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Die Zukunft der Personalarbeit liegt natürlich nicht in 
den Sternen, sondern wir haben sie zu einem erheblichen 
Anteil in unserer Hand. Das Verständnis kommender 
Entwicklungen liefert das Koordinatennetz, an dem wir 
unser Handeln ausrichten können.

The Next Big Thing… Wenn die Grundsätze der Corporate 
Social Responsibility (CSR) tatsächlich Mainstream werden, 
wie es Elaine Cohen prognostiziert, könnten ethisch verant-
wortliche Führung oder Work-Life-Balance und Grundsätze 
wie Fairness, Diversity und Transparenz ungeahntes Gewicht 
bekommen (S.44).
Flow Control oder Information Overflow Auf dem 
15. Deutschen Trendtag in Hamburg wurde unlängst „Flow 
Control“ als neuer Megatrend ausgerufen. Die Botschaft ist 
so einfach wie überfällig: Wir müssen lernen, den digitalen 
Datenstrom intelligent zu steuern und zu beherrschen (S.58).
Wann ist ein Unternehmen Future-fit? Diese Frage war 
Thema des „6th European Chief HR Officer Roundtable“ 
der SAP Mitte September 2010 in Amsterdam. Wir befrag-
ten Dr. Angelika Dammann, Personalvorstand und Arbeits-
direk torin der SAP AG in Walldorf, zu den wichtigsten 
Trends (S.62).
Trendstudie „Creating People Advantage 2010“ Wer sind 
die Gewinner und Verlierer unter den Trendthemen im 
HR-Management? Dieser Frage sind The Boston Consulting 
Group und die World Federation of People Management As-
sociations im Rahmen einer Umfrage unter 5 561 Führungs-
kräften in 109 Ländern nachgegangen (S.68).
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CSR Might Be the ‘Next Big Thing’ to Change and Redefine HRM

   Corporate Social Responsibility (CSR) might turn into mainstream within 
the next years, a process accelerated by the lessons learned during the finan-

cial crisis. As a business strategy, CSR is rooted in a sound corporate 
govern ance and ethical behavior, designed to deliver sustainable profitable 

growth whilst impacting positively on people, society, and planet. In the 
following, Elaine Cohen explains her concept of CSR for business and its

 implications for HRM, the concept of the responsible workplace, and consequently, the responsible HR Manager. 
With no doubt, the HR manager has to turn into a CSR-HR manager and expand her perspective to a broader 

responsibility of HR impacts on employee life-cycle, society, and environment.

It’s Time for HR to Wake up to CSR!
Elaine Cohen is a Corporate So-

cial Responsibility consultant 
and HR professional at Ramat-

Gan, Israel. She is the author of 
“CSR for HR: A necessary part-

nership to advance responsible 
business practices”, published 
by Greenleaf Publishing, 2010.
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For some time now, I have been re-
peating my mantra, “It’s time for 
HR to wake up to CSR!” in the 

hope that Human Resources profession-
als will take note and accept this challenge. 
The mantra is intentionally provocative, 
implying that HR professionals are still 
overly introspective, concerned with pro-
cesses, people, and proving their legitimate 
worth to the business, and not necessari-
ly in that order. As a group, they remain 
largely unaware of the way business has 
progressed during the past 10 years, and 
the role that HRM can and should play 
in maintaining a healthy and sustainable 
business. Long gone are the days when 
Dave Ulrich, the renowned HR and lead-
ership guru, urged the HR function to get 
past transactional HR and transition into 
transformational HR which requires HR 
leaders to cease burdening themselves with 
HR administrative tasks and to focus on 
partnering business functions, supporting 
organizational capabilities and culture, and 
enhancing individual contributions. The 
key terms then were HR strategy and 
change management, the key skill, under-
standing business drivers and needs, the 
key competency, influencing others.

This was a difficult transition for HR 
managers because it refocused their atten-
tion away from their busy work schedules 
to a new sphere of influence and potential 
impact which offered few tools to measure 
the specific effectiveness of their contribu-
tion. By and large, the HR function has 
not really satisfactorily completed this tran-
sition as evidenced by the continuing de-

Vision oder Wirklichkeit? Peter Bialobrzeski 
dokumentiert mit seiner Serie Mega-Cities 

den atemberaubenden Einbruch der Zukunft 
in traditionelle Welten. 

Diese Doppelseite: Stadtautobahn in Shanghai, 
vorherige: Blick auf das Zentrum.
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bate about the nature and legitima-
cy of “Strategic HR” and its contri-
bution. This is exacerbated by the 
inability of most CEOs to drive the 
HR function with the same rigor 
with which they drive the Market-
ing, Sales, and Research functions, 
with the exception of an enlightened 
few. Bottom line: HRM still doesn’t 
have an equal and influential seat at 
the tables where long-term, mission-
critical business decisions are made.

Combine this situation with the 

fact that business itself has changed 
and Corporate Social Responsibility 
(CSR) has mainstreamed into the 
most prominent business approach 
of the 21st century, and you will un-
derstand that HR managers are seri-
ously behind the times. In the fol-
lowing, I explore the concept of CSR 
for business and its implications for 
HRM, the concept of the responsi-
ble workplace, and consequently, the 
responsible HR manager, and I share 
some thoughts about what needs to 
change in HR and how to make that 
happen.1

Understanding 
Key CSR Drivers

CSR has been steadily developing its 
momentum since the mid 1990s 
when corporations were attacked by 
media and NGO-led public outcries 
arose about human rights abuses by 
corporations in their supply chains 
(mainly apparel manufacturers with 
outsourced operations with Asian 
suppliers) and further fuelled by ma-
jor business scandals which brought 
companies such as Enron, Tyco, and 
Arthur Anderson to their knees. Sev-
eral factors have converged which de-
mand that businesses become more 

responsible for their actions, more 
accountable for their impacts, and 
more transparent about both: glo-
balization which confers more pow-
er to corporate entities on a world-
wide scale than ever before; free-flow-
ing information via the Internet 
which make the actions of corpora-
tions more transparent to more peo-
ple; calls for stronger regulation as 
the lack of trust in business contin-
ued to prevail and was further exac-
erbated by the global financial crisis 

of 2008/2009 and the Green Revo-
lution, fuelled in part by Al Gore’s 
inconvenient truth, which had a ma-
jor impact on public awareness.

Whilst some companies have al-
ways taken a responsible approach 
to business in the spirit of their 
founding leaders, notably the Body 
Shop, Ben and Jerry’s, and Patago-
nia, others have adopted an ethical 
platform of sorts, driven mainly by 
a ‘do-no-harm ethos’. In fact, most 
businesses have had to invest consid-
erable effort in working out what 
CSR means for them. Today, CSR 
can be defined as a business strategy, 
rooted in a foundation of sound cor-
porate governance and ethical behav-
ior, designed to deliver sustainable 
profitable growth whilst positively 
impacting people, society, and our 
planet. As a strategy, it filters every-
thing the business does through a 
prism of responsible practice, and 
demands consideration of the needs 
of all stakeholders, rather than just 
those of shareholders who seek a fi-
nancial return. 

A CSR mindset supports the no-
tion that non-financial impacts on 
and of the business are just as impor-
tant as financial performance and 
must be managed accordingly. CSR 

is no longer only about philanthro-
py or doing good, it’s about manag-
ing risk, creating and exploiting op-
portunity and communicating trans-
parently with all those whom the 
business affects. Today, evidence con-
firms that this strategy delivers bet-
ter business results.2 Over 4,000 CSR 
reports are issued to stakeholders ev-
ery year by businesses around the 
world, and over 6,000 corporate en-
tities participate in the United Na-
tions Global Compact which pro-

motes responsible business practices 
and transparency. For public com-
panies, articulating, practicing, and 
reporting on CSR activities is fast be-
coming a listing requirement with 
stock exchanges around the world. 
This is the external reality that HR 
leaders face: one that requires that 
their function supports responsible 
and sustainable business.

Defining the Responsible 
Workplace

Of course, no HR manager would 
ever admit to being irresponsible, or 

to leading the HR function in an ir-
responsible way, but there is no 
avoiding the fact that the absence of 
responsibility is irresponsibility. 
When I lecture on the subject of di-
versity and gender equality to corpo-
rate audiences, I look around the 
room. If I don’t see a reasonable pro-
portion of women in the audience, 
I tell them they are discriminating. 
They are horrified. No one decided 
to discriminate. Recruitment policy 
is open to all on an equal basis. But 
if the result is that, after due process, 
the representation of women at each 
level of the business is less than, let’s 
be generous, 30 percent, then some-

S C H W E R P U N K T A K T U E L L E  T R E N D S  I M  H R M



49PERSONALFÜHRUNG 12/2010

thing is happening which is preventing the 
hiring and advancement of women. That 
something is discrimination, conscious or 
subconscious.

The same applies to CSR. A business 
which does not embrace its responsibility 
to all stakeholders demonstrates an absence 
of responsibility which we can call irre-
sponsibility. Responsibility requires a pro-
active and strategic view, goals and objec-
tives, engagement with stakeholders, and 
policies, processes, and structures for im-
plementing, monitoring, measuring, and 

transparent reporting. A responsible busi-
ness needs a culture of embedded practic-
es that expects that all individuals assume 
their own personal responsibility to sup-
port the business sustainability agenda. A 
responsible business requires a responsible 
workplace.

The characteristics 
of a responsible workplace 
are as follows

Upholding Employee Rights A business 
should uphold employee rights and pro-
actively ensure that employees are informed 
of their rights. A responsible business takes 

active steps to ensure employees are in-
formed and understand what they can rea-
sonably expect from their employer both 
in terms of the law and in terms of addi-
tional, workplace-related employee poli-
cies and practices. Some of these rights are 
protected by the Universal Declaration of 
Human Rights, some by the United Na-
tions Global Compact, some by Interna-
tional Labour Organization standards, 
some by local law and some by a compa-
ny’s own code of ethics. This is about more 
than just complying with the law. It’s about 
making a conscious choice to ensure em-
ployees can make informed decisions about 
things that concern them. Even if the em-
ployee doesn’t make a specific effort to 

know what his or her rights are, the busi-
ness has a responsibility to make sure this 
information is available to each and every 
employee.
Employee Reward The concept of the 
working poor is becoming more prevalent 
in more and more countries as the 21st cen-
tury progresses. The idea that one can spend 
most of one’s waking hours working dili-
gently for a corporation and still not be 
able to afford a reasonable quality of life 
which includes basic life essentials should 
be offensive to all business leaders and es-

pecially to HR professionals. Today, CSR 
advances the concept of the living wage, a 
term used to describe the minimum hour-
ly wage necessary for an individual in full-
time employment to cover the cost of ba-
sic needs, including housing, food, utili-
ties, transport, health care, and education. 
The level of the living wage will differ from 
country to country, but it is almost always 
higher than local statutory minimum wage 
levels.

Statistics updated in January 2010 show 
that 8 percent of people employed in Eu-
ropean Union countries live in poverty 
and cannot afford basic life essentials.3

Companies with a CSR approach un-
derstand that remunerating employees at 
a level which does not enable them to main-
tain a decent, safe, and healthy lifestyle 
erodes the basic fabric of our society and 
ultimately creates an environment in which 
it is harder to do business. Fairly reward-
ed employees are more committed, more 
productive, more stable, and less prone to 
sickness absence. These issues have a real 
cost impact, and the ROI of paying a liv-
ing wage is usually positive. HR has a re-
sponsibility to lead the voice of responsi-
ble remuneration practice in the business 
for the long-term benefit of all. There are 
additional aspects of responsible remuner-
ation practices, including gender equality, 
aligning remuneration with CSR objec-

tives, base pay levels versus additional so-
cial benefits, and more. A responsible work-
place rewards employees responsibly.
Employee Well-Being It stands to reason 
that healthy employees who continuous-
ly develop themselves, live harmonious 
lives and are able to navigate the often con-
flicting and stressful demands of work and 
other life responsibilities will also be more 
productive in the workplace. Rather than 
considering the employee as simply a ‘re-
source’, a CSR approach considers the 
needs of employees and the ways in which 

the business can contribute to their over-
all well-being knowing that this brings 
tangible business benefits over the long 
term. Anita Roddick, iconic founder of 
The Body Shop and one of the first vi-
sionary CSR business leaders, said it best: 
“We were searching for employees but 
people turned up instead.”4 In other words, 
treat employees as whole beings with needs 
and aspirations and develop HR policies 
and plans which accommodate these as far 
as possible.

Lack of attention to employee well-be-
ing can carry significant risk. Over the past 
few years, there have been high profile cas-
es of employee suicides, notably at France 
Telecom where the toll has now reached 
46, and at Foxconn, the Chinese manu-
facturer of electronics products for lead-
ing brands such as Apple, where 9 suicides 
have been counted to date.5 Employees re-
sorted to this drastic action because they 
were under pressure to deliver more and 
more, under tighter deadlines, in an un-
supportive working environment that was 
not responsive to their personal needs and 
pressures.

At the other end of the spectrum, in-
vesting in employee well-being delivers 
business benefits. In a program to advance 
employee health and address stress issues 
at Unilever, Dean Patterson, global health 
and productivity manager for Unilever, 
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said: “Not only did we see impressive im-
provements to the health and energy lev-
els of our people, the business also bene-
fited from a financial return on investment 
of £ 3.73 : 1. So for every £ 1 ($ 1.64) 
Unilever invested in its employees, it got 
back almost £ 4 ($ 6.59) through reduced 
health care costs and increased productiv-
ity.”6 Such risks and opportunities make 
it imperative that HR managers accept the 
responsibility to promote a CSR approach. 
This typically means addressing work-life 
balance issues such as those in Figure 1, 
each of which carries a range of options 
for a CSR-HR approach, and can be prov-
en to deliver a positive ROI for the busi-
ness.
Employee Recruitment CSR is a great re-
cruitment tool. More and more research sug-
gests that people looking for jobs, especial-
ly MBA grads, are looking for jobs with 
‘meaning’ which give them a sense of con-
tributing to a better world rather than just 
making money. It is no coincidence that a 
company such as Wal-Mart changed their 
corporate slogan from “Always Low Prices” 
to “Save money, Live better”.7 People want 
better lives, they don’t just want better jobs. 
People want to make a difference, their pur-
pose in life is not simply about making share-
holders richer. In a 2008 study by Deloitte 
and the Aspen Institute, nearly 60 percent 
of students said that “responsible corporate 
governance and transparent business prac-
tices” were very important to them in select-
ing a job. 8 In another 2008 survey, 41 per-
cent of students said they prefer socially re-
sponsible brands, 24 percent higher than in 
2006.9

Attracting and retaining talent demands 
that businesses demonstrate responsible 
practices which include ensuring fair and 
equal opportunity in recruiting processes, 

Zurück in die Zukunft… Wohnblocks in der 
Nähe des Bahnhofs von Shanghai.
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actively seeking out candidates from di-
verse backgrounds, and creating tailored 
recruitment programs to give them a fair 
chance. This is more than simply filling 
the talent pipeline – it’s also a way a com-
pany positively contributes to maintain-
ing the diverse fabric of our society. Mar-
ginalizing population groups, whether it 
be on the basis of gender, ethnicity, sexu-
al orientation, religious affiliation, or what-
ever, disintegrates societies and fuels pov-
erty, unemployment, and conflict. Busi-
nesses live in communities. They draw re-
sources from communities. They have a 
responsibility to strengthen these commu-
nities and not to destroy them. The HR 

function must shoulder the responsibility 
to establish the policies, processes, proce-
dures, and measures to make this happen 
as a core element of the HR contribution 
to the business and to our wider society.
Employee Development In a world where 
‘jobs for life’ used to be the ultimate em-
ployment promise, employees didn’t have 
to think too much about job security or 
even personal development beyond that 
which was needed to advance in a partic-
ular company, usually by means of replac-
ing the boss on his retirement. Today, this 
concept is no longer tenable. Businesses 
no longer can guarantee more job securi-
ty than new hires actually want. Today, 
the best talent understands that advancing 
a career involves acquiring a wealth of ex-
perience which can only be gained by work-
ing at several companies over time.

The concept of employability address-
es this issue and is a key element of a CSR 
approach. Today, people have different 
needs. Employees should be able to leave 
a company enriched with more skills and 
life capabilities than they had when they 
joined and therefore become more em-

Surreal und irritierend: Autobahnkreuz in Shanghai.
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ployable in a competitive job mar-
ket. “The more ‘employable’ they 
become, the more value they add to 
your business. The more value they 
add, the more they will find ways in 
which to contribute and feel moti-
vated. You need to reward them ac-
cordingly and provide them with op-
portunities and they will stay. How-

ever, businesses change. New skills 
are required. Old skills become less 
relevant. Businesses are bought and 
sold. Upsized and downsized. Re-
sourcing needs differ. Sometimes the 
most valuable people today are less 
relevant in your business tomorrow, 
although they might be relevant else-
where. Sometimes you have no 
choice but to let people go. And 
when you do, in today’s competitive 
market, with its changing landscapes, 

the concept of Corporate Social Re-
sponsibility invites us to add value 
to these employees so that they will 
be employable elsewhere. This helps 
them remain ambassadors for our 
business, which contributes to our 
reputation, and also helps them con-
tinue to be economic value-adding 
members of society, which strength-

ens the basic environment in which 
we do business.”10 HR professionals 
have a responsibility to reconsider 
the psychological employment con-
tract, the wider implications on so-
ciety of planned employee redun-
dancies, and the investment in em-
ployee development throughout the 
employee lifecycle with the busi-
ness.
Employee Communications There 
is a big difference between getting 

the message across and getting the 
message through. Traditionally, in-
ternal communications have been a 
one way street – dissemination of in-
formation that management requires 
employees to know so that they can 
do their jobs better. When I was a 
young manager with Procter and 
Gamble in the 1980’s, we received 

information on a strictly ‘need to 
know’ basis. In fact, that was a crite-
rion for deciding whether to inform 
someone of something. Today, ‘need 
to know’ doesn’t work. Today, em-
ployees ‘want to know’ and even 
more, they want to be involved. Em-
ployee communications need to move 
from push to pull, from delivering 
messages to encouraging dialogue, 
from a communiqué to a conversa-
tion. In this way, employees will be 

Work-Life Balance Issues 
HRM Has to Adress

Working hours, 
flexible work arrangements

Childcare, elderly and 
other family support

Onsite support services

Health, fitness, and 
wellbeing programs

Personal management
systems

Community involvement

Reproduced from Cohen, E. (2010): CSR for HR: 
A necessary partnership for advancing
responsible business practices, Sheffield, UK

Fig. 1

Ways in Which Employee Volunteering Contributes
 to HR Objectives

Reproduced from Cohen 2010, CSR for HR, Chapter 10
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better equipped to contribute to business objectives, raise is-
sues which can benefit the business, feel more valued and 
motivated, and act as the voice of the business in the hun-
dreds of daily interactions they conduct with external con-
tacts.

Effective two-way, open, co-operative, and participative 
communications with employees turn them into ambassa-
dors not only for the business, but also for the company’s 
CSR approach which builds business reputation and adds 

value. The more your employees talk about your CSR, the 
stronger the CSR culture will be embedded in the business 
and the more effectively CSR practices will be implemented. 
Especially in today’s transparent world where communica-
tion is often virtual, employees have many opportunities to 
become involved with the CSR message, and business lead-
ers have a responsibility to encourage this. Thousands of busi-
nesses around the world communicate their CSR approach 
in a dedicated CSR Report. HR managers should leverage 
this internally and focus employee attention on these sub-
jects. A responsible workplace promotes employee involve-
ment with CSR issues.

Employee Involvement A further aspect of the responsible 
workplace is providing opportunities for employees to con-
tribute to our wider community through volunteer programs. 
Employee volunteering programs offer broad benefits as can 
be seen in Figure 2. Many of these benefits can be quanti-
fied such as:
• Employee Job Satisfaction: When employees are given 

time within their working day to volunteer, their over-
all motivation increases. This can be measured in per-

formance evaluation reviews and in employee sur-
veys.
• Recruitment Effectiveness: More and more em-
ployees want to work for a responsible company. 

When this desire is reflected by the employer 
brand, and applicants or new hires are surveyed, 
we can measure the impact.
• Employee Skill Building: This can be tracked 
through the employee performance evaluation 
process.

Of course, we should also consider the benefits for 
society resulting from employee volunteer work and 
the benefit to the business of an enhanced corporate 
reputation. The process of developing an effective 
and successful Employee Volunteering Program 
(EVP) requires a clear policy, good planning, and 
careful implementation. It is a terrific tool for HR 
managers to advance business objectives through 
new ways of involving and motivating employees in 
a way which benefits the workplace. There are some 
that say a business has a responsibility to give some-
thing back to the communities in which they oper-
ate, and many companies take this approach. What-
ever the motivation, value- or strategy-based, creat-

ing positive community impacts through employee volun-
teer programs is a feature of a responsible workplace.
Ethical Culture The bedrock of all the above aspects of a re-
sponsible workplace is a culture of ethical business practic-
es. A Corporate Code of Ethics may not originate in the HR 
department, but as guardians of corporate culture, HR pro-
fessionals have a major role to play in embedding an appre-
ciation of and alignment with business ethics. The reasons 
for emphasizing the importance of embedding an ethical cul-
ture are as follows:
1.  Give expression to unspoken values
2.  Raise awareness and understanding

Integration of the New CSR-HR Role
into Existing HR Strategies

Reproduced from Cohen 2010, CSR for HR, Chapter 17
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3.  Speak the same language – common culture
4.  Assist orientation of new hires
5.  Make expectations explicit not implicit
6.  Make external stakeholders clear about what the company  

 stands for and how the company will deal with them
7.  Provide a platform for discussing ethical issues
8.   Establish a risk management system – to avoid conflicts of  

 interest
9.  Create freedom for action within an agreed set of ground  

 rules
10. Provide a framework for action to protect and advance 

 the company’s corporate ethics and evaluate employee 
 performance

Understanding that mutual trust within a business is a critical as-
set and the need for all employees to behave ethically in their dai-
ly activities in the name of the business, HR must take responsi-
bility for embedding an ethical culture.

Defining the Responsible HR Manager

In considering the way HR should support the development of a 
responsible workplace, an HR professional does not need to start 
from square one and reengineer the entire profession. On the con-
trary, most CSR practices are adaptations of existing HR process-
es which, with careful thought, can be integrated in a seamless 
way, without massive additional resources, expenditures, or risks. 
Everything that I describe as responsible workplace activities can 
be part of HR strategy and planning, and be developed gradual-

ly. Figure 3 shows the integration of the new CSR-HR role.
However, this doesn’t mean that HR managers don’t need to 

change. The CSR-HR manager must expand his / her perspective 
from one which is largely internally oriented, to one which ac-
cepts the broader responsibility of HR impacts on employee life 
cycle, society, and the environment. In planning HR strategy, the 
HR manager must take into account a wider range of stakehold-
er needs. This means understanding the implications of all aspects 
of the HR profession above and beyond the limitations imposed 
by immediate business needs, considering the overall role that 
business plays in society, and the indirect impacts of how people 
in the business are recruited, developed, managed, led, engaged, 
dismissed, and even cared for after leaving the company. In look-
ing at how a business impacts employees, HR must constantly 
search for ways to turn these into positive impacts of employees 
on everyone they interface with during their professional and per-
sonal interactions.

Key Responsibilities of the 
CSR-HR Manager

HR Strategy Development and implementation 
of an HR strategy which is aligned with business 
objectives and supports business strategy deliv-
ery through all professional HR functions in a re-
sponsible way.

HR Stakeholder Engagement Identify all stake-
holders of the HR function and engage with 
them in different ways to ensure complete un-
derstanding of their needs and aspirations and 
to ensure responsiveness to these needs.

Personnel Planning and Resourcing Analyze the 
long-range resourcing needs of the business in 
the context of changing market and business 
dynamics, and manage processes to ensure that 
people with the right skills are available as 
needed to perform tasks as required.

Organizational Culture Promote the develop-
ment of an ethical, inclusive, and diverse organi-
zational culture based on mutual respect and 
values in which all involved can contribute in an 
exchange of open information and dialogue. 
This culture must foster acceptance of continual 
change and focus on professional leadership 
and personal accountability.

HR Functional Contribution Develop, deliver, 
monitor, and measure processes and tools to 
ensure effective employee attraction, recruit-
ment and retention, training and development, 
remuneration and reward, performance man-
agement, and employee relations in the busi-
ness in line with the principles and practices of 
social and environmental responsibility.

Internal Communications Ensure a high, dynamic,
and interactive level of internal communications 
in which all employees are engaged and can feel 
part of the business community.

Sustainability Ensure the HR function is aligned 
with the business’s sustainability strategy by 
providing sustainability awareness training for 
all employees and developing HR programs 
which support the sustainability strategy, which 
may include community involvement, volun-
teering programs, and employee environmental 
activities, amongst others.
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HR needs to develop skills relating 
to employee life cycle analysis, stake-
holder relations, cause-related market-
ing, harnessing diversity, social risk as-
sessment, community partnering, re-
sourcing for the emerging low carbon 
economy, and more. HR needs to look 
for the higher purpose business value 
and learn how to measure the impact 
of a CSR-HR approach for the busi-
ness and for external stakeholders. In-
deed, HR objectives need to be adapt-
ed to include CSR aspects. See the in-

sert on page 56 which describes the key 
responsibilities of the CSR-HR man-
ager.

The HR-CSR Roadmap

Where should the HR manager start in 
considering this broad new brief? As 
with any change project, a comprehen-
sive assessment of current reality and 
organizational readiness is essential. 
Whilst there is always some ‘low-hang-
ing fruit’ that can be implemented with-
out major research and analysis, such 
as by assimilating a Code of Ethics if 
the business has one, creating a pilot 

community volunteering program, es-
tablishing an Employee Green Team 
to advance environmental practices, or 
by introducing a new employee well-
being program, the best approach is to 
conduct a full analysis of the impacts 
of the HR function on the business, 
the employees, the community, and the 
environment. Such an analysis involves 
reviewing the current business strate-
gy, organizational culture, HR practic-
es, community impacts, and more and 
provides a basis for a longer range plan 
to manage risk, exploit new opportu-
nities, and improve such impacts in a 
way which is aligned with the needs of 
all stakeholders.

It’s Time for HR 
to Wake up to CSR!

Finally, this CSR-HR brief for HR 
managers may be easier to implement 
if the CEO or executive leadership team 
is already on board, and the business 
has a CSR program in place. If not, 
however, I maintain that HR manag-
ers have a responsibility to take the lead 
in alerting business leadership to its re-
sponsibility to create a CSR workplace, 
and to start implementing such prac-
tices within the framework of the ex-
isting HR brief. All of the issues dis-
cussed above are win-win situations. 
They benefit business, employees, and 
the broader goals of society. Ultimate-
ly, they also benefit the HR profession-
als who can assume the role of enlight-
ened leadership and perhaps gain great-
er influence and impact on executive 
decision-making. Perhaps, CSR is just 
the next big thing that HR profession-
als need to put an end to the debate on 
HR legitimacy and to truly make HR 
a member of the management team.

Zusammenfassung
CSR – der nächste Megatrend 
im HRM?
Das Konzept der Corporate Social Re-
sponsibility (CSR) hat in den letzten 
Jahren an Bedeutung gewonnen. Elaine 
Cohen erläutert in ihrem Beitrag die 
Implikationen dieses Ansatzes für das 
HR-Management, für die Rolle und 
das Selbstverständnis von HR-Mana-
gern und deren Funktion und Bedeu-
tung innerhalb des Unternehmens. In-
haltlich berührt das CSR-Konzept na-
hezu alle Bereiche der Personalarbeit, 
etwa die Gestaltung der Arbeitsbezie-
hungen, Work-Life-Balance, Gesund-
heit und Mitarbeiterzufriedenheit, Ver-

gütung, Partizipation, Führung, Infor-
mation und Kommunikation sowie Per-
sonalentwicklung. CSR sei kein phil-
anthropischer Luxus, betont die Autorin,
sondern ein strategisch notwendiger 
Ansatz, der nachweislich zu langfristig 
besseren Ergebnissen führe. Vielleicht, 
so folgert Elaine Cohen, erweist sich 
der CSR-Ansatz als ein Weg, der Per-
sonalfunktion endlich den Stellenwert 
im Unternehmen zuzuschreiben, der 
ihr gebühre. Von Elaine Cohen ist in 
diesem Jahr das Buch „CSR for HR: A 

necessary partnership to advance res-
ponsible business practices“ erschienen 
(bei Greenleaf Publishing).
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