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ABSTRACT

This paper focuses on the notion of corporate social responsibility and investigates the interconnection between the
negative environmental impact and business activities of global corporations. In particular, the paper analyzes the
engagement of some global brands in the sustainable development discussion. In the cases of annual environmental
reports, this paper explores the brands’ commitment to the reducing the ecological footprint, applying energy

efficiency principles and using renewable energy.
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1. INTRODUCTION: ENVIRONMENTAL
PROBLEMS AND GLOBAL BRANDS
IMPACT

The discussion on environmental problems and sus-
tainable development nowadays embrace all the spheres
of human life, from private households influence to the
global corporations’ performance. Pollution, waste dis-
posal, climate change, water contamination, loss of bio-
diversity and other environmental problems are deeply
interconnected with human’s activities. For example,
some of the largest global fossil fuel corporations con-
tribute to 35% of all energy-related carbon dioxide and
methane worldwide [1]. Plastics packaging for many
different products is one of the biggest global environ-
mental problems cause only 14% of it is currently re-
cycled — the rest stays at the landfills and increases wa-
ter and soil pollution. Various global companies’ pollu-
tion ratings can significantly change the brand image
and reputation [2]. Consumers also pay more and more
attention to the brands’ involvement in the sustainable
actions and require more sustainable products and ser-
vices.

The importance of changes, a more conscious ap-
proach to consumption and business and the need for
concrete sustainable actions are evident for everyone. If
individuals contribute by various sustainable practices
and actions at the level of private households, small and
large companies have to perform their sustainable atti-
tudes more publicly and transparently. In particular,

business leaders create, evaluate and implement differ-
ent strategies and ideas to contribute to the discussion of
sustainable development [3]. Moreover, providing posi-
tive changes on key environmental problems is suitable
for companies and consumers; it improves the compa-
ny’s reputation and opens certain opportunities for fur-
ther development [4]. So, different changes concerning
raw materials extraction, manufacturing, packaging,
transportation or efficient resource use for lowering
negative environmental impact slowly become habitual
in small, medium and large companies worldwide.

Several initiatives and documents (e.g., The Global
Reporting Initiative, The United Nations Global Com-
pact, The Leadership in Energy and Environmental De-
sign) have been launched to consider environmental
challenges, promote more sustainable technologies and
solutions and encourage large and small companies to
join and contribute. Those transformations at the global
market signify the switch from a linear economy to a
circular economy by better using the resources and min-
imizing waste production, by maximizing the product
value and allowing its reuse or recycling. Moreover,
those changes concern manufacturing, product lines,
customer offers, customer relations, packaging, and
supply chain.

One of the ways to represent all those sustainable
contributions and reflect the transformation at all levels
of the production process is to implement the term cor-
porate social responsibility in the daily business routine.
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This article focuses on the analysis of three indicators,
ecological footprint, energy efficiency and renewable
energy, performed in the environmental reports for 2020
of such global corporations as H&M (fashion), Siemens
(technologies) and Apple (mobile devices).

2. CORPORATE SOCIAL
RESPONSIBILITY

Among the variety of definitions of corporate social
responsibility, it is essential to focus on the company’s
social engagement to compensate for the negative envi-
ronmental impact. As an essential aspect of social and
environmental accountability, corporate social responsi-
bility (CSR) is a business model that includes various
social, economic and environmental practices and poli-
cies that help a company be socially accountable. Addi-
tionally, CSR is explained through the switch from pure
profits to certain social interests. It can be beneficial to
the company itself as well as to stakeholders, investors
and citizens concerning socially responsible investment,
the fair-trade movement, or the intention to be employed
by a socially responsible institution. Corporate social
responsibility is important to both consumers and com-
panies. At the level of large corporations, it is crucial to
elaborate business standards and regulations to fulfil the
demands of stakeholders and increase involvement in
global environmental discussion [5].

It is always a question for scientific discussion to de-
fine the scope to which corporate social responsibility
can be applied emphasising the difference between so-
cially responsible and corporate image management [6].
Business communities always concern about their repu-
tation, public image, and the possibilities for its im-
provements cause it relates the long-term story with
profits. CSR expresses the company’s visibility, trans-
parency and responsibility. Murphy classifies the rela-
tion to CSR practices and defines the era of charity,
awareness, issue and responsiveness [7]; each era sym-
bolises the changes in companies concerning the social-
ly responsible business ideas. Caroll declares that since
2000s, the idea of corporate social responsibility be-
came a global phenomenon that involves different ideas
from stakeholder theory, business ethics, sustainability,
and corporate citizenship [8].

Corporate social responsibility can include strategies
and practices that improve and balance the relations
between human beings and the environment, that im-
prove economic benefits without harming natural re-
sources. Main CSR activities include incorporating en-
vironmental management in the manufacturing process-
es, improving the efficient use of resources, and reduc-
ing waste production and carbon emissions. Moreover,
it embraces the initiatives for employee empowerment
by improving labour standards and working conditions,
creating community relations, and incorporating the
principles of social equity, gender balance and protect-
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ing human rights. Furthermore, brands’ social perfor-
mance includes the stakeholders’ demand for corporate
social responsibility and their active participation in
those practices, as well as sharing a common under-
standing of corporate activities and value system [9, 10].

For instance, Benabou and Tirole [11] offer three
dimensions in which CSR can be applied. Firstly, the
“win-win” situation relates changes in the management
system by settling down the long-term perspective in the
use of resources, the investments, the position at the
market. Secondly, the stakeholders demand engaging in
philanthropy that can be delegated through the compa-
ny’s performance. Here the CSR practices can be used
as direct support, social or financial help, or compensa-
tion from the own negative environmental impact. On
the one hand, it can improve the corporate social image;
on the other hand, there is a lot of space for greenwash-
ing. Finally, insider-initiated CSR can be understood as
demanded from the management or board member
team.

Generally, CSR aims to represent three ideas. First-
ly, the focus on philanthropy; a company concentrates
not on profits or production improvements but donations
of money or equipment to civic organisations, engage-
ment with community initiatives, and support for em-
ployee volunteering. Secondly, focus on improving op-
erational effectiveness; a company aims to deliver social
or environmental benefits that support a company’s op-
erations across the value chain, improving efficiency
and effectiveness (initiatives that reduce resource use,
waste, or emissions, costs; investments in employee
working conditions, health care, or education, which
may enhance productivity, retention, and company repu-
tation). Thirdly, focus on transforming business model;
a company is created under new business forms (e.g.,
social entrepreneurship).

Typical reporting consists of three main scopes: vi-
sion and goals, management approach, and performance
indicators [12]. In different cases, it is possible to rec-
ognise whether the CSR reporting was enough transpar-
ent and substantive to represent environmental and so-
cial contribution. Among the different benefits of work-
ing on a corporate social responsibility report, it is pos-
sible to emphasise the positive influence on the compa-
ny’s reputation (by restoring profitability) and improve
customer relations (by increasing customer loyalty).
Hence, it also includes additional costs (expenses by
changes in equipment, technologies, supply chain) that
not every stakeholder wish to accept.

However, as far as the company’s values are often
measured through the presented data transparency, even
the leaders of CSR performance can fail in this task
[13]. Many examples, especially global corporations,
demonstrate that some companies focus more on the
performance and public image and less on the real ac-
tions and changes. So, corporate social responsibility lay
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under consideration and approval. Among certain prac-
tices of CSR performance, it is possible to define some
steps for institutionalisation as, for instance, compelled
performance by social pressure, reporting as a social and
business norm and benefited reporting [14]. Neverthe-
less, it is still not enough to provide a clear perspective
and transparency in these questions. In other words,
there is a strong need for CSR institutionalisation at the
global level and in the international context.

3. ANALYSIS OF CASES: CSR REPORTS
AND GLOBAL CORPORATIONS

This paper explores companies’ sustainability re-
ports for the year 2020, focusing on the ecological foot-
print, energy efficiency, and the use of renewable ener-
gy. The reports usually represent the companies contri-
bution against climate change, global warming and re-
source depletion; it is expected to discover there the
information about implemented new technologies, low-
carbon design, investment in sustainable solutions.

There are three global companies under investiga-
tion in this paper. Firstly, H&M Group (Sweden) con-
sists of such fashion brands as H&M, COS, Weekday,
Monki, H&M HOME, & Other Stories, ARKET and
Afound. The fashion industry, for instance, occupies
second place in the global range of world pollution at
each stage of the garment lifecycle (from preparing the
raw materials to the transportation and after-use). This
company has received much critics from the consumers,
stakeholders and ecoactivists regarding their perfor-
mance in the sustainable discussion [15, 16]. So, the
fashion brand aims to implement the changes in the
whole production process and provide public infor-
mation of those transformations. The “Sustainability
Performance Report 2020 [17] provides brands’s goals
and performance in 2020. The data in this document is
confirmed by the auditors’ report made by authorised
public accountants. It is declared in the report that the
company, with its 8 fashion brands and several business
initiatives, offer possibilities of implementation of sus-
tainable habits and lifestyle. Moreover, this report for
the year 2018 was named the first runner up for the Best
Report award in the Creativity in Communications and
Relevance & Materiality categories. H&M Group pro-
poses a sustainable strategy that includes promoting
social innovation and increasing transparency, develop-
ing the principles of circular economy and contributing
the climate change, promoting fair working conditions
and increasing diversity and inclusion. Furthermore, the
company aims to become fully circular and climate pos-
itive by 2040. Additionally, the company cooperates
with different initiatives to develop policy-making and
legislation for lowering negative environmental impact.
The company’s goal is also to raise companywide
awareness of the negative environmental impact of car-
bon emissions to better focus on its reduction.
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Secondly, the technology company Siemens (Ger-
many) provides technological solutions and innovations
worldwide. However, significant problems of all tech-
nological corporations include depletion of natural re-
sources, massive energy use and electronic waste. The
company works on automation, digitalization, intelligent
infrastructure, smart mobility resources; it consists of
three brands as Siemens AG, Siemens Energy and Sie-
mens Healthineers. In the Sustainability Information
report 2020 [18], prepared with the use of UN Guiding
Principles Reporting Framework [19], it is declared that
the company confirms the social and environmental
responsibility to improve the working and production
conditions and aims to apply the principles of circular
economy through the entire product lifecycle. The Ger-
man Independent Assurance Report confirms the report.
The particular negative environmental impact concerns
land use, air pollution, production of greenhouse gas as
well as solid and liquid waste. So, the main focus for
sustainable actions for Siemens attribures the strategies
and practices to improve those factors and conditions.
Additionally, Siemens focuses on their products quality
characteristics, improving the reliability, quality and
possibilities to repair or reuse. Last but not least, Sie-
mens developed The Environmental Portfolio that
works on the solutions for lowering environmental pol-
lution and better resource use.

Thirdly, the mobile and electronic devices brand
Apple (USA) that specialises in consumer electronics
and software, presents its annual Environmental Pro-
gress Report 2020 [20]. Several independent auditor
organizations confirm the report. The waste of mobile
gadgets is one of those complicated pollutants that re-
quire proper analysis and reconsideration at the level of
corporate social responsibility. The production of elec-
tronic devices requires a lot of natural resources and
produces a lot of pre-consumer and post-consumer
waste. Apple sets two primary goals: to achieve the car-
bon neutrality of the entire ecological footprint by 2030
(20 years ahead of the UN Intergovernmental Panel on
Climate Change recommendations) and create products
with net zero carbon impact by 2030. Moreover, Apple
develops a 10-years climate roadmap that includes prac-
tices and solutions to implement low-carbon design and
renewable energy sources, increase energy efficiency
and carbon removal, and avoid direct carbon emissions
in its facilities and supply chain.

3.1. Ecological Footprint

This factor represents the treatments and initiatives
to reduce CO2-emissions. According to the Greenhouse
Gas Protocol, it is possible to classify the emissions
within 3 scopes. Scope 1 emissions define the carbon
emissions from fuel combustion that a company oper-
ates; scope 2 emissions mention the greenhouse gas
emissions from the electricity use (whether it is renewa-
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ble energy or fossil fuels used). Finally, scope 3 emis-
sions represent all indirect emissions of a company that
facilitate upstream and downstream activities.

H&M Group provides the statistical data on the
changes in CO2-emissions from own operations with a
positive dynamic confirmed by the Science Based Tar-
gets initiative [21]: from -21% in 2017 to +18% in 2020,
to become climate positive by the latest 2040, H&M
Group performs impressive results by reducing green-
house gas emissions to 40%. Moreover, this fashion
brand reduces the carbon emissions by transport supply
chain (12% reduction in 2020). It is essential that the
COVID-19 influence is also represented in the report:
H&M Group confirms that the lockdown and store clo-
sures over several months led to the decrease of carbon
emissions. In order to attract the attention of potential
investors and promote an opportunity to support some
sustainable practices financially, H&M Group launched
a pilot for an internal carbon pricing model as well as a
new green bond framework.

At Siemens, there is a goal to become carbon-
neutral by 2030; to achieve it, reducing greenhouse gas
is incorporated in the key long-term company’s initia-
tives. By successful practices and improved methods,
Siemens improves the carbon emissions each year: from
2014 to 2020, own operations carbon emissions have
been reduced by more than half. Moreover, in the sup-
ply chain, Siemens declares to reduce the carbon emis-
sions by 20 % by 2030 and to have a carbon-neutral
supply chain by 2050.

Apple declares becoming carbon-neutral for all
worldwide operations and promises to become carbon-
neutral for the entire environmental footprint till 2030
by reducing emissions by 75% and investing in high-
quality carbon removing solutions. At Apple, they apply
carbon reduction initiatives and invest in natural climate
solutions to protect the environment. As a result, since
2015, Apple decreased its ecological footprint by 40%.
In addition, the low-carbon design of Apple products
(materials use efficiency, increasing the energy efficien-
cy of products) facilitates the analysis and treatments for
decreasing its negative environmental impact.

3.2. Energy Efficiency

The goal to be energy efficient comprises different
changes in the manufacturing process, including using
less energy and performing the same task and reducing
energy waste. The use of efficient energy sources im-
proves greenhouse gas emissions and reduces the de-
mand for energy import that may be even profitable for
companies.

H&M Group provides a positive dynamic of energy
intensity, starting from -2,7% in 2017, having -17% in
2020 and aiming to achieve -25% by 2025. By updating
288 stores in 28 markets with LED-lighting, the brand
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improves the indicators of energy efficiency. By devel-
oping the industrywide assessment tools, the fashion
brand promises to improve the energy efficiency indica-
tors constantly. Moreover, H&M Group works with own
production and supply chain in order to implement the
practices of efficient use of energy resources. The fash-
ion brand includes energy efficiency in its priority sus-
tainable goals and aims to implement this principle to
the entire value chain.

In 2015, Siemens Real Estate started a sustainability
program for all locations around the globe in order to
improve energy efficiency by 2020. As a result, the en-
ergy cost decreased by approximately €13 million per
year. In particular, the company aims to apply LED
lighting and optimize building automation in order to
facilitate cost reduction in office buildings worldwide.
Moreover, some Siemens offices use distributed energy
systems that combine cogeneration of solar energy,
wind turbines, small turbines, smart energy management
systems, and solutions to store energy. It is declared a
goal to cover 10% of electricity requirements with the
help of such distributed energy system. Furthermore,
Siemens sets the goal to decrease the transportation car-
bon emissions and implement electro vehicles and ap-
propriate conditions for its use. With the use of the En-
vironmental Portfolio, Siemens enhanced the energy
efficiency for the electricity use that energy-efficient
products and solutions accounted for over 95 % for the
year 2020; those actions concerns the production pro-
cesses and the user-phase operations.

At Apple, they achieve the reduction of the energy
use due to the efficiency efforts and tracking and moni-
toring the energy use by all the facilities. Energy track-
ing and benchmarking, performance identification helps
to utilize the energy more efficiently and productively.
Moreover, through the Supplier Energy Efficiency and
Supplier Clean Energy programs, Apple works with
supplies regarding energy efficiency and reducing the
use of electrical grids.

3.3. Renewable Energy

The use of renewable energy is essential both re-
garding sustainable resource use and the principles of
reuse-reduce-recycle. Innovative clean energy that usu-
ally comes from natural resources (e.g., sunlight, wind,
water) lowers carbon emissions and impacts less air
pollution. Nowadays, various renewable energy options
for industries create a new scope on sustainable devel-
opment and its prospects.

H&M Group notes that from 2017 the share of re-
newable energy use was growing from 95% to 96% in
the following years, but in 2020 decreased to 90%.
However, the main goal is to achieve 100% of renewa-
ble energy use by 2030 as one of the priority sustainable
goals for the company. In order to follow the new
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RE100’s market boundary criteria, H&M Group pro-
vides a balanced portfolio of energy attribute certifi-
cates, confirms the power purchase agreements on
large-scale renewables projects and applies rooftop solar
photovoltaic. Moreover, collaborating with logistics
company Maersk, the fashion brand conducts the study
of LEO fuel, ethanol and lignin mix, for its commercial
and environmental profits to use in the future near-
carbon-neutral biofuel for shipping. Additionally, the
fashion brand used in 2020 for the 20% of total shipping
volume Maersk Eco Delivery fuel that is carbon-neutral
and made from waste cooking oil. Last but not least, the
project of climate-smart delivery (the use of electric
vehicles and pedal cycles) and fossil-free fuels (the use
of biogas and biodiesel) supports the general picture of
brand’s environmental contribution.

At Siemens, green electricity (biomass or wind pow-
er) provides more than 70% of the electricity demands.
In addition, the company supports the initiatives to in-
crease the use of renewable energy and accelerate the
shift from fossil fuels to low-carbon energy sources.

At Apple, more than 100 suppliers use 100% renew-
able energy sources; in the same way, they use 100%
renewable energy for all Apple facilities. Moreover,
Apple implements own renewable energy projects and
invest in the long-term perspective in new wind energy
projects. Normally Apple directly purchases renewable
energy or uses renewable energy credits, investing in
energy storage technologies.

4. CONCLUSIONS

This article presented the perspective on the notion
of corporate social responsibility. This idea comprises
strategies, tools and ideas for small and large companies
to perform sustainable development. The importance of
changes and implementation of sustainable technologies
and solutions in the manufacturing process is crucial
and attracts the global community’s attention. There-
fore, the possibility to join and present the results of
sustainable transition is so much essential for many
companies worldwide.

Environmental reports of corporate social responsi-
bility usually represent the activities and changes of the
companies that improve their public image and reputa-
tion. This article investigated the environmental reports
for the year 2020 of three global corporations. Moreo-
ver, ecological footprint, energy efficiency and renewa-
ble energy became the main focus of the investigation.
Firstly, the commitment of the fashion brand H&M
Group to sustainable energy use can be explained
through the goal to become fully circular by 2040 and
contribute to climate change by reducing greenhouse
gas emissions in operations and the transport supply
chain. Secondly, the sustainable development in energy
use of the Siemens technological brand can be con-
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firmed by the goal to become carbon-neutral by 2030
and reducing the costs for energy use through the energy
efficiency initiatives. Finally, the mobile and electronic
devices brand Apple aims to achieve the carbon neutral-
ity of the entire ecological footprint by 2030 by imple-
menting a low-carbon design and constantly decreasing
its ecological footprint.

These environmental reports demonstrate various
possibilities for sustainable transition; they declare the
need for changes and perform positive results of its im-
plementation. It is essential, in particular, for large cor-
porations to show a good example and offer visibility
and transparency of the actions they involve. Corporate
social responsibility describes companies’ social, eco-
nomic and environmental impact and can engage for
responsible actions and sustainable solutions with sub-
stantial company profits and significant social and envi-
ronmental benefits.
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