businesses implementing sustainable policies to prove to their customers and suppliers that they are socially responsible. There are numerous reasons for attempting to build a bank of public goodwill. By acting in line with regulations and even going beyond these to provide environmentally friendly services organisations can offset the damage of possible criticism for other activities. These policies can also be used as a means of corporate differentiation strategy. CSR can be used by businesses to gain an advantage by aligning its CSR policies with the its core strategy and aims. In this sense it can be though of as a form of investment. It can act as a form of “added value” that builds reputation ((McWilliams, A., Siegel, D. S. and Wright, (2006)).
To build reputation there are certain values that must be upheld. Diane A. Mollenkopf Professor of Logistics at the University of Tennessee claims that “Regardless of the motive, environmental and social supply chain sustainability requires a level of transparency, and ultimately integrity”.
However, it is often the case that CSR and sustainability policies are in direct conflict with the profitability of a company as these schemes can be costly and not necessarily always related to the area in which the corporation operates. Shareholders and executives may not be willing to change the business processes to be more sustainable due to the sheer cost. Yet despite initial cost and investment required these alternative practices could lead to long term savings.
An example of this within the logistics industry is packaging. Companies are beginning initiatives to reduce packaging, increase the use of re-usable or biodegradable material and lowering the cost of the materials. Adobe launched new packaging for its software in 2012 removing much of the plastic from the box and reducing the amount of cardboard wrapping from 3 layers to only one. Adobe claim that as of the end of 2016 over 98% of their software and licensed products were delivered digitally and therefore eliminate the need for any physical supply chain (Adobe Systems CSR). As well as just reducing packaging it is becoming the aim of many companies to ensure that the waste from packaging is reused and does not end up in landfill sites. This conservation of resources that are finite are key to the aims of sustainability.
The most widely known and talked about limited resources are fossil fuels. Many companies which extract these unsustainable resources are increasingly concerned with their image. Organisations such as British Petroleum are rebranding from being seen as petroleum or fuel companies and are trying to promote the image of being an energy supplier. This shift and change of alignment emphasises the fact that these companies are increasingly worried about how they are viewed. UPS in the USA from the end of 2014 began rolling out new 700 class trucks that use LNG rather than petrol and have also started a scheme in Hamburg Germany to deliver packages by push carts and electric powered bicycles to reduce the carbon footprint of their organisation and boost their sustainable image.
[bookmark: _Hlk508039151]As well as the obvious environmental sustainability, companies also run schemes that aid ethical, educational and economic sustainability issues. Employee relations, community involvement, talent development and business management practices are all ways that businesses promote sustainable products and services through CSR. D.J.Closs, C.Speier, N.Meacham (2010).
Ensuring that there is a strict code of conduct for employees and their working conditions is vital for organisations with supply chains in less developed countries due to the increased awareness and backlash of the public to recent scandals involving child labour and fair wages. P. Knorringa (2009). As well as this many international corporations act altruistically through relief programs to countries where they are involved to provide support for a range of issues such as natural disaster remediation and building infrastructure in local communities. Humanitarian aid and support not only increases the moral standing of these companies in the eyes of the customer but also has a trickledown effect of making the company a more trusted and sought-after employer and provider. 
Another crucial sustainable service provided by organisations is to invest in people and train them accordingly not only to better their skillset and improve the company, but also to pass on their moral ideology and aims. Included in this is ensuring that there is awareness of issues such as diversity and cultural beliefs and differences.
By leading the way with CSR policies companies not only maintain a good reputation but they also encourage people to use their product or services by ensuring the customer gains some moral satisfaction from being involved in these schemes. The “feel-good” factor of buying a product of which some of the proceeds go to a charity or aid scheme has massive appeal and is therefore utilised in a marketing sense. Not only do these schemes bring in new customers who are interested in making a difference they also create brand loyalty. 
In conclusion CSR is a valuable tool for companies that can not only be used to offset criticism and negative image issues, but also can be used as a powerful marketing campaign. By involving staff as a tight knit and well treated group acting through philanthropy and charity as well as supporting local communities organisations can create a positive working environment. Maintaining an enjoyable working experience ensures that the company is in demand by prospective employees and is regarded highly by suppliers and other business in the supply chain. Providing schemes that promote sustainability in an environmental sense appeals to many environmentally conscious customers and promotes an image of moral integrity. Codes of conduct and transparency in their activities all cause greater brand loyalty and respect. Ultimately the “feel good” factor of being involved in making a humanitarian or environmental difference for the future generation is the critical reason why sustainability can be used as a key marketing tool.
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