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Dear All,

 
ollowing months of your and our work, we are 

happy to present you with the 18th edition of the 

report Responsible Business in Poland. Good Prac-

tices. Thank you for once again becoming involved 

in its development. We looked forward to your contributions 

like we do every year, this time a little anxious but also excited. 

We were unsure about the effect of our new cap on new prac-

tices – companies could report 10 of them, but the limit did not 

apply to long-term practices. We made this decision to encour-

age companies to choose and you to show the most interesting 

and valuable practices.

And this time we have a record. This year’s edition of the Report 

covers as many as 1696 practices reported by 214 companies.

This means an increase by about 10% compared to last year, 

when we published 1549 practices. It is worth noting, however, 

that owing to the cap on reporting of new practices, the number 

has dropped from 826 to 712, which was expected.  By contrast, 

the number of long-term practices has increased signifi cantly 

– 984 compared to 723 previously.

Our Report has already come of age and it offers the most 

thorough review of responsible business practices in Poland, 

shared by large multinationals as well as medium, small and 

micro enterprises, including some that have opened recently. 

Like every year, the largest number of practices involve social 

engagement and the development of local communities. With 

respect to workplace activities, many more practices focus on 

the development and improvement of employee competencies. 

We have observed a considerable increase in the environmen-

tal area. Was this to be expected? Absolutely. The business 

community has responded to many community or civic cam-

paigns and projects against climate change. Let us hope that 

this trend continues.

A signifi cant pick-up in new and long-standing fair operating 

practices is also a welcome development. So far, the incre-

ments have been only nominal. This year, the business has fo-

cused on education and fostering supplier relationships.

We encourage you to read the articles by Responsible Business 

Forum experts and, as always, recognised third-party contrib-

utors. The texts sum up key events and pinpoint certain aspects 

of human rights, environment and climate, reporting, industry 

responsibility, government activities, Sustainable Develop-

ment Goals, ethics, automation, caring roles, and volunteering. 

Traditionally, we also summarise the most interesting studies 

of the past year.

Finally, we need to address the current situation. While we are 

fi nalising what is our most important publication, we are al-

ready living in a new reality. Your lives and our lives have had 

to be completely reorganised both privately and professionally. 

Experiencing great uncertainty and questions about the future 

have become all too common. At the same time, we are deep-

ly convinced that this extreme situation will trigger a number 

of positive new developments both in the business community 

and in the social area. This is demonstrated by a plethora of 

wonderful social solidarity examples that we can observe today 

as well as the increasingly loud questions about new, better, 

more sustainable and inclusive models of socioeconomic de-

velopment. This is the TIME OF RESPONSIBLE COMPANIES.

Therefore we would like to thank you for your commitment on 

behalf of the Responsible Business Forum Team, and especial-

ly Marta Borowska who is behind this Report, encouraging you 

all the more to take your time and read it. We hope that it will 

serve as great inspiration and help you face the challenge of the 

NEW REALITY we have all found ourselves in.

Marzena 
Strzelczak
RESPONSIBLE 

BUSINESS 

FORUM

F

Copyright by Forum Odpowiedzialnego Biznesu, Warsaw 2020. 
Responsible Business Forum

Szpitalna 5/20, 00-031 Warsaw

tel. +48 (22) 627 18 71, tel/fax: +48 (22) 627 18 72

biuro@fob.org.pl

www.responsiblebusiness.pl

For more information about Report mail us at: biuro@fob.org.pl

“Responsible business in Poland 2019. Good practices” 
Report is a summary of the activities undertaken by 
companies, institutions and non-governmental organizations 
in the domain of corporate social responsibility and 
sustainable development. Report is an abstract of all the 
events that took place last year in Poland, in regard to these 
issues. A core element of the publication are corporate 
good practices – this year Report contains 1696 good 
practices from areas in according to ISO 26000 standard: 
Organizational governance, Human rights, Labour practices, 
The environment, Fair operating practices, Consumer issues, 
Community involvement and development. They are inspiring 
examples of principles of responsibility application in all 
sections of business – in the workplace, towards market, 
society, and environment. In addition, the Report contains 
articles and experts’ statements, analysis, opinions and 
review of last year events, research results review, and 
press publications overview.
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#CSRinPL2019
I .  B U S I N E S S  &  N AT U R A L 
E N V I RO N M E NT 
The year 2019 was defi nitely marked by growing public aware-

ness of the progressing climate change in Poland. The nar-

rative of a majority of Polish media about these challenges 

changed, and they started using the term ‘climate crisis’ when 

addressing the general audience. We have reached a turning 

point as regards the awareness of the challenges – according 

to a report by Kantar from September 2019 entitled Ziemianie 

atakują [Earthlings attack], 72% of the Poles agreed that “the 
Earth is in a serious condition which requires immediate ac-
tion”.

This is due, to a large extent, to the ‘Greta effect’: the aftermath 

of the spectacular events Greta Thunberg took part in (starting 

from the COP24 climate summit in Katowice at the end of 2018 

and becoming the Time’s Person of the Year, to her speeches in 

the European Parliament, yacht voyage to New York City, and 

to her dramatic address at the UN Summit), reinforced by glo-
bal climate strikes and happenings of the Extinction Rebellion 

movement, drawing attention to the threat of biodiversity loss 

and the risk of extinction of the human race in the ensuing di-

saster. These events have resonated across our country, and 

the surprising scale of the climate protests has shown that it 

is no longer possible to ignore the subject and the voices de-

manding changes, a genuine bottom-up movement popular 

especially among the youngest generation. The questions of 

environmental and climate pollution were also an important 

feature of the 3rd Civil Rights Congress; the issue of the hu-
man right to a clean environment is discussed by Maciej Tabo-
rowski, Deputy Ombudsman, later in the report.

New legislative solutions are defi nitely helpful in awaking the 

awareness of the Poles. The year 2019 was also marked by 

discussions on a range of subjects, including EPR – extended 
producer responsibility, in the context of the package of Eu-

ropean Union waste directives adopted in 2018 that set higher 

recycling targets for the recycling of municipal and packaging 

waste and require producers to cover the cost of collection and 

preparation of waste packaging for recycling. Member States 

are required to adopt the new regulations by July 2020. As 

expected, in May, the European Parliament adopted the SUP 
(Single Used Plastic) Directive, which addresses disposable 

plastic products.

In June, the European Commission published practical 
guidance for businesses on reporting on the environmental 

impacts of their activities and vice versa, the impact of the 

climate crisis on their business. Companies should be aware 

that stakeholders will expect them to disclose such data in 

non-fi nancial reports. Preparing good quality data will be a 

challenge, as shown by a companies climate awareness study 

conducted by Fundacja Standardów Raportowania, Polish As-

sociation of Listed Companies and Bureau Veritas: the average 

score was only 1.03 out of 10, and as many as 66 out of 143 

companies (more than 46%) did not even score a fraction of a 

point (the study covered annual reports of all listed companies 

subject to the non-fi nancial reporting obligation in both 2017 

and 2018). This shows that the business community defi nite-

ly needs to step up its education efforts in this context: only 
10% of the companies communicated their climate policies, 
and only about 2% declared measurable emission reduction 
targets.

The year ended with the adoption of the European Green Deal 
by the European Council: an ambitious plan to make Europe 

the fi rst climate-neutral continent by 2050. The sustainable 

green transformation as an economic growth strategy for the 

EU includes ambitious emission reduction targets, investing in 

innovative research and innovation and environmental protec-

tion in Europe through investments in green technologies, sus-

tainable solutions and new businesses. While a little earlier, in 

November, the Ministry of Climate was established in Poland, 

the exclusion of our country from the new agreement and the 

very vague outcome of the climate summit in Madrid were the 

most bitter pills to swallow at the end of the year. It is com-

forting that in the meantime, consumers are increasingly will-

ing to explore zero waste solutions, as shown by the growing 

popularity of the zero waste product markets and successive 

business initiatives aimed at lengthening product life cycles 

(repairing and giving away instead of discarding and buying).

But this is still way too little to shift the current consumption 

and production trends towards circular economy. The most 

recent Circle Economy report published in January 2020 made 

this clear to the world, showing that the circularity index was 
8.6%, having again decreased year on year.

I I .  #17  S D G  –  COA L ITI O N S , 
CO M P E TITI O N S ,  R ATI N G S , 
C E RTI F I C ATI O N S
The joint initiatives – coalitions, contests, ratings, certifi ca-

tions – are very welcome. They are still uncommon and not 

popular enough, but they are critical to the achievement of a 

sustainable vision of the world.

Marzena 
Strzelczak
RESPONSIBLE 

BUSINESS 

FORUM

Marta 
Borowska
RESPONSIBLE 

BUSINESS 

FORUM

Dominika Bettman
PRESIDENT 

OF THE RESPONSIBLE 

BUSINESS FORUM,

CEO OF SIEMENS 

POLSKA

CSR in Poland – 
it’s been 20 years!

The year 2020 is a special year for us: our anniversary 

year. This year, the Responsible Business Forum cel-

ebrates its twentieth anniversary and twenty years in 

pursuance of its mission, which has been, since day 

one, to support people and businesses in better managing 

their social, economic and environmental impacts in extensive 

cooperation with the business community as well as public 

administration, universities and other Polish and foreign or-

ganisations.

It could come as a surprise today that just a few months after 

the announcement of UN Global Compact in early April 2001, 

the initiative was inaugurated in Poland as the fi rst country in 

Europe. The opening ceremony was held during a conference 

of the United Nations Development Programme (UNDP) in Po-

land, Ministry of Labour and Social Policy and Responsible 

Business Forum. A year before that, the fi rst Business Ethics 

Centre in Poland had been established at the Kozminski Uni-

versity. Standards serving business change and sustainable 

development emerged in Poland relatively early. We owed this 

to the involvement of non-governmental organisations, insti-

tutions promoting responsible business and, fi nally, the en-

terprises themselves – global players, such as PWC, KPMG or 

Deloitte, and also small, entirely Polish consulting companies, 

such as CSR Consulting, CSRInfo, Be Better or Go Responsible. 

This evolution had many stages and milestones. Some water-

sheds include the publication of the fi rst Polish CSR report by 

PKN Orlen, the fi rst report conforming to GRI standards (by the 

TP SA Group – currently Orange Polska), the launch of the CSR 

Reports Competition, the publication of the Polish versions of 

ISO 26000 and AA 1000 standards, or fi nally the announcement 

of the Sustainable Development Goals.

Successive management surveys conducted by the Responsi-

ble Business Forum every few years show how the awareness 

of the business community has evolved. Interestingly, in the 

most recent edition of the survey in 2015, people dealing with 

CSR on a daily basis identifi ed low awareness of their business 

leaders as the main obstacle to the further development of re-

sponsible business. I strongly believe that this data is no lon-

ger valid today. We will verify it in the second half of the year 

by another survey, which will be extended this time to include 

a representation of CEOs.

One thing is certain – today the need for real business commit-

ment, including that of business leaders, is stronger than ever. 

Companies have not only to keep up with the contemporary 

transformations, but also lead and drive them, encouraging all 

their stakeholders to participate actively. This will determine 

their survival as well as our response, as entire societies, to 

increasingly pressing climate and social challenges. 

Cooperation, sharing knowledge and perspectives and learn-

ing from one another are now critical. The members of the Re-

sponsible Business Forum are companies that are willing and 

able to share their good practices.This direction is bound to 

grow in the future. The business community must revert to its 

core values and build on common interest and ethics to benefi t 

its own sound welfare and all of us.

What is more, the year 2020 marks the anniversary of the an-

nouncement of the Sustainable Development Goals. Five years 

later, the time has come to take resolute steps, which is exact-

ly the main conclusion of the Edelman Trust Barometer study, 

which by the way has been published for the 20th time. Despite 

many accusations against the business community, which has 

not always faced up to the challenges as expected by its envi-

ronment, companies still enjoy a relatively high level of public 

confi dence. At the same time, the business sector is perceived 

as the most competent institution of all (NGOs, administration, 

or media).

The Responsible Business Forum has been operating for 20 

years in a collaborative approach. This would not have been 

possible without the people we relied on in the past, from its 

founder, dr. hab. Bolesław Rok, professor of the Kozminski 

University, to successive presidents, directors, managers, 

coordinators, and assistants, all the people who have worked 

for the Responsible Business Forum. Many of them still mould 

the image of CSR in Poland today, although in slightly different 

roles and relationships with our organisation. It would be hard 

to name all of them today, but I hope that this year we will fi nd 

the time to celebrate the anniversary of the Forum together. 

Finally, I would like to express my sincere thanks to the Re-

sponsible Business Forum Team, to the people who make up 

and develop our organisation today with respect for diversity 

and openness to other organisations and individuals. And this 

is not going to change! What I wish for myself and all of us is 

that we enjoy many more wonderful years of cooperation and 

acting together for social responsibility.

Finally, I encourage you to read the Report, hoping that it will 

inspire your further actions.

With many thanks to the FOB Team, Strategic Partners and 

FOB Friends.
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The human 
right to a clean 
environment 
and the business

The right to a clean environment is an inalienable hu-

man right. A few years ago this statement would raise 

some concerns. Today, with the progressing climate 

crisis, few people will deny it. Even more so, the right 

to a clean environment is one of the fundamental human rights, 

for the air we breathe or whether we have access to drinking 

water determines the basics of existence for every human be-

ing.

Environmental protection is one of the fundamental values 

protected by the Constitution. The Republic of Poland ensures 

the protection of the natural environment pursuant to the prin-

ciples of sustainable development, and public authorities are 

obliged to pursue policies ensuring the ecological security of 

current and future generations. The thing is, however, that not 

long ago the right to a clean environment seemed to be un-

threatened so we have not prepared any clear and accurate 

tools to fi ght for it.

The access to court in environmental matters is a lingering 

weakness of the Polish legislation. What is more, the situation 

is gradually getting worse. It is enough to mention a revision of 

the Act on the provision of environmental information passed 

in 2019, which introduced further restrictions on the participa-

tion of neighbours of planned project sites in procedures aimed 

at formulating environmental requirements for projects. In 

consequence, residents who do not have the chance to speak 

up more and more often approach authorities which are for-

mally competent to participate in administrative procedures, 

including the Ombudsman.

The Ombudsman is increasingly active in what can be defi ned as 

environmental matters. He is increasingly engaged in admin-

istrative, judicial and civil-law proceedings. He also initiates 

the proceedings more often than before, showing administra-

tive bodies how to act, as they are not always able to navigate 

their way through the maze of regulations. For instance, the 

Ombudsman took part in cases involving logging in Białowieża 

Forest. He joined a redress procedure for smog on the side of 

a Rybnik citizen. He fought to close a waste processing plant in 

Warsaw which was an extreme nuisance. He supported the in-

habitants and authorities of the Września municipality in their 

efforts to block the development of new intensive farms.

In individual cases where the Ombudsman intervenes, the hu-

man right to a clean environment is usually in opposition to the 

needs of entrepreneurs. In my opinion, however, business not 

only does not need to be opposed to the environment, but on 

the contrary, it can play a hugely positive role in environmen-

tal protection. We discussed examples of this positive impact 

of business during the 3rd Civil Rights Congress in December 

2019. Business representatives pointed out, for instance, that 

the existing traditional business models had become obsolete 

and they needed to be changed, aiming at self-restriction of 

the business. There is an urgent need to change the business 

approach to environmental protection, given the aforesaid in-

stitutional ‘disadvantage’ of citizens.

The Ombudsman always tries to emphasize that entrepre-

neurs do not reside in a vacuum. The environment in which 

a business operates, and most of all the daily living environ-

ment of its employees and their families, are of tremendous 

importance to entrepreneurs and more and more of them are 

realising this. Entrepreneurs do not content themselves with 

the aforementioned self-restrictions any more, they also take 

proactive measures to improve the living environment of the 

community in which they operate, e.g. by joining local citizens 

in a fi ght against a local polluter. Such support from an entity 

which usually has professional legal resources at its disposal 

is invaluable and it refl ects a truly responsible business ap-

proach.

Maciej Taborowski, 
Phd
DEPUTY COMMISSIONER

FOR HUMAN RIGHTS

The working groups of the Sustainable Development and Cor-
porate Social Responsibility Team at the Ministry of Invest-
ments and Development (the Ministry of Funds and Regional 
Policy since November), including the Consumer Affairs Gro-
up coordinated by the Responsible Business Forum worked 

again this year; their outcomes included thematic studies, bro-

chures, or animations. The goal of the Team’s Working Group 

on Employee Relations was to work out a guide on forced labo-
ur for employers. This effort is aligned with the ever-growing 

trend concerning the human rights due diligence obligation 

and the need to educate employers in this respect.

In February, the Accessibility Council at the Ministry of Invest-
ment and Development commenced its activities. Nearly fi f-

ty people were appointed on it, including Dominika Bettman, 

President of the Responsible Business Forum. The Council is 

composed of representatives of organisations, government 

institutions, academic and business communities and acces-

sibility experts and its responsibility is to recommend the best 

solutions for accessibility improvement in public spaces and 

consult legislative changes in support of accessibility.

In June 2019, the Polish Coalition for Sustainable Palm Oil was 

established, mostly by representatives of the food, cosmetic 

and chemical industries, whose goal is to ensure that Poland 

will use only certifi ed palm oil from sustainable farming by 

2023.

In the framework of extensive cooperation of the organisations 

participating in the 17 Goals Campaign of CSR Consulting, and 

in partnership with Statistics Poland, the “Impact Barometer” 

was created following months of expert consultations. The 

Impact Barometer is a set of 30 indicators for measuring and 

reporting progress against the six priority Sustainable Devel-

opment Goals for Polish businesses. 

In October, the fi rst edition of Diversity & Inclusion Rating was 

announced by the Responsible Business Forum, the Polish co-

ordinator of the Diversity Charter, and the Sustainability Con-

sulting Deloitte Poland team. The tool measures a company’s 

progress towards achieving an inclusive corporate culture, 

and the fi rst rating of the most advanced companies is made 

up of fi ve banking sector companies.

2019 was also the time for conclusions from the project “30 
years of free market economy in Poland. What’s next in the 
business?” of the THINKTANK centre and the Responsible 

Business Forum, which prepared a ranking of CSR projects 

that had contributed the most value added to the society in 

the past 30 years in separate categories for national and local 

projects. Top 30 projects in both categories were announced by 

the Ministry of Investment and Development.

The events in October additionally included a meeting of B Corp 
friends in Poland, which is a certifi cation awarded by B Lab 

based on a thorough verifi cation of how a business operates 

in relation to its environment and all stakeholders. So far, only 

one company in Poland has obtained this certifi cate. Thanks 

to the involvement of Better, a company which promotes the 

B Corp movement, there is a chance there will be more of them 

in the future.

In November, the Climate Leadership initiative was launched 

by ALK and GRID Warsaw, which in turn encourages com-

panies to make commitments on a journey to becoming cli-

mate-neutral.

The authors of the report Hostess industry in Poland. Main pro-

blems and controversies – the Social Dialogue Committee of the 

PCC (KDS KIG) and the Responsible Business Forum – promote 

extensive cooperation across industry organisations, trade 

unions, employers and public institutions to achieve a number 

of purposes, including establishing a set of ethical principles 

for hostessing. This is the fi rst attempt to explore the profes-

sional situation of hostesses based on a survey of hostesses 

and analysis of publicly available sources.

To refl ect its expanding scope of activities, the Coalition of CEO 

Volunteers renamed itself to the Coalition of Pro Bono Leaders 
and announced a campaign to promote employee volunteering 

called This one day. 

10 years after the announcement of the fi rst list of socially re-

sponsible companies in December 2009 – the Respect Index 

– the Warsaw Stock Exchange decided that the educational ob-

jectives of the Respect Index had been met. Therefore, Poland 

is now ready for a new index with a strong investment target 

– WIG-ESG, which completely replaced the old one in January 

2020.

The year 2019 reconfi rmed the mobilisation of the business 

community and consumers, but also the growing scale of 

challenges on the way to the achievement of Agenda 2030. 

This makes the work-life balance considerations even more 

important. The WLB directive published in the middle of the 

year goes hand in hand with the attempt to change the current 

labour standards towards a greater fl exibility and equality of 

rights and opportunities for both genders. Although it has not 

been discussed broadly in Poland yet, it is likely to drive very 

desirable and necessary changes in the Polish business land-

scape before it comes into effect in 2022. 

When we are sending this Report to print, corporate social respon-

sibility and our common responsibility are being tested. None of us 

can even predict what the summary of 2020 is going to look like.

We are very grateful to all experts, including the FOB team, 

who have again this year responded to our request for contri-

butions to this summary and have identifi ed what they saw as 

key CSR-promoting events in Poland last year. They are: Maciej 

Augustyniak, Karolina Błońska, Karolina Długosz, Beata Far-

cik, Agnieszka Gajek, Kasia Jędrzejewska, Paulina Kaczmarek, 

Magdalena Krukowska, Przemek Kulik, Adrianna Lepka, 

Łukasz Makuch, Michał Mazur, Adam Piwek, Agata Rudnic-

ka-Reichel, Kinga Słowik – thank you very much everyone!
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WIG-ESG as 
a measure of 
development of 
socially responsible 
business on the 
capital market  

Socially responsible investments will conquer the capital 

market. According to data from the Global Sustainable 

Investment Alliance (GSIA), the value of sustainable 

investment assets at the end of 2018 added up to 30 

trillion US dollars (having increased by 34% compared to two 

years ago). This trend is also refl ected in the measures taken by 

the Warsaw Stock Exchange (WSE) and the launch of WIG-ESG, 

a new index of socially engaged companies, in September 2019.

Socially responsible investments are a strategy for the invest-

ment of capital provided by individuals or specialised fi nancial 

institutions in businesses which have an equal focus on profi t 

maximisation and social welfare. Such investments are often re-

ferred to as ethical, sustainable or green investments.

Socially responsible investors consider environmental, social and 

governance aspects in their investment decisions and prefer com-

panies committed to sustainable development, environmental pro-

tection, protection of consumer rights, human rights, and diversity.

The increased interest in socially responsible investments would 

not be possible without the support of providers of investment 

performance indicators and benchmarks for investment funds. 

The institutions which introduce such fi nancial instruments most 

often have two motivations: the responsible indices are creat-

ed to set a benchmark for ESG-committed companies and are 

meant as a real reference for investors taking these criteria into 

account in their investment decisions.

The fi rst ESG indices were created in the United States, pio-

neered by Dow Jones, which launched its SI (sustainability index) 

in September 1999. A year later, the Calvert fund fi rst published 

its ESG index, and in July 2001 the fi rst FTSE4Good index was 

published by UK-based FTSE Russell.

The ESG indices, aside from their primary role which is to provide 

information about the current situation in a segment of compa-

nies, are increasingly used as the basis for the design of invest-

ment fund portfolios based on their composition.

The emergence of a variety of funds investing in ESG indices re-

sults in a growing interest in the companies making up the in-

dices. On the other hand, this phenomenon attracts individual 

companies and they want to become part of the indices. Thus, 

while the emergence of indices and dedicated investment funds 

was fuelled by the growth in responsible investments, now it is 

the ESG indices that motivate companies to follow the ESG prin-

ciples in their activities.

The initiatives of the Warsaw Stock Exchange refl ect this trend as 

well. In 2009, the WSE introduced the RESPECT Index, and it has 

published the WIG-ESG index since September 2019.

The RESPECT Index relied on an annual verifi cation of compli-

ance of public companies with certain ESG standards. Compa-

nies were qualifi ed for this index based on strong reporting and 

investor communication standards. In a period of 10 years, the 

number of companies in the RESPECT Index increased from 16 

in the 1st edition to 32 in the 12th edition. The return on the index 

in that period was 55%, while WIG – the broad market index – 

increased by 45%. The fi rst ESG index promoted and educated 

companies in the area of CSR.

Research carried out by the WSE shows that 88% of analysts and 

managers believe that a company whose strategy includes ESG is-

sues is treated as a lower-risk entity. On the other hand, as indicat-

ed by 50% of the respondents, a business strategy designed around 

good ESG practices has a positive impact on fi nancial performance.

The new WIG-ESG index is fi rst and foremost a benchmark in-

strument for a variety of investment strategies. A stock market 

investor can purchase a fi nancial instrument whose structure 

corresponds to the WIG-ESG basket without having to invest in 

shares of individual companies. In this way, the return on invest-

ment will be the same as the return on the index.

The WIG-ESG index includes all WIG20 and mWIG40 companies. 

Their share in the index depends on their ESG ranking, which is 

designed based on reports prepared by Sustainalytics, an inter-

national company. Scoring includes annual company reports, 

non-fi nancial reports, website information, and so on. Reports 

published by the companies in line with the Code of Best Practice 

for WSE-Listed Companies are also taken into account. The more 

principles are followed, the higher is the company’s rating and 

share in the index. This means that the entire evaluation process 

does not require any commitment or expenditure from companies.

The design of the index criteria based on international standards 

additionally facilitates communication with foreign investors. The 

evaluation criteria and scoring rules are transparent and pre-

dictable. Ambitious ESG plans devised by companies and their 

implementation result in an increasing interest and investment 

levels in particular companies.

The integration of ESG issues into the investment process is be-

coming a new standard across global capital markets.

Tomasz Wiśniewski, 
PhD
WARSAW 

STOCK EXCHANGE

At the epicentre 
of climate change

Reports on climate change are becoming increasingly 

worrying. 2019 was the second hottest year on record 

in terms of global temperature, with a multitude of 

local records. The average annual temperature in 

Poland exceeded the 1981–2010 average by almost 2°C. We had 

the hottest December on Earth, 3.2°C warmer in relation to 

all other Decembers on record. The media tend to write about 

a climate disaster rather than climate change these days. It 

was also the warmest year on record in Europe. Hot atmo-

sphere was also present in climate policy, and before even the 

European Green Deal was adopted, the European Commission 

had proposed Guidelines on non-fi nancial reporting for busi-

nesses and fi nancial institutions (C(2019) 4490 fi nal). This is 

another proof that climate change entails economic change 

affecting every company.

The climate has and will increasingly have an impact on the 

economy, for instance it affects the market valuations of list-

ed companies. This impact will be driven not only by more or 

less aggressive climate policies, which restrict greenhouse 

gas emissions, allocate emission allowances, promote clean 

energy production, or prohibit subsidies for unprofi table coal 

mines. It will also increasingly drive actual climate change, 

since in front of our very eyes, GHG emissions have become 

as life-threatening as the emission of sulphur oxides causing 

acid rain or smog-forming dust. These activities are becom-

ing very unpopular, and if something is unpopular, it is unlikely 

to succeed in the market. That is why, for instance, more and 

more banks declare that they will not fi nance investments in 

coal, just as they will not fi nance the construction of summer 

resorts in Antarctica.

More and more companies disclose their GHG emission fi gures 

and plans to eliminate these emissions from their operations, 

boasting about them in their non-fi nancial reports. Aside from 

making the management feel better, this boosts the value of 

the company in the eyes of customers and the economy as a 

whole. In fact, business communities had realised the value of 

including gas emissions in their strategies a long time before 

the European Commission published its guidelines. Interna-

tional standards for reporting emissions developed by busi-

ness communities had been available for years. These includ-

ed the Global Reporting Initiative or GHG Protocol standards. 

There are companies on the Polish market which offer the esti-

mation of greenhouse gas emissions in accordance with these 

standards, as a company’s GHG emissions are not only those 

going out of the chimney but also those from the electricity, 

heat or transport services the company buys and consumes 

and the waste or sewage it generates. Aside from carbon diox-

ide, they include methane, nitrogen oxides or freons.

However, reducing greenhouse gas emissions is only half the 

battle. “Disclosures on risks should include risks of the compa-

ny having a negative impact on the climate and risks of climate 
change having a negative impact on the company (transition 

and physical risks), and whether and how the two are linked.” 

This is an excerpt from the European Commission guidance, 

which indicates that perhaps we should look into where a fac-

tory or plant is located and whether it could be threatened by 

rising sea levels, fi res or any other events occurring as a re-

sult of climate change. This process is called climate risk as-

sessment. On this basis, appropriate measures can be taken in 

advance, for instance to reduce production downtimes caused 

by heat waves affecting employees, to provide additional fi re 

protection or even to relocate production activities outside 

a fl ood risk zone.

A recently completed process of preparing urban adaptation 

plans for major Polish cities in the 44mpa and Adaptcity proj-

ects offers a certain perspective on how such analyses and 

action plans should be done. Guidelines and recommenda-

tions for the preparation of such analyses and urban adapta-

tion plans can be found on the websites of the Ministry of the 

Environment (editorial note: currently the Ministry of Climate) 

or the Institute for Sustainable Development Foundation. The 

Ministry of the Environment has also prepared the Guide for 

preparing investment projects taking into account climate change, 

mitigation of and adaptation to this change, and resilience to natu-

ral disasters, which is perhaps even more recommendable for 

the business community.

That is because we cannot let go and ignore climate change. 

We are at its epicentre.

Wojciech Szymalski, 
PhD
INSTITUTE 

FOR SUSTAINABLE 

DEVELOPMENT 

FOUNDATION
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Government 
for sustainable 
development

T 
he pace of economic change and multifaceted social 

needs call for a paradigm shift in development and for 

active engagement of all parties in cooperation. Aside 

from formulating systemic and regulatory solutions, 

the government should stimulate bottom-up initiatives focus-

ing on market self-regulation. That is why for many years we 

have sought to provide the right conditions for the development 

of cross-sectoral partnerships to build support tools for the im-

plementation of sustainability principles on the Polish market.

This is the function of the Sustainable Development and Cor-

porate Social Responsibility Team, which aims at promoting 

dialogue and exchange of experience and good practices in the 

sustainability and CSR area between public administration, 

the business community and socio-economic partners. The 

Team has been working in its current format since 2018 and 

its efforts focus on the priorities of the Responsible Growth 

Strategy. The functions of the Team are performed by work-

ing groups for consumer affairs, sustainability and CSR inno-

vation, responsibility of universities, responsible government 

and employee relations.

We promote development in the SME sector relying on sus-

tainable and socially relevant innovations and circular econ-

omy management. We conduct workshops for entrepreneurs, 

showing the theoretical and practical aspects of corporate 

social responsibility strategies. For 2020, we have planned a 

series of regional workshops, to be carried out in cooperation 

with local authorities, employers’ organisations and industry 

chambers.

Given the increasing cultural diversity of the Polish labour 

market, we place a strong emphasis on human rights in busi-

ness. We address the issue of forced labour and the need to 

build contemporary labour policies that take into account the 

psychosocial aspects of the work environment. We have de-

veloped an expert defi nition of forced labour, which we hope 

will support further legislative efforts. We are fi nalising a tool-

kit for entrepreneurs aimed at minimising the risk of forced 

labour in the company’s activities and value chain. We have 

drawn up a safe work manual with recommendations on how to 

deal with the challenges of burn out, stress at the workplace, 

equality and non-discrimination policies or counteracting ha-

rassment practices. On that basis, we are planning a series of 

information meetings for entrepreneurs in 2020.

Seeing the need to foster social responsibility attitudes in en-

trepreneurs and the society at large, the Team takes action fo-

cused on cooperating with other environments.

We develop conscious consumer attitudes. We have prepared a 

series of information brochures and videos showing responsi-

ble behaviour models in such areas as shopping and consump-

tion, health, fi nancial products, transport, or living at home. At 

the end of 2019, we ended a related online promotional cam-

paign and we plan to prepare further materials addressing 

new topics.

We are aware of the fact that changes in attitudes often entail a 

mentality shift, and this calls for both promotion and changes 

in formal education. We are working with the academic com-

munity in this regard. We are committed to building modern 

tertiary education with the mission to actively participate in 

sustainable development processes and take responsibil-

ity for the education of wise and talented future generations 

that will be sensitive to social and environmental needs. Apart 

from informational events, conferences and publications, we 

offer space for the exchange of practical experience between 

universities in this area. We are developing the initiative of the 

University Social Responsibility Declaration, which has been 

signed by more than 80 signatories. We hope that it will become 

more and more popular and will be implemented successfully.

We are also raising the awareness of public institution em-

ployees about the CSR mission of public administration. This 

is achieved using our information materials, a series of sched-

uled meetings and a good practice platform available on the 

Gov.pl website.

We are also developing our activities on the world stage. In July 

2019, we joined the UN Global Compact Government Group. We 

would like to use this forum to promote Polish solutions for 

building responsible business. Despite a variety of activities 

undertaken in many different fi elds, we are aware of the grow-

ing needs. Global development megatrends change the socio-

economic conditions, encouraging a further deep refl ection on 

the coherence of sustainable development policies in Poland 

and building of support mechanisms which will allow us to 

achieve actual social change and economic effects.

Dominika 
Wierzbowska
MINISTRY OF DEVELOPMENT 

FUNDS AND REGIONAL POLICY

Who’s ready 
for responsible 
fashion?

The topic of responsible fashion not only has become 

part of media debate, but also has penetrated into ev-

eryday conversations about where, what and how to 

buy. The increased interest in the clothing industry is 

very welcome, because it means that more and more people 

are starting to scrutinise the industry as a massive source of 

environmental pollution and human rights violations. Does this 

mean that the clothing industry will abandon the fast fashion 

model and become embedded in the sustainable economy of 

tomorrow?

We are all used to the reality of fast and affordable fashion 

which, being very accessible, tempts us with new styles and 

evolving trends. The development of e-commerce has only 

reassured us that we can get new clothes anytime and any-

where from the comfort of the sofa. However, a system built 

on irresponsible management of environmental resources 

and human exploitation is creaking at its seams, and the wide 

availability of information coupled with emerging consumer 

awareness are making the cracks in this seemingly perfect 

picture increasingly visible. The Rana Plaza accident in 2014, 

the bag factory fi re in Delhi in December 2019, starvation 

wages or reports of resource wastage and burning of unsold 

clothes are just some of the long list of wrongdoings. Fortu-

nately, the business is responding.

We took off from a very weak position. If we take a look at old 

fashion brand rankings, we will see how little the biggest cor-

porations have done in their business-critical areas. Despite 

several years of intense efforts, we are still at the beginning 

of the process. The fashion industry is very diverse. At one end 

we fi nd companies, most of them small, which have integrated 

sustainable development into their business models and weigh 

the environmental and social costs and benefi ts in every deci-

sion. They are still a minority, but they seem to be very effec-

tive in setting the social responsibility focus, from innovative 

and sustainable materials all the way to the product commu-

nication approach. On the extreme, there are also businesses 

which are aware of the challenges and the problems but do 

not take any action to change the status quo. This heteroge-

neous mass includes companies which pretend to be socially 

responsible to retain their clientele and companies which are 

very picky in their efforts and yet want to be perceived as sus-

tainable businesses. Fortunately, there are more and more 

examples of a rational approach, with tasks and goals spread 

out over years, which secures the time for implementation and 

makes the plan feasible. Eventually, the market will tell which 

approach will be widely accepted.

The future of the clothing industry will be decided by many 

stakeholders. It is enough to mention climate change or 

shrinking water resources and the impact they have on the 

clothing industry. The need to change the production patterns 

will be driven by environmental factors, as already seen in the 

activities of teams developing new materials and working on 

the effective recovery of raw materials from fi nished products. 

Designers are also an important group. Their visions and proj-

ects turn into new collections. Their willingness to abandon 

unsustainable solutions is a huge step towards real change. 

Designers decide on the fabrics we wear and are therefore a 

critical element of the fashion revolution. This imposes a great 

deal of responsibility on those who infl uence the mindsets of 

future designers. Their future ways of working depend on the 

knowledge they receive.

The last few years have demonstrated that without social or-

ganisations and their initiatives the transformation process 

would be much slower. The Fashion Revolution movement and 

watchdog organisations spare no effort to educate, strength-

en the socially responsible foundations of the fashion indus-

try, and to publicise and stigmatise behaviours that should not 

happen in the 21st century. Without their commitment, many 

consumers would still be unaware of the real cost of cheap 

fashion.

In the end, it will be up to the consumers to decide if sustainable 

fashion is going to catch on. Being aware how clothes are made 

and knowing the challenges involved, they can decide whom 

to trust. We will not stop buying clothes, but we can invest in 

companies offering not just high quality products, but also the 

confi dence that our money is spent responsibly. It takes time 

to change beliefs and habits. Fashion is now evolving and rein-

venting itself to balance all the different interests, needs and 

expectations. The only question is if we, the consumers, are 

ready for the necessary changes.

Agata Rudnicka, 
PhD
UNIVERSITY OF ŁÓDŹ

EXTERNAL EXPERT 

OF THE RESPONSIBLE 

BUSINESS FORUM
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How businesses 
pursue the UN 
Sustainable 
Development 
Goals

The United Nations has charged the humanity, includ-

ing the private sector, with the ambitious task of mak-

ing the world a better place by 2030. The Sustainable 

Development Goals (SDGs) lay path to fulfi lling this 

mission. In contrast to the former Millennium Development 

Goals, these goals were prepared with the involvement of 

representatives of a variety of backgrounds. International and 

cross-sectoral cooperation is critical to the achievement of the 

17 goals. The role of enterprises (not only large corporations, 

but also small and medium-sized enterprises, which are the 

economy’s greatest strength) is repeatedly stressed here. The 

private sector should start by reducing its negative impacts 

and doing more than what is required by law. It is also crucial 

that it contributes funds for the changes necessary to achieve 

the SDGs and remains the forefront of their implementation, 

promotes good practices and encourages its partners to follow 

suit. Company managers can contribute to the equalisation of 

opportunities and co-create organisations that will stimulate 

economic growth and guarantee more stable jobs. The above 

mentioned activities are what corporate social responsibility 

stands for.

The benefi ts arising from the integration of the UN goals into 

business strategies cannot be fully explored until the Agenda 

2030 is fi nalised, but we can already assume that they will have 

a lot in common with the benefi ts now achieved by companies 

which implement CSR objectives. These include: 

• reinforcing a company’s image among its stakeholders,

• helping the company stand out (especially that CSR is still in 

the development phase in Poland),

• supporting the corporate culture, which results in increased 

motivation and retention of the best talents, which is espe-

cially important in a low unemployment situation,

• access to capital: many organisations promoting CSR and 

SDGs, such as the Polish Agency for Enterprise Develop-

ment, European Union or United Nations Global Compact, 

can provide additional funding,

• supporting innovation in a variety of ways, including respon-

sible diversity management, which helps in creative activi-

ties, process improvement and, consequently, cost optimis-

ation.

Responsible behaviour of companies has a positive impact 

on their environment, and is also good for the business itself, 

especially in the long term. A common problem with manage-

ment staff is that they prefer focusing on activities delivering 

quick outcomes and profi ts – both CSR practitioners and the-

orists still have a lot of work to do in order to raise the man-

agers’ awareness. It has been four years since Agenda 2030 

was unveiled: companies have had enough time to adapt their 

business models to the new reality. The global Goals cannot 

be achieved by one-off initiatives that have more to do with 

PR than with CSR – the business community needs profound 

change that will last beyond 15 years. The intense debate about 

the role of the private sector in the society has been going on 

since the 19th century, and now is the perfect moment for a 

positive breakthrough. It is not an easy task, but the business 

has not been deprived of the necessary support: there are 

many tools to facilitate this change. One of them is SDG Com-

pass, which shows how to put sustainable development at the 

heart of the business strategy and provides examples of indi-

cators for a range of industries. 

The fi rst step is to become familiar with the 169 SDG targets 

(unfortunately, many companies are only aware of the names 

of the 17 SDGs), and the next step is to decide how a company 

should use its potential, skills and resources to contribute to 

their implementation. It can do this through its core activities 

(by creating useful and responsible products), business lead-

ership activities (infl uencing supplier activities, preventing 

corruption), as well as CSR activities (employee volunteering, 

corporate foundations). When prioritising, a thorough analy-

sis of the company’s activities and supply chain is as useful as 

meetings with stakeholder groups. Subsequently, measurable 

objectives and indicators should be chosen to facilitate report-

ing on progress.

One of the characteristics of the SDGs is their interdependence: 

by supporting one goal, we also contribute to the achievement 

of the other goals. For instance, when working towards Goal 3, 

a company makes a positive contribution to Goals 1, 2, 4, 5, 6, 

8, 14 and 15, and in parallel, it minimises the risk of compro-

mising Goals 8 and 12. The inseparability of the SDGs addition-

ally reminds us that none of them can be achieved by working 

alone. The Polish business sector has a challenging decade 

ahead of it – let’s hope it will also be marked by commitment, 

accountability and cooperation.

Małgorzata 
Żochowska
THE AUTHOR IS A WINNER 

OF THE VERBA VERITATIS 

COMPETITION

#5yearsofSDGs 
in Poland. 
Where are we 
a decade before 
2030?

T 
his year fi ve years have passed since the adoption of 

17 Sustainable Development Goals (SDGs) by the UN. 

Looking from the perspective of a decade before the 

target achievement date, we should check where we 

are now in the context of the environmental, social and eco-

nomic challenges identifi ed by SDGs.

The analysis of statistics relating to the issues covered by 

Agenda 2030 warrants the hypothesis that no country is on 

the right track to achieve all of the Sustainable Development 

Goals. However, this should not give rise to defeatism or omi-

nous visions of the future in the perspective of the next decade, 

or even beyond.

W H E R E  A R E  W E ,  F I V E  Y E A R S 
L ATE R?
Looking at Sustainable Development Report 2019. Transfor-

mations to Achieve the Sustainable Development Goals by Sus-

tainable Development Solutions Network, we will notice that 

Poland comes 29 (out of 162 countries) in the ranking of prog-

ress towards the SDGs. However, a glance at the statistics of 

individual targets allows us to conclude that we still have a lot 

of work to do if we want to properly fulfi l the commitments of 

Agenda 2030.

SDG 15 is the only goal whose achievement by Poland is very 

likely. According to the indicators found in the report, our 

country suffi ciently fulfi ls its commitments relating to the 

protection of biodiversity on land, sustainable use of drinking 

water resources, or conversation of endangered species. The 

second SDG which is likely to be achieved by Poland is Goal 8. 

This can be done by achieving the predefi ned indicators, such 

as the employment rate.

A  D EC A D E  O F  U RG E N T  C H A L L E N G E S
According to the above report, the SDGs which should be most 

urgently implemented by Poland include Goals 9, 12 and 13.

In order to work effectively towards Goal 9, R&D projects need 

to be developed on a much broader scale. Currently, R&D ex-

penditure stands at 1% of Poland’s GDP, while the EU average 

is twice as high. And while our country’s spending is on the 

rise, it should be added that according to the concept of the EU 

strategy Europe 2020, the overall government and private R&D 

expenditure across the Community was expected to amount to 

3% of the European Union’s GDP by 2020.

Considerable challenges await us, too, looking at the indica-

tors for Goal 12. They include a high level of carbon dioxide 

emissions associated with production, 32.1 kg per capita in Po-

land, which is due to a range of factors, including the country’s 

slow transition to a low-carbon economy. Poland should also 

urgently address its huge problem of waste from electrical 

and electronic equipment. An average Pole generates approx. 

12 kg of such waste annually. At the same time, it should be 

noted that the majority of European countries, especially the 

countries of the ‘old EU’, fi nd the achievement of Objective 12 

truly challenging. Therefore, it is all the more important to 

put more emphasis on the journey to circular economy before 

Poland achieves strongly negative indicators in this area. It is 

noteworthy that Western European economies are among the 

largest producers of waste electrical and electronic equip-

ment in the EU.

The initiatives undertaken in response to the targets of Goal 13 

need to accelerate rapidly. The average carbon dioxide emis-

sion from energy generation and transmission per capita in 

Poland is 7.7 tonnes and comes mainly from fossil fuels. The 

share of renewable energy sources (RES) in the Polish energy 

mix is only 11.28%. At the same time, the society is increas-

ing its pressure on governments and the private sector to step 

up their efforts towards more sustainable energy policies. In 

a survey conducted by the Responsible Business Forum and 

ARC Rynek i Opinia, respondents stated that the transition to 

renewable energy was one of the most important and urgent 

tasks for companies in Poland and worldwide, even more im-

portant than environmental campaigns.

CO L L A B O R ATI O N  A S  T H E  K E Y 
TO  S U CC E S S
Monitoring the implementation of Agenda 2030 objectives is 

important, as it allows to verify the effectiveness of the ac-

tivities carried out to date. It can also serve as an evaluation 

tool for administration and business. At the same time, we 

should remember that when evaluating the implementation of 

the SDGs, the selection of indicators for the analysis is a game 

changer, as they always cover only a part of the targets set by 

the goals. However, we are running out of time to meet the 

commitments, and data presented by scientists shows that we 

need to change the principles around which the global econo-

my is organised. Cross-sectoral cooperation and mobilisation 

are therefore a must, both at the national and global level. We 

have only 10 years left until 2030, and the time is ticking away.

Miłosz
Marchlewicz
RESPONSIBLE 

BUSINESS 

FORUM
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Labour market 
automation and 
educational 
revolution

The overall landscape of labour market changes driv-

en by new technologies has been well refl ected in a 

number global reports in the recent years. Half of all 

professions and half of the working time can be auto-

mated, with the parallel growth in demand for ‘digital talents’ 

– specialists able to create AI-powered solutions and related 

technologies for the emerging economy 4.0.

We need to add factors specifi c to Poland, where the availabil-

ity of qualifi ed and relatively inexpensive labour force attracts 

investments and guarantees the supply of services provided 

by Polish businesses, including IT companies. However, in the 

long run, we are an ageing society, whose employees and busi-

nesses can cease being competitive, or we may simply not have 

enough educated people to meet the demand.

In Poland, the impact of new technologies on the labour mar-

ket has recently been discussed as part of the effort to devise 

the Polish strategy for the development of artifi cial intelli-

gence. Automation is being introduced everywhere around us, 

but without any major revolutions so far. A good example are 

self-checkout machines, which are more and more common in 

grocery stores. Unfortunately, we are lacking a comprehensive 

picture of the changes: all we know is that we need IT special-

ists.

Perhaps for this reason the government strategy focuses on 

ensuring an adequate supply of employees with the advanced 

skills needed in the new technology sector. This supply strat-

egy is expected to ensure the development of the Polish digital 

economy. Its authors do mention the need to stimulate the de-

mand side, but pay very little attention to it.

Meanwhile, digital growth across all sectors of the economy 

and the development of appropriate competences and atti-

tudes in the IT sector and beyond are essential for sustainable 

development. If we do not build a strong internal market, the 

Polish digital economy will be made up of thriving companies 

operating in a social desert. The question is how long they will 

remain competitive in a social environment that is less and 

less creative and innovative and less open to change.

Polish start-ups and their employees, the mythical Polish IT 

specialists, can serve as a symbol of these challenges. For 

years, we have been talking about outstanding software de-

velopers who win all the competitions, and then usually move 

abroad. And those who stay set up companies that serve al-

most exclusively foreign customers. The potential of our ex-

tremely strong start-up culture, which could have a positive 

impact reaching beyond mere economic indicators, is largely 

wasted. All the more reason to appreciate the activities of the 

fi rst Polish start-ups, such as Synerise or Netguru, which are 

starting to think CSR here in Poland.

A strategy that embraces the demand-side must of course 

be an educational strategy. And an extensive one, too, en-

compassing not only well-defi ned competences required by 

the sector, but also social competences, critical thinking and 

creativity. In fact, it is a matter of developing new attitudes to-

wards self-development, career and life paths.

We invoke Gartner’s optimistic forecasts here in Poland, ac-

cording to which every 10 jobs lost due to automation will be 

replaced by 13 new jobs. However, they do not describe any 

kind of law of nature. Even if the end balance is positive, it will 

not happen by itself. And talent development in the narrow IT 

sector will not be a sole success factor – we need universal 

education that will help us all adjust to living in the era of dis-

ruptive technologies.

Life-long learning, also known as adult education or reskilling, 

will become an important level of education. According to data 

from the World Economic Forum, businesses from our region 

mostly tend to solve the problem of evolving competence re-

quirements by hiring new employees or using automation. Var-

ious forms of reskilling are less important to them. Meanwhile, 

they are necessary if we want to minimise the negative impacts 

on the society – as for many people, the adaptability to the 

changing labour market conditions will depend on reskilling.

Unfortunately, Polish society is reluctant about lifelong learn-

ing. Furthermore, we are lacking appropriate institutions ca-

pable of providing such education. That is why I can see the 

business sector playing a key role here. Caring for one’s own 

employees should mean the readiness to create reskilling 

mechanisms instead of replacing the existing workforce with 

new hires or machines. But the business should also support 

educational activities, not only in its own interest, but also out 

of concern for the sustainable development of the Polish so-

ciety.

Alek Tarkowski, 
Phd
CENTRUM CYFROWE

What is 
professional 
ethics for1?

The considerations of professional ethics are the prov-

ince of philosophers and lawyers, and more recent-

ly also economists, especially those who deal with 

work and professional culture, corporate culture and 

business ethics, management by values and corporate social 

responsibility (see Bąk 2013; Gasparski 2013; Madrak-Gro-

chowska 2010). Given that today, the subject of professional 

ethics is in many ways directly and indirectly linked to areas 

such as CSR, social ethics, or ethics of public life, I believe it 

deserves to be addressed and developed.

As observed by Mieczysław Michalik (1971: 11), the long-last-

ing, unfi nished and therefore continually intriguing process of 

refl ecting on professional ethics can involve several aspects. 

Firstly, we can consider the theoretical dimensions of profes-

sional ethics, including its origin, essence and key functions. 

Further, a normative perspective can be adopted in order to 

defi ne the requirements and ideals that fall within the scope 

of ethics for each individual profession. Moreover, an attempt 

can be made to describe the status quo of certain professional 

environments or groups.

According to professional ethics:

• The key role of morality is to govern relationships within 

specifi c social groups, mainly professional ones;

• Professional ethics (in professions with a particular status, 

prestige and ethos such as doctors, lawyers, the military, 

teachers or scientists) is rooted in tradition, as exemplifi ed by 

the medical ethics of Hippocrates’ and the lawyer’s ethics of 

Cicero’s; Homer’s chivalry ethics and its rudiments in the lat-

er times are also noteworthy in this context (Ossowska 2000);

• Professional ethics serves to protect the fundamental val-

ues of life, health, freedom, justice, truth;

• Professional ethics is complementary to rather than a re-

placement of universal morality;

• Compliance with codes does not relieve anyone from individ-

ual moral responsibility;

• Professional ethics has a selfl essness to it, which is refl ect-

ed in defending anti-pragmatic, autotelic principles of hon-

our and dignity (Ossowska 2000);

• Professional ethics proves indispensable when tackling 

moral dilemmas and axionormative confl icts (which cannot 

be solved on the basis of general ethics or individual moral-

ity) by ensuring a distinct hierarchy of norms and values op-

erating without what we call ‘preference rules’ in the frame-

work of general ethics (Jedynak 1990: 71; cf. Michalik 1971: 

22).

Therefore, across the personal, social and professional di-

mension, it is necessary to continue asking the questions so 

aptly posed by Ija Lazari-Pawłowska (1971: 73) “(...) is our 

whole life divided into playing a variety roles, of which one, of-

ten a professional role, dominates the other? Is there not sim-

ply a human role? (...) It requires us to factor in the interest of 

the others in everything we do, and not to cause unnecessary 

suffering to anyone”.

Agata Wesołowska,
PhD
THE AUTHOR IS A WINNER 

OF THE VERBA VERITATIS 

COMPETITION

1 The text is a fragment of the author’s dissertation «Legitimisation of 
wrongdoing» or «professional dignity»? Importance of professional ethics 
based on a study of career advisors working for labour market institutions 
in Toruń, defended in July 2019 at the Faculty of Humanities of the Nico-
laus Copernicus University in Toruń, rewarded in the 14th edition of the 
VERBA VERITATIS competition.
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while 4% of men and 11% of women care for children on their 

own), they are also more likely to play the main role than they 

are in the case of children (34% of men vs 46% of women, while 

for children it is 57% of women and only 15% of men, respective-

ly), and more likely to share their caring responsibilities equally 

with their partners (20% of men and 15% of women, while for 

children it is 29% of women and 61% of men, respectively).

Considering how to equalise the labour market opportunities 

for men and women in the context of caring roles, we should 

look at how they are perceived. According to employees, the 

caring roles of men and women are seen as practically equal 

by both groups. This is true both with respect to the right of 

both sexes to use their free time allocated for caring responsi-

bilities (90% of affi rmative answers from women and 82% from 

men), and with respect to the question whether men should be 

as involved in childcare as women – 88% of affi rmative answers 

from women and 75% from men, respectively. At the same time, 

women clearly expect men to be more involved in caring re-

sponsibilities. Women are also more aware that men’s involve-

ment in care would help them develop their careers: 81% of 

women compared to 64% of men. On the other hand, men still 

agree more often than women that it is a man’s role to provide 

for the family: about 40% of men and about one third of women 

share this view. While it is still quite a lot, it is an expectation 

voiced by a minority of men and women.

Importantly, the results of the study also show that there is no 

need for gender-specifi c legislation on guardianship rights. A 

clear majority of the respondents (71%) is of the opinion that it is 

suffi cient to defi ne these rights without distinguishing between 

women and men, and there is no signifi cant difference in opin-

ion between women and men or between employees of smaller 

and large companies. Only 17% of respondents disagree with 

this.

There is also a common understanding of the need to support 

caregivers in the workplace: according to more than 70% of the 

respondents, they should enjoy additional opportunities and 

rights in the workplace, and only 10% of the respondents are 

opposed to such solutions.

The study shows that men would be most encouraged to exer-

cise their rights and use their leave entitlements if they were 

certain that this would not affect their careers but, above all, it 

would spark a change in the perception of women’s and men’s 

roles, with a clear shift towards the greater assumption of car-

ing roles by men, especially in adult care.

It is hard to overestimate the role of education and raising 

awareness about the existing rights supporting gender equality 

in the workplace. Therefore, there is a great need for solutions 

relating to the development of corporate cultures fostering the 

understanding of caring responsibilities of men and women, 

empathy and support from line managers. Taking care to pro-

vide thorough and accessible information, training – only 12% 

of managers feel suffi ciently trained in this area. However, re-

gardless of business initiatives and support from local govern-

ments (care facilities for children and adults, including respite 

care, nursing care, available infrastructure, etc.), systemic 

solutions are also necessary. At the same time, discouraged by 

lower income, very few people (16% of cases) take the oppor-

tunity offered by 19% of employers in Poland: part-time jobs, 

which can signifi cantly improve the labour market activity of 

women (as best shown by data from the Netherlands). Hence 

the expectations from law makers, such as reduced working 

time (e.g. four-day working week, shorter working hours), ad-

ditional days off, and fi nally, different kinds of benefi ts or al-

lowances.

Support in combining work with caring responsibilities, pro-

moting gender equality through a system of incentives and in-

forming on women’s and men’s rights are the necessary drivers 

of women’s labour market participation, which is now signifi -

cantly lower than that of men. Polish solutions based on the 

EU’s WLB Directive should refl ect as far as possible that these 

are important activities improving social equality and cohesion 

rather than extra benefi ts.
Work and care – 
from equal rights 
to gender equality 
on the labour 
market

In late 2019 and early 2020, the Responsible Business Fo-

rum carried out a survey Work and fulfi llment of caring roles 

by women and men in Poland. The project, developed in co-

operation with Santander Bank Polska, Henkel Polska and 

Puzzle research agency, covered nearly 3,400 people. It was 

largely inspired by the UK survey from 2018 Equal Lives. Par-

enthood and caring in the workplace conducted by Business in 

the Community (BITC) in the UK. The Polish survey comprised 

a qualitative part – 11 FGIs (focus group interviews), including 

eight FGIs with employees, two FGIs with HR representatives 

and one FGI with managers, and a quantitative part, comple-

mented by desk research (Statistics Poland). In order to obtain 

a representative result, 1,200 interviews within the quantitative 

part were conducted in accordance with the structure of the 

Polish population by sex, age and locality size. Nearly 70% of 

the respondents were employees of large organisations from 

all over Poland, and most of them were employed full-time. We 

wanted to see how often caregiving responsibilities were com-

bined with work, and to identify the associated problems and 

barriers as well as employee expectations as a basis for further 

discussion.

The topic of caregiving roles is important in the context of the 

European Commission’s Work-life Balance Directive (WLB), 

an instrument adopted in 2019, which must be implemented by 

Member States by August 2022. First of all, it grants fathers the 

right to two months of non-transferable leave, while another, 

much less discussed novelty is a carers’ leave of fi ve working 

days per year (currently it is only two days for parents of chil-

dren under 14 years of age) and the right to fl exible working 

arrangements. Therefore, there is going to be a debate and it 

needs to be decided to what extent the solutions aimed at sup-

porting a balance between professional and caring roles will 

be introduced into the Polish labour law and how the costs of 

necessary changes will be covered. The results of our survey 

can serve as a basis for formulating the necessary recommen-

dations at the level of businesses, law makers and local gov-

ernments.

WO R K  A N D  C A R E  –  T H E  K E Y 
TO  G E N D E R  EQ UA LIT Y
According to the European Institute for Gender Equality (EIGE), 

Poland is among Europe’s worst countries in terms of inequal-

ity in the time domain. Women bear a much greater burden 

of the daily family life, which includes caring roles. The FOB 

study shows that a vast majority of cases (88%) involve caring 

for healthy children, 10% involve caring for dependent adults, 

parents, or partners, and 4% involve caring for a child with 

disabilities (sometimes people care for children and adults at 

the same time, hence the total exceeding 100%). Caring roles 

are present in one of every three households and are played by 

a half of people working under employment contracts, which 

is more than 6.2 million people. 80% of employees have peo-

ple with caring responsibilities at their workplace and slightly 

less than a half (39%) know that a colleague cares for an adult. 

Hence, this phenomenon is common and therefore important 

for gender equality and for the labour market. The role of the 

WLB Directive cannot be overestimated in this context.

The caring reality in Poland is shaped, to a large extent, by two 

factors: the country’s weak institutional care system and de-

mographics. Poland faces signifi cant challenges in both areas. 

On the one hand, the infrastructure for care services and for 

the fulfi lment of Barcelona objectives for childcare facilities is 

inadequate. On the other hand, the fast-ageing population will 

result in a growing number of adults in need of care. Already to-

day, a quarter of the Polish society has exceeded the age of 60, 

of which 1.8 million are more than 80 years old – more than the 

number of children born over four years. No wonder that three-

fourths of all employees have come across people leaving their 

jobs or taking temporary breaks because of caring responsi-

bilities. This involves mainly women caring for children (62% 

of responses), but as much as 30% of the respondents stated 

caring for a dependent adult as a reason.

I S  T H I S  S U B J E C T  O N LY  R E L E VA N T 
TO  WO M E N?
Since parental roles are the most common form of caring re-

sponsibilities, we have examined the level of awareness of 

men’s rights. Poland offers a relatively wide range of benefi ts 

for men: fathers can use a fatherhood leave and paternity leave 

(both 100% paid), a parental leave (60% paid) or an unpaid child 

care leave of up to 36 months, as well as two fully paid childcare 

days for a child under 14 years of age. Three out of four fathers 

caring for children under six demonstrate a good or very good 

awareness of these rules. Eight out of ten respondents know 

about fatherhood leaves, paternity leaves and care days for 

children under 14. However, this knowledge has turned out to 

be only apparent, as many as 48% of the respondents stated 

that they did not take the fatherhood leave because their part-

ner wanted to use her entitlement, while this leave is intended 

solely for fathers. Childcare is now a women’s province, but in 

relation to adults, men seem to be much more involved. They 

tend to care more often for dependent adults on their own, with-

out the help of others (34% of men involved vs 25% of women; 

Marzena 
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CSR research 
in 2019 

Was there any important topic discussed by the 

media last year that did not involve business 

responsibility for the environment, at least in 

part? The key global environmental and so-

cial challenges we are facing as the world in general and 

Poland in particular are always somehow connected with 

business, so when preparing the analysis of the most in-

teresting research carried out last year, we inevitably fall 

into the ocean of compelling data, interdependencies and 

fi ndings, from which, however, we need to extract the most 

interesting topics.

THE GLOBAL CLIMATE
Looking globally, we need to start with the most urgent sub-

ject of climate change. This is what the participants of Agile 

or Irrelevant Redefi ning Resilience 2019 Global CEO Outlook study 

by KPMG, which covered 1,300 business leaders, have said. 

They stress the extreme volatility of the business environment 

and see climate change as the main threat to growth, as it has 

jumped from the fourth place to the fi rst place compared to the 

last year’s survey. 76% of respondents consider their organisa-

tion’s growth prospects to be dependent on its ability to drive 

the transition to a low-carbon economy, which reduces their 

environmental footprint.

Experts quoted in the GlobeScan – SustainAbility Survey evalu-

ating progress on the SDGs are of similar opinion. Although the 

percentage of those who believe that progress towards sus-

tainable development is too slow has declined relative to 2005 

(which is when the survey was launched), more experts than 

two years ago have stated that progress towards Goal 13 (Cli-

mate action) is too slow.

This data is also confi rmed by the report Sustainable Develop-

ment in the European Union. Monitoring Report on Progress To-

wards the SDGs in an EU Context, which concludes based on cer-

tain indicators that the slowest progress in the implementation 

of the SDGs concerns Goals 7 (Affordable and clean energy), 12 

(Responsible consumption and production), 13 (Climate action) 

and 15 (Life on land), which all have a key impact of halting en-

vironmental change. The only goal which is just as poorly man-

aged is Goal 9 (Industry, innovation and infrastructure).

At the country level, unfortunately, nothing changes. The Sus-

tainable Development Report 2019 shows that the situation is the 

most alarming with respect to climate (Goal 13) and biodiver-

sity in water and on land (Goals 14 and 15). Even the Nordic 

countries, which consistently lead the ranking, are struggling 

to achieve these goals.

Worse yet, the authors of Who is Paying the Bill? (Negative) Im-

pacts of EU Policies and Practices in the World, a report which is 

very critical of EU policies, emphasise that the offi cial Eurostat 

data on raw material consumption, and thus the carbon foot-

print, is underestimated due to the methodology used (domes-

tic material consumption – DMC). If it were measured including 

the earlier life cycle stages (raw material equivalent – RME), 

the results would be much worse.

The gravity of the problem is also demonstrated by The Glob-

al Risks Report 2020 prepared for the World Economic Forum 

in Davos, in which more than 750 global experts and deci-

sion-makers, asked to rank the major threats to the world, 

gave priority to environmental concerns for the fi rst time ever. 

In terms of likelihood, these were extreme weather events, 

failure of climate-change mitigation and adaptation, natural 

disasters, biodiversity loss and human-made environmental 

disasters. The leading risks in terms of severity of impact were 

failure of climate-change mitigation and adaptation, weapons 

of mass destruction (which is actually the only non-environ-

mental concern, if we do not account for climate-driven con-

fl icts), biodiversity loss, extreme weather events and water 

crises. While the latter is described as a social concern, it is 

still directly linked to the environment.

The response to the challenges of contemporary modern world 

must be a responsible approach. On the lookout for the best 

solutions, let’s see the Leadership in the Fourth Industrial Revo-

lution: Faces of Progress report by Deloitte and Forbes Insights, 

which lists four types of leaders. They are: social supers, da-

ta-driven decisives, disruption drivers and talent champions. 

These models can serve as an example for leaders worldwide 

in addressing the transformational challenges of the fourth in-

dustrial revolution.

CLIMATE IN POLAND
Let’s focus on Poland now and look at how environmental risks 

are perceived by the Poles. This subject has been certainly no-

ticed, intensifying the feeling of imminent threat (unfortunately 

this is the awareness level we have now). According to opinion 

polls, 76% of people in Poland believe that they will personally 

experience the effects of the climate crisis during their lives. 

Only 21% of respondents still do not believe it. However, only half 

of the Poles have the feeling that we are facing a catastrophe.

This is an upward trend, but we still cannot say that the view is 

widely shared. Rather, as shown by the report Ziemianie atakują 
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In 2019, together with the Volunteer Centre Association in 

Warsaw, we successfully carried out the 3rd National Em-

ployee Volunteering Survey in Poland. This is the only study 

of its type that shows how employee volunteering works 

within Polish businesses.

It has been seven years since the previous survey (the 2nd Na-

tional Employee Volunteering Survey was conducted in 2012), 

and this interval combined with the use of similar surveys and 

research methods have permitted us to make comparisons 

and draw conclusions about the development patterns and 

challenges of employee volunteering.

An interesting thing shown by the most recent research is 

where employee volunteering is located on the Polish volun-

teering map and in the life cycle of every actual and prospec-

tive volunteer. It turns out that in the recent years, we have un-

derestimated the role of creating social engagement attitudes 

among employers.

When thinking about the development of a volunteer, we usu-

ally assume that a young person, usually a student, has a lot 

of free time and is able to take up various community activi-

ties. This is an element of action learning and personal devel-

opment, and is perceived as hands-on experience that helps 

people enter the labour market.

On the other hand we have seniors – people who leave the la-

bour market because of their age, and suddenly have a large 

amount of free time. They can use it in a variety of ways, but of 

course it is better if they remain active, moving on from jobs to 

other activities within their families, groups of friends or com-

munities. Volunteering is seen here as a way to prevent seniors 

from living a ‘couch potato’ lifestyle and to take advantage of 

their abundant professional and life experience.

NGOs see the two groups as the main source of volunteers. 

Within these groups, volunteering is seen as a desirable thing 

and is reinforced by a variety of ways, including grants from the 

Civic Initiatives Fund or the Government Programme for Social 

Participation of Senior Citizens.

In between the two former, a third group is concealed: people 

who are already on the labour market. Unfortunately, it is seen 

as one that has its origins in the fi rst group, that of learners, 

and for that reason it is already experienced in community ac-

tivities.

But it turns out that studies point to the contrary. Approximate-

ly 60% of volunteers who currently participate in employee 

volunteering programmes started volunteering at their work-

place. Only 30% of the respondents declare that they had been 

active volunteers before they started their jobs. Every third 

respondent (32%) is currently an active volunteer also out-

side work. The majority (68%) of volunteers declare that if they 

were to change their jobs, they would check if the potential new 

employer has an employee volunteering programme in place. 

This shows how important this has become for employee vol-

unteers.

The part of the survey conducted among employees of compa-

nies that do not offer any employee volunteering opportunities 

shows the reality of new hires. Two thirds (76%) of them are 

not familiar with the term ‘employee volunteering’ at all. When 

asked for spontaneous associations with this term, they most 

often mentioned helping their work colleagues (48%) or unpaid 

work (33%). Employees from such companies are seldom en-

gaged in any voluntary activities outside the workplace, only 

8% of them are currently volunteers.

A comparison between the two groups shows some interesting 

phenomena. The most important thing is that people joining a 

company are not potential fully-fl edged volunteers and they do 

not bring in any new capacity for social engagement. It is the 

employer’s job to build this capacity and foster social engage-

ment attitudes. The second thing is that people tend to become 

idle. An employee who was active before taking up a new job 

will become passive with time if his or her new company does 

not promote social engagement of its employees.

Therefore, professional activity is a complementary part of a 

volunteer’s life cycle, and employee volunteering should not be 

an oddity when it comes to the social engagement of the Poles. 

Without any support, such as guidance or strategies, there will 

be a gaping hole in the Polish volunteering landscape, which 

can be managed by conscious employers and sound employ-

ee volunteering programmes in the best-case scenario, or will 

drive the need for social re-activation of people leaving the la-

bour market in the worst-case scenario.
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CSR, SMES AND VOLUNTEERING 
When analysing the surveys carried out last year, one should 

not disregard the ones directly related to CSR issues. The EFL 

survey CSR at SMEs. In the spotlight was among the most in-

teresting ones. According to this study, 24% of managers in 

SME declare their awareness of the term CSR, which is not a 

good result, but as far as specifi c actions are concerned, 67% 

of them do take action. This shows that large scale business 

activities are being undertaken to build responsible relation-

ships, but they not formalised. The question remains whether 

SMEs need to formalise them, however certainly raising the 

awareness of CSR would allow to extend the scope of activities 

of organisations that give back to the environment.

A new edition of CSR in practice – Barometer of the French-Polish 

Chamber of Commerce (with half of the respondents represent-

ing companies that were either French or with French capital) 

also arrives at interesting conclusions, and there are remark-

able differences as compared to the previous year’s edition, 

especially as regards the analysis of CSR drivers in Poland. 

According to the report, the expectations of the business en-

vironment – employees, suppliers, customers and local com-

munities – have defi nitely gone up. A 20 percentage points in-

crease, from 51% to 71%, shows how much the expectations 

from companies have grown. Interestingly, this answer is also 

more frequent when asking about the obstacles in CSR devel-

opment. This can be interpreted as a sign that CSR has become 

more important for the business environment, even if it is not 

perceived positively. While greater importance is also attached 

to the sharing of good practices of large foreign companies 

that are experienced in CSR, the importance of legal changes 

has declined dramatically, which may come as a surprise, be-

cause while respondents could have had fresh memories of the 

changes brought about by the introduction of reporting obliga-

tions last year, further changes are in the pipeline for the com-

ing years, such as those to be introduced in connection with the 

Waste Directive, planned climate reporting developments or 

implementation of the WLB Directive.

The new edition of the volunteering survey was also an import-

ant CSR study. It shows that the popularity of volunteering with 

Polish businesses is increasing, both in respect of ‘employee 

volunteering’ – from 68% in 2012 to 79% in 2019, and in respect 

of in-house volunteering schemes, which have increased al-

most threefold, from 6 to 16%. However, a remarkable empha-

sis is also placed by companies on own benefi ts instead of ben-

efi ts for the environment, as evidenced by an immense decline 

of ‘improving the situation of those in need’ as a motivation 

for volunteering, from 92% to only 43% of respondents and its 

move from the fi rst to the fi fth position. It is an interesting phe-

nomenon and it is worthwhile to refl ect upon it.

The goal of this subjective review of studies research was 

to demonstrate that the topic of sustainable development is 

closely related to key global themes that get a lot of ongoing 

media attention. This poses new challenges to us, CSR people, 

which involve not only sharing knowledge and good practices, 

but also improving the business practice in our workplaces. 

What we do is already a permanent conversation topic for key 

business personnel worldwide, so we need to draw on our 

knowledge and experience for the sake of our organisations 

and the environment.
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[Earthlings attack], the attitude of the Poles toward environmen-

tal risks results from the current problems that we are facing. 

We are most concerned about air quality, waste pollution and 

water shortages. These topics are directly correlated with the 

media coverage of environmental risks. It is therefore obvious 

that the media play a crucial role. Only 3% of the respondents 

feel that humans are not a threat to the environment, but it is 

polluting our environment and not carbon dioxide emissions 

what we see as the main impacts.

If we look at Polish companies, there is no good news, either. 

In a very interesting study initiated by Fundacja Standardów 

Raportowania, Polish Association of Listed Companies and 

Bureau Veritas, annual reports of all listed companies were 

checked against 10 environmental criteria, two of which re-

lated to climate crisis management policies or strategies, and 

eight to reporting on greenhouse gas emissions. The survey 

showed that the companies were very poorly prepared for this 

type of reporting. Out of a maximum score of 10, they scored 

1.03 on average, with the best company scoring 7.33, and as 

many as 46% scoring zero. This shows that a lot still needs to 

be done in Poland with regard to climate change awareness 

and the impact of this process on the business.

DIVERSITY IN EUROPE 
However, CSR experts are not focused only on climate. The 

second important topic that frequently came up last year was, 

of course, diversity management and anti-discrimination. A 

publication that must not be disregarded is Gender Equality In-

dex 2019. Work-Life Balance. While this year’s edition once again 

shows a slight improvement in the indicators, we should stop 

to have a look at the particular areas, as the progress in their 

implementation varies a lot. The strongest increase is visible 

in the power domain, which includes the percentage of women 

on legislative bodies and company boards. This is due, in some 

part, to the mandatory gender parity introduced by the parlia-

ments of some countries or corporate boards, and the changes 

are spectacular, because not so long ago the situation in this 

sphere was dramatic, so progress is easy to achieve. At the 

other end of the spectrum, we have the time domain which re-

fl ects the immense role played by women who perform unpaid 

housework or care for children and dependents. Since 2005, 

there has even been a slight regression in this area. The situa-

tion in Poland is even worse than that. Compared to two years 

ago, our country has dropped to the 24th position out of the 

28 countries in the ranking. The decline is particularly visible 

in the area of power and it is not offset by any improvement 

in the money and health domains. In the long term, there has 

been visible progress since 2005, which is the most apparent 

in fi nance, but both the knowledge and time domains have de-

teriorated in this period.

Important data refl ecting the situation of men and women is 

also published in 2019 Report on Equality between Women and 

Men in the EU. It shows that although the employment rate 

of women in the European Union reached an all-time high at 

67.6% in the third quarter of 2018, the situation still varies 

from one country to another. At 63.56%, Poland does not de-

viate much from the EU average, but only fi ve countries have a 

lower rate. The overall results for the EU are not encouraging. 

Women are at a greater risk of poverty and their wages are on 

average 16% lower than those of men. This results in a pension 

gap, which amounted to 35.7% in 2017. In some countries, more 

than 10% of elderly women cannot afford the essential health 

care. In addition, only 6.3% of CEO positions in EU’s largest list-

ed companies are held by women, and it has to be noted that we 

are talking about countries that consider themselves the best 

developed.

We are familiar with the situation in Poland and the activities 

of Polish companies owing to a survey carried out by the Re-

sponsible Business Forum as part of the Diversity Charter. The 

survey shows that 59% of Polish medium and large companies 

are engaged in diversity management activities. There is a 

clear positive difference in the case of the companies that have 

signed the Diversity Charter. They are much more involved 

in diversity management, and 68% of them have in a way for-

malised this kind of activities. This is true for only 19% of the 

other companies.

And yet, as demonstrated by the International Labor Organi-

zation report The Business Case for Change, greater diversity 

drives business performance. Out of the companies that track 

the impact of diversity on management, 74% recorded a 5% to 

20% increase in profi ts. The authors of the report also point out 

that the likelihood of performance improvement in companies 

committed to gender equality is 9% higher than it is for other 

companies, but they also succeed in such areas as attracting 

talent or building reputation. A regional comparison comes as 

quite a surprise, with Europe not being in the lead at all...

CIRCULAR ECONOMY AND CONSUMERS
While discussing the studies, we should not overlook another 

important area of sustainable development: circular economy. 

It is widely discussed, we are looking for new business mod-

els, but there is still a lot to do. This is shown in the latest The 

Circularity Gap Report 2020 by Circle Economy, which compares 

the material inputs into the economy against resource outputs 

in various forms. The results are disheartening, as the authors 

not only estimate that the global economy is merely 8.6% cir-

cular, but also note a slow decline from 9.1% two years ago.

This is the global scale. We looked into the local scale in a cir-

cular economy study carried out by ARC Rynek i Opinia as an 

expert partner. The fi ndings have shown that on the consum-

er side, there is a potential in Poland to implement circular 

economy solutions. Although sustainable behaviours cannot 

be considered common, if more than 60% of the respondents 

declare that they are interested in using their own packaging 

when shopping, we should have this in mind and try to meet 

their needs. Unfortunately, not all fi ndings are positive. Only 

66% of the respondents replied that they sorted their waste. 

Only 41% said they knew how to do it. But only 15% of the re-

spondents correctly answered three specifi c questions about 

waste sorting. There is much room for education.

Talking about consumer behaviours, we should mention the 

fi ndings of a study by Professor Dominika Maison from the 

Faculty of Psychology of the University of Warsaw, who looked 

at consumer attitudes in a situation where companies were not 

very socially responsible. Unfortunately, in our country, con-

sumers declare themselves as responsible buyers, but do not 

turn away from controversial brands. As many as 86% of the 

respondents did not remember any scandals relating to com-

panies or their brands. And out of the 17% who declared that 

they had participated in a consumer boycott, as many as 34% 

did not remember whom they had boycotted.
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ince September last 

year, the Warsaw Stock 

Exchange has had a new 

index, the WIG-ESG. 

It replaced the former Respect Index. 

The new name comes from a well-known 

acronym that relates to social, environ-

mental and governance considerations 

(ESG – Environmental, Social, Governance). 

The ISO 26000 standard defines organisa-

tional governance, which is gaining in busi-

ness importance, as “a system by which 

an organisation makes and implements 

decisions in pursuit of its objectives”. 

In the context of responsible business, 

compliance, stakeholder dialogue, ethics, 

reporting and management are all import-

ant issues in this respect.

A total of 62 companies reported 96 good 

practices in the area of organisational 

governance. This is almost 20% more 

companies and 15% more initiatives than 

last year. However, the prevalence of eth-

ical considerations addressed mainly to 

company employees is a constant trend. 

Therefore, the advantage in Sustainable 

Development Goal 8: Decent work and eco-

nomic growth and Goal 16: Peace, justice 

and strong institutions does not come as 

a surprise.

The leading practices in the ethics 

category are codes of ethics. Companies 

take care to ensure that they remain 

up-to-date, have an attractive presenta-

tion, are accessible and as useful as possi-

ble. Some of the practices in the category 

are activities promoting or disseminating 

knowledge about the documents and tools 

of the ethical system.

The management category comes second 

in terms of the number of good practices. 

It contains solutions, processes and poli-

cies that enable the structuring, improving 

the performance or implementation of 

responsible business principles. These 

operate on the basis of CSR/sustainable 

development strategies, which are also 

a part of the practices reported in this cat-

egory. The presence of environmental ini-

tiatives is also noteworthy. Companies are 

beginning to treat this issue as a separate 

area requiring special regulation. 

The practices show that businesses are 

focusing on a journey towards circu-

lar economy and counteracting climate 

change.

The compliance category includes 17 good 

practices, almost twice as much as in the 

previous edition of the report. Compliance 

considerations are becoming increasingly 

important. Companies are aware that this 

is a way to mitigate a variety of business 

risks.

Stakeholder dialogue is an integral part 

of the activities of responsible companies. 

It allows them to obtain information that 

can be used later to plan their projects and 

initiatives. In this way, cooperation with 

the environment can be developed. Aside 

from panels for a broad range of stake-

holders, practices focusing on cooperation 

with local communities have emerged. 

Therefore, it is obvious that businesses 

do care about becoming good neighbours.

Disclosure of non-financial data is a chal-

lenge for companies operating in Poland. 

Aside from the examples shown in the new 

edition of the report, we recommend the 

publications entered for the CSR Reports 

Competition which has been organised 

for 13 years by the Responsible Business 

Forum and Deloitte. 45 organisations 

registered their reports for the recent 

competition. They are available at http://

raportyspoleczne.pl/biblioteka-raportow/.
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this year’s report, the human 

rights section covers 32 new 

practices and 42 long-term prac-

tices, which means slightly fewer 

new practices and a little more long-term 

practices in relation to the last year’s 

report. This might be due to the new rule, 

according to which an entity may report 

no more than 10 new practices. We will 

only find out later how this rule is going 

to affect the number of practices in each 

section.

Most practices relate to the pursuit of the 

following Sustainable Development Goals: 

no. 5 – gender equality, no. 8 – economic 

growth and decent work and no. 10 –“less 

inequality”. No. 4 – quality education and 

no. 17 – partnerships for the goals are 

also relevant to some of the practices.

As usual, the highest number of prac-

tices has been submitted in the area of 

diversity. More and more companies opt 

for complex diversity policies covering 

several groups of employees at risk of 

discrimination, set up employee networks 

and other solutions addressed to a variety 

of groups. Businesses are increasingly 

willing and open to talk to their employees 

about the need to build an inclusive cul-

ture. Solutions supporting the promotion 

and development of women are no longer 

alone in the lead, as more and more mea-

sures emerge to support employees with 

an international background, the LGBT+ 

community and employees with disabili-

ties. Employers refer to values, codes and 

communication as tools for more effective 

and genuine diversity management. They 

set up employee networks, hold open air 

events and engage in a public debate on 

these subjects. Briefly speaking, their 

approach to diversity is multifaceted and 

considers genuine needs of employees, 

winning their trust.

Organisations still attach a lot of impor-

tance to closing the gender pay gap and 

supporting women in business in general. 

The beneficiaries are not only the female 

employees of a given entity, but also 

female students, university graduates, and 

women potentially interested in working 

for that entity. It is noteworthy that more 

and more often the practices in this cat-

egory are aimed not only at supporting 

women in their pursuit of equal pay or 

employment opportunities, but also at 

improving their well-being in the work-

place, developing their confidence, and 

achieving a work-life balance.

The policies, procedures and education 

area has slightly fewer practices in this 

edition, perhaps due to the fact that 

companies tend to combine building for-

mal diversity structures with targeted 

action that it often systemic and staged. 

Therefore, these practices may be present 

in other areas of the human rights cate-

gory.

The ageing society, the employees’ mar-

ket and the increased market presence 

of generation Z add diversity to team 

structures and the labour market needs 

to tackle more and more challenges. But 

the challenges mean an increased chance 

that diversity will drive creativity, improve 

the workplace atmosphere and offer more 

satisfaction to employers and employees 

alike.
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ue to a change in how good 

practices are to be report-

ed (a single company could 

report no more than 10 

practices in total), there has been a small 

revolution in employee-oriented practices. 

The number has declined from 288 in 

the previous year to 185 new practices 

this year, being closer to that recorded 

two years ago (175). The situation was 

different for long-term practices, with 

287 reported this year and 180 last year 

(with no reporting cap in place).

Compared to last year, the greatest 

changes have been recorded for the 

‘employee health’ and ‘volunteering’ 

categories, with the number of practices 

having decreased by a dozen or so. One 

noteworthy category is that comprising 

training and development, where a clear 

rise in the number of practices is observ-

able. Does this mean that companies 

invest more in employee development?

Training and development practices 

involve a variety of activities – they are 

addressed to individual contributors as 

well as managers and can relate to safety 

or innovation. Some of the practices 

covered all employees and promoted 

broadly defined sustainable development. 

The advantage of this solution is that it 

works twofold – on the one hand, it helps 

build a more sustainable business and, 

on the other hand, it encourages consum-

er responsibility.

In the safety category, a large part of the 

practices place an emphasis on chang-

ing the employees’ safety attitudes. This 

is often a systemic approach based on 

recurrent activities aimed at making safe-

ty a priority for employees and persuading 

them that they themselves can best guar-

antee an accident-free work environment 

for themselves and their colleagues. It is 

noteworthy that companies are not afraid 

of such things as increased numbers of 

unsafe situations reported by employees. 

It is important to identify potential haz-

ards instead of sweeping them under the 

carpet.

As in the previous years, the employee 

participation category included practices 

encouraging employees to come up with 

innovations at the workplace. This is a 

very effective method of process improve-

ment, as it is undoubtedly the employees 

who know best what can be improved. It is 

essential to create the right conditions to 

motivate them.

There are also practices addressed to 

new employees in order to facilitate their 

induction, or activities supporting inter-

nal recruitment, which allows people to 

develop without changing employers. It 

is important to maximise employee reten-

tion.

From this perspective, it may come as 

a surprise that very few reported prac-

tices involved work-life balance. Such 

measures as flexible working time or 

distance working can be very valuable for 

employees. Results of the survey “Work 

and fulfillment of caring roles by women 

and men in Poland” by the Responsible 

Business Forum show that they apply 

mainly to people having parental or caring 

responsibilities towards dependent adults.

As usual, labour practices include a pool 

of measures aimed at supporting employ-

ees in difficult situations or protecting 

their health by means of preventive health 

checks.

Finally, the second largest category 

is employee volunteering. In this area, 

employees can not only act for the benefit 

of their company’s social environment but 

also – which is an important finding of an 

employee volunteering survey conducted 

by FOB in 2019 – strengthen the bond with 

their company and become more motivat-

ed to take action.
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ext to social engagement and 

development of local com-

munities, the environment is 

one of the three areas of the 

report with the highest number of report-

ed practices. The topic is becoming more 

and more relevant year by year, as we 

are experiencing the increasingly painful 

effects of human activity and its negative 

impact on the natural environment.

The Global Risks Report 2020 has shown 

that environmental issues have been 

recognised by more than 750 experts 

and decision-makers as the greatest 

threat to the contemporary world. The 

importance of the subject is also reflect-

ed in the new European Commission 

guidelines on non-financial reporting 

on climate change. The guidelines are 

non-binding, but changes to the directive 

itself are being discussed that will have a 

significant impact on the scope of corpo-

rate reporting.

In the context of the environmental chal-

lenges and rather pessimistic climate 

scenarios, the fact that as many as 185 

new initiatives have been discussed in 

the environmental section of this year’s 

Report is very encouraging. We have 44 

more new good practices compared to 

last year, despite the new cap on the num-

ber of reported practices. The new prac-

tices were implemented by a total 

of 94 companies.

Invariably, companies most often under-

take educational activities – 34 new good 

practices are reported (as compared to 

30 in 2018), which are usually addressed 

to three groups: employees, children, 

communities and people living in cities. 

However, market education initiatives are 

rare.

The most straightforward examples of 

environmental measures are described 

in the green office category and involve 

practices such as ditching plastic – for 

instance by switching from bottled water 

to water dispensers, buying reusable cups 

for employees, refraining from using dis-

posable tableware, separating waste into 

fractions and deploying special waste 

bins across offices for that purpose.

On the other hand, environmental pro-

grammes are more advanced and include 

multiple measures. Aside from those 

involving more efficient resource manage-

ment, choosing green products, designing 

environmentally friendly packaging or 

switching to green vehicles, educational 

activities and campaigns tend to pop up as 

well. Employees are included in environ-

mental activities, for instance by volun-

teering programmes.

This year’s report shows that circular 

economy is becoming increasingly popu-

lar – 16 new practices have been placed 

in this category. Interesting examples 

involve heat recovery from industrial pro-

cesses, i.e. the use of waste gas to gen-

erate heat; repair and reuse of products 

such as shoes, furniture and bicycles; 

and sharing of equipped DIY workshops.

The number of new good practices in bio-

diversity has doubled this year. Protection 

of bees is the most common among the 

14 initiatives described. More and more 

reports show that building of hives, grow-

ing bee-friendly plants and beekeeping on 

the rooftops of office buildings or in the 

immediate vicinity of businesses, facto-

ries or shops is very popular and broadly 

implemented. However, we have also 

received reports of single actions involv-

ing the protection of the European bison, 

white stork and even hedgehog.

Additionally, the Report covers almost 

100 long-term practices. Given that envi-

ronmental topics top the list of challeng-

es faced by companies today, this area 

should be expected to expand in the future 

editions of the report Responsible Business 

in Poland. Good Practices.
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air operating practices are 

about the ethical conduct in 

an organisation’s dealings 

with other organisations. 

They include fostering such relationships, 

as well as an educational effort addressed 

to suppliers, industry organisations or 

other stakeholders. 

39 new and 33 long-term practices 

have been reported in this year’s report 

Responsible Business in Poland 2018. 

Good Practices, which means an increase 

in relation to 26 new and 29 long-term 

practices last year. As a result, it is no 

longer the most underrepresented of all 

ISO 26000 areas discussed in the report.

This year’s practices belong to two main 

categories – market education and sup-

plier relationships. Educational activities, 

like in the previous years, covered a wide 

range of topics, from single projects to 

large activities with numerous players 

involved.

Among the latter, large cooperation plat-

forms stand out, such as the Polish Pact 

for Sustainable Use of Plastic, whose 

signatories have committed themselves 

to prepare a roadmap for the transition 

to sustainable use of plastic, the Polish 

Coalition for Sustainable Use of Palm Oil, 

which brings together companies which 

only use or seek to use palm oil from 

certified sources, or the Coalition for the 

Safety of Municipal Service Employees, 

which aims to support occupational health 

and safety in this sector.

Some of the activities were focused 

on specific industries, such as projects 

addressed to the agri-food or water 

and sanitation sectors, while others 

were subject-specific. Among the latter, 

a remarkable number of practices 

involved advanced technologies, reflecting 

the growing importance of this topic.

Diverse and interesting activities can be 

observed in the area of supplier relation-

ships as well. Some of them are aimed at 

defining the requirements for suppliers. 

Other, on the contrary, focus on surveying 

the suppliers’ expectations or identifying 

a company’s obligations towards them. 

These actions are important, because they 

foster long-term relationships and mutual 

trust. There is also a group of activities 

where businesses support their subcon-

tractors, improving access to training. 

Further, some companies opt to support 

specific suppliers: social economy enti-

ties.

The growing number of fair operating 

practices is very encouraging. It is import-

ant that they are diverse and reach out to 

a variety of stakeholders. We still hope 

that over the coming years, other catego-

ries of practices will become more popu-

lar, such as preventing abuse. This would 

result in a more complete picture of the 

companies’ commitment to building fair 

operating practices.
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n this year’s edition of the 

report Responsible Business 

in Poland. Good Practices, con-

sumer issues are among the 

most underrepresented areas. Consumer 

issues included 28 new practices imple-

mented by 21 companies. However, it is 

worth noting that the number of long-

term practices is constantly increasing. 

There are 67 continued practices from 

past years. There were 50 such long-

term practices in the last year’s edition, 

and 35 in the 2017 report. The number of 

companies that reported activities in this 

area is similar to that in the last year’s 

edition (42 vs 41). The practices are divided 

into six categories. ‘Consumer education’ 

ranks first (fourteen practices), followed 

by: ‘availability of products and services’ 

(seven practices), ‘consumer aids’ (three 

practices), ‘consumer participation’ (two 

practices), ‘responsible consumption’ (one 

practice), and ‘consumer health and safe-

ty’ (one practice).

Consumer issues practices in total are 

aligned with 12 Sustainable Development 

Goals. Most often, the companies men-

tioned: Goal 3 – Ensure healthy lives and 

promote well-being for all at all ages 

(17 practices); Goal 4 – Ensure inclusive 

and equitable quality education and pro-

mote lifelong learning opportunities for 

all (21 practices); Goal 9 – Build resilient 

infrastructure, promote inclusive and 

sustainable industrialization and foster 

innovation (15 practices); Goal 10 – Reduce 

inequality within and among countries 

(15 practices); Goal 12 – Ensure sustain-

able consumption and production patterns 

(28 practices). The analysis of this area 

shows that organisations are increasingly 

involved in tackling current problems, 

such as overproduction and overconsump-

tion, which were a particular area of focus 

for a variety of business and non-govern-

mental institutions in 2019.

The most common category in this area 

was the availability of products and ser-

vices, with 21 practices. However, things 

are different in this year’s edition, and 

priority has been given to consumer 

education. The majority of the consumer 

education activities relate to environmen-

tal issues and are aimed at counteracting 

climate change.

In the product and service availability 

category, on the other hand, there is 

a noticeable increase in the importance 

of preventing the exclusion of certain con-

sumer groups by creating the right con-

ditions for the convenient use of products 

and services. The submissions in this 

category are mostly addressed to people 

with mobility impairments and the elderly.

However, this year’s report lacks any 

responsible marketing practices. Just 

like in the previous edition, there have 

been few business submissions in the 

consumer participation and consumer 

health and safety categories.

I

r e s p o n s i b l e b u s i n e s s . p l

95 

41 companies

good 
practices

34

CONSUMER 
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ocial engagement and local 

community development tra-

ditionally make up the largest 

part of the report. This area 

includes activities grouped into 16 cat-

egories: physical activity, safety, good 

neighbour, charitable and philanthropic 

activities, adult education, child and youth 

education, social innovations, social 

campaigns, culture and the arts, social-

ly-engaged marketing, preventive health 

care, entrepreneurial development, job 

creation and competency development, 

non-governmental organisations support, 

cooperation with universities and sustain-

able cities.

The changes that we have decided to 

implement in this year’s report are the 

most prominent in this section. The ‘road 

safety’ reporting category has evolved into 

‘safety’. This year, aside from road safe-

ty, this section covers the topics of Child 

Alert and rescue services.

Our approach to understanding good 

practice itself, as an example of innova-

tive and recommendable measures, has 

also changed. In some of the submitted 

practices we have seen activities which 

have become a kind of an industry stan-

dard, especially for large companies. 

These practices did not pass through our 

qualification process. This does not mean 

that we do not appreciate them, but as the 

name of our report suggests, we focus on 

good practices rather than on all practices 

– and in this case, we considered it appro-

priate to push the boundary. Therefore, 

this year’s report does not include any 

new practices relating to blood donation, 

and employee fundraiser practices are 

very limited.

Traditionally, the most numerous new 

practices in this area are charitable and 

philanthropic practices (40), followed by 

education of children and youth (31). New 

practices regarding the development of 

entrepreneurship and sustainable cities 

are most underrepresented, with only two 

practices per category. Compared to the 

previous report, the number of new prac-

tices in the category ‘social innovation’ 

has increased considerably, and one of 

them, pursued in an extensive partner-

ship, was reported by as many as three 

companies.

This year’s trends are dominated by build-

ing digital competence among women 

of all ages and supporting young people 

raised in childcare facilities in transition 

to adulthood and independence.

Just like last year, it is clear that many 

practices in this section are directly linked 

to the labour market. Employers invest 

in their future employees already at the 

education stage. Companies enter into 

partnerships with educational institu-

tions, provide them with equipment and 

create sponsored courses, participating 

in the development and education of their 

prospective employees during university 

studies. They also offer scholarships and 

internships.

Integration of employees from the 

East who fill the gaps in our labour 

market is gradually emerging in the 

debate.We feel that the topics of burn out 

and retention of experienced employees 

approaching retirement age are to be 

missed in this edition of the report; 

especially that community involvement 

or sabbatical leaves are proven to be 

effective in the context of long-term 

employee volunteering, and these topics 

will gain importance from year to year.

S

564 

164 companies

good 
practices
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39 CCC 1 2 5 6 2 5 21

40 CEETRUS Polska (f.k.a. Immochan) 1 2 5 3 11

41 CEMEX Polska 4 1 4 9

42 Centrum Sportowo-Konferencyjne Gniewino 1 1

43 Clear Channel Poland 1 1 2 1 5

44 Coca-Cola HBC Polska 3 6 3 12

45 Coca-Cola Poland Services 1 2 1 4

46 Cognifi de Polska 3 1 7 11

47 Credit Agricole Bank Polska 3 2 8 1 3 3 20

48 Credit Suisse (Poland) 9 10 2 6 27

49 CSR Consulting 1 4 5

50 CSRinfo 1 1

51 Dalpo 1 1 2

52 DB Cargo Polska 1 7 1 9

53 DEKO EKO 1 1

54 Dentsu Aegis Network Polska 1 5 3 9

55 DIAGEO 3 3

56 DNB Bank Polska 2 3 1 1 7

57 Dorota Dymek Gabinet Kosmetyczny 1 1

58 DOZAMEL 1 1 1 3 6

59 Drivemebikini Shoelove 1 1

60 Eiffage Polska Budownictwo 1 5 2 8

61 Emitel 1 1 10 1 13

62 ENERIS Ochrona Środowiska 1 3 3 2 2 11

63 ENERIS Surowce/Altvater Piła 4 4

64 epruf 1 1 2

65 Europ Assistance Polska 1 2 3

66 Europejski Fundusz Leasingowy 1 3 2 1 1 8

67 Expom 1 1

68 EY GDS Poland 3 3

69 Fabryka Farb i Lakierów Śnieżka 2 2

70 FABRYKI MEBLI „FORTE” 1 7 1 9

71 Ferrero Polska Commercial 1 1

72 FORUM GDAŃSK 1 1

73 Fujitsu Technology Solutions 1 1 1 3

74 Geberit 2 1 1 4

75 Go Responsible 2 2

76 Górażdże Cement 3 3 2 8
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No Company Number of practices in the area Total

1 ABC-Czepczyński 3 3

2 Adamed Pharma 2 3 1 4 10

3 AkzoNobel 1 1

4 ALDI 1 1 1 8 1 3 5 20

5 Alior Bank 1 1 2

6 Allianz Polska 1 4 5

7 Alstom Konstal 1 3 4

8 Amica 1 9 4 14

9 AmRest 5 1 3 9

10 ANG Spółdzielnia 4 4 1 2 1 4 16

11 Anpharm Przedsiębiorstwo Farmaceutyczne 1 2 3 6

12 Antalis Poland 1 1

13 ANWIL 11 3 1 3 18

14 Aquanet 1 1 1 2 1 3 9

15 ArcelorMittal Poland 7 1 3 11

16 Asseco Poland 1 1

17 AVENIR MEDICAL POLAND 1 1

18 AVON COSMETICS POLSKA 1 1

19 Bandi Cosmetics 1 1

20 Citi Handlowy 1 3 4 1 9 18

21 Bank Millennium 2 1 1 2 2 8

22 Bank Ochrony Środowiska 1 4 4 9

23 Bank Pekao 4 2 1 2 9

24 BASF Polska 2 3 2 7

25 Bayer 2 2

26 Benefi t Systems 1 2 3

27 BEST 1 1 2 4

28 BIBUS MENOS 1 2 3

29 Blue City 2 2

30 BNP Paribas Bank Polska 2 3 5 6 1 15 32

31 BNP Paribas Securities Services 1 2 3

32 Brown-Forman Polska 1 1 2

33 Budimex 1 1

34 Canon Polska 2 2 4

35 Capgemini Polska 5 4 3 3 15

36 Carlsberg Polska 2 4 3 1 10

37 Carrefour 1 7 16 8 9 4 45

38 Castorama Polska 7 6 3 16
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115 Kuehne + Nagel 2 3 1 1 7

116 Lafarge w Polsce 1 2 1 2 6

117 LeasingTeam 1 1

118 Leroy Merlin Polska 3 11 1 1 16

119 Lidl Polska 1 1 1 2 1 6

120 L'Oréal Polska 1 2 2 5

121 LOTTE Wedel 1 6 1 1 1 10

122 LPP 3 1 4 2 1 2 13

123 Lubelski Węgiel Bogdanka 2 1 1 4

124 Lyreco Polska 1 2 11 2 1 2 19

125 MAKRO Polska 1 1 2 3 2 3 12

126 Małopolska Agencja Rozwoju Regionalnego 2 2 2 2 5 13

127 mBank 3 1 9 6 19

128 Medicover 3 3

129 MetLife 2 2

130 Międzynarodowy Port Lotniczy 
im. Jana Pawła II Kraków-Balice 

3 3 3 8 5 22

131 MindBlowing 2 2

132 Minkiewicz Urzędowski Sobolewski Torba 
Radcowie Prawni 

1 1 6 8

133 Mondelēz International w Polsce 3 3

134 Monika Klonowska –  Szkolenia 1 1

135 Nationale-Nederlanden Towarzystwo 
Ubezpieczeń na Życie 

2 3 5

136 NatWest 1 1

137 Nokia Solutions And Networks 4 3 7

138 Nowy Styl 1 3 3 4 11

139 NSG Group właściciel marki Pilkington 2 4 6

140 OEM ENERGY 3 1 4

141 Orange Polska 1 1 1 1 1 5 10

142 OVUM Rozrodczość i Andrologia 1 1

143 Pasibus 1 2 3

144 Pelion 1 1 1 1 4

145 PepsiCo Consulting Polska 2 1 3

146 PGE Polska Grupa Energetyczna 4 8 14 2 7 16 51

147 Philip Morris Polska 1 2 3

148 Pigment S.C. Tomasz Marzec, 
Jolanta Stelmach

1 1

149 PKO Bank Polski 1 1 1 5 8

150 PKP CARGO 3 1 1 5

77 GPEC 1 1 4 1 7

78 GRUPA AGORA 3 3 3 3 2 3 29 46

79 Grupa ATERIMA 1 1 1 2 5

80 Grupa Enea 1 1 7 4 1 16 30

81 Grupa Energa 1 1 2 7 10

82 Grupa Eurocash 1 2 2 1 3 9

83 Grupa Kapitałowa LOTOS 1 5 2 1 6 15

84 Grupa Muszkieterów 1 1

85 Grupa OLX 1 1 7 9

86 Grupa Polsat (Cyfrowy Polsat, Telewizja 
Polsat, Polkomtel)

1 4 5

87 Grupa Raben 2 9 1 1 4 17

88 Grupa Schiever w Polsce 1 2 1 4

89 Grupa VELUX i spółki siostrzane w Polsce 1 2 3

90 Grupa Veolia w Polsce 1 1 4 6 4 16

91 Henkel Polska 5 8 1 1 10 25

92 Hewlett Packard Enterprise Global Business 
Center

3 9 5 17

93 HIGMA SERVICE 2 1 1 4

94 Holding 1 1 3 1 5

95 Horus Innowacyjne Materiały Przemysłowe 4 1 1 6

96 Huawei Polska 1 1

97 IKEA Retail 1 3 2 6

98 Infosys Poland 1 2 1 3 7

99 ING Bank Śląski 6 3 4 2 15

100 ING Tech Poland 3 2 1 6

101 InterKadra 1 1 3 5

102 intive 1 1 2

103 Jastrzębska Spółka Węglowa 1 2 3

104 Jeronimo Martins Polska 2 1 5 8

105 Jet Line 1 2 3

106 Job Impulse 2 2 1 1 6

107 Jula Poland 1 1

108 Kaufl and Polska Markety 1 1 4 3 9

109 KNK Production & Development 3 3

110 Kompania Piwowarska 6 3 1 2 1 13

111 Kopalnia Soli Wieliczka 2 2 7 11

112 Korporacja Budowlana Doraco 1 1

113 KPMG 1 4 5 10

114 KRUK 2 1 3 6
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188 Sopockie Towarzystwo Ubezpieczeń 
ERGO Hestia 

1 5 3 9

189 Stena Recycling 1 1 1 3

190 Studio 102 1 1

191 SumiRiko Poland 1 6 1 6 14

192 SuperDrob 1 4 1 1 7

193 Sustainable Beauty 1 1

194 TAURON Polska Energia 7 4 1 4 9 25

195 Tesco Polska 3 5 7 15

196 TIM 3 2 1 1 1 8

197 T-Mobile Polska 2 4 2 1 7 16

198 Totalizator Sportowy 1 2 4 7

199 Toyota Bońkowscy 1 1

200 TVN Discovery Polska 1 1 2

201 UBS 1 5 6

202 Unum Życie TUiR 1 1 2

203 Urtica 1 2 3

204 VIVE Group 1 1

205 Volkswagen Motor Polska 1 1 13 5 5 25

206 Volkswagen Poznań 1 1 8 3 4 17

207 Warsaw Genomics 1 1

208 Wawel 2 2 1 5

209 wonga.pl 6 3 1 1 1 12

210 WoshWosh 1 1

211 Zakład Utylizacyjny 1 2 1 4

212 ZT Kruszwica 1 1 2

213 Związek Pracodawców Polski Przemysł 
Spirytusowy

1 1

214 Związek Przedsiębiorstw Finansowych 
w Polsce

1 1 1 3

151 PKP Energetyka 2 2 2 6

152 Polpharma 2 1 6 12 2 1 3 27

153 Polski Instytut Odszkodowań 1 1

154 Polski Koncern Naftowy ORLEN 1 1 6 3 1 9 21

155 Polskie Górnictwo Naftowe i Gazownictwo 4 2 1 6 13

156 Polskie Sieci Elektroenergetyczne 2 2

157 Poznański Park Naukowo-Technologiczny 1 1

158 Procter & Gamble DS Polska 1 3 2 6

159 Provident Polska 1 5 5 11

160 PwC 1 1 8 4 15 29

161 PZU 2 4 1 4 13 24

162 RAFAKO 2 3 5

163 Reckitt Benckiser (Poland) 1 1

164 Refi nitiv Poland 2 1 3

165 Rekopol Organizacja Odzysku Opakowań 3 3

166 Relations Maria Pawłów 1 1

167 Rödl & Partner 2 6 1 1 2 12

168 Rossmann SDP 1 1 2

169 Roto Frank Okucia Budowlane 1 3 4

170 Sabre Polska 2 1 3

171 Sage 2 1 3

172 Samsung Electronics Polska 1 1 1 3 6

173 Sanofi 3 1 8 12

174 Santander Bank Polska 4 2 6 2 1 15 30

175 Santander Consumer Bank 2 3 5

176 Scalac 1 1

177 Schenker (DB Schenker) 1 1

178 SEGRO Poland 1 1

179 Sela 3 3

180 Servier Polska 1 1

181 Shell Polska 2 2 1 2 7

182 SITECH 2 2 12 1 1 18

183 Skanska w Polsce 1 1 2 1 2 7

184 Smurfi t Kappa Polska 1 1

185 Sodexo Benefi ts and Rewards Services 
Polska 

1 1

186 Sodexo Polska 2 1 4 7

187 Solaris Bus & Coach 1 2 1 3 7
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64 applications

7 categories     11 prize winners

An award granted to 

people who actively 

contributed to the 

promulgation of the 

concept of CSR and sustainable development 

in practice in 2017 and 2018. 

SELECTED 
PUBLICATIONS 
IN 2019

Różne oblicza

INSPIRATOR 
DLA FIRM

dialogu 

Tematyka publikacji nawiązuje do Celów Zrównoważonego Rozwoju 

15 
polskich
przykładów
społecznej 
odpowiedzialności 
biznesu
część IV

„Na drodze do gospodarki o obiegu zamkniętym”

RAPORT
ODPOWIEDZIALNY

BIZNES W POLSCE

D o b re  p r a k t y k i 20
18

Miejsca ,,odbodźcowane” dla 

osób z nadwrażliwością czy 

problemami neurologicznymi 

Osobne pokoje

do cichej pracy

Rośliny w biurze 

bezpieczne dla alergików

Dobrej jakości powietrze 

w biurze: oczyszczone 

i odpowiednio nawilżone

Odpowiednie oświetlenie 

miejsc pracy, dostęp do 

światła dziennego

Włączniki światła, 

włączniki otwierające 

drzwi umieszczone na 

odpowiedniej wysokości

Drzwi obrotowe z przyciskiem 

zwalniającym lub dodatkowe 

drzwi obok

Dostępna infrastruktura

w miejscu pracy: podjazdy, windy, 

szersze i niezbyt ciężkie, łatwe 

w otwieraniu drzwi, ciągi komunikacyjne, 

poręcze, pętla indukcyjna

Elastyczne godziny pracy, 

możliwość pracy wieczorami, 

częstsza możliwość pracy 

z domu dla osób 

z niepełnosprawnościami

Dodatkowe dni wolne dla osób 

z orzeczonym stopniem 

niepełnosprawności

Stałe dodatki finansowe dla 

pracowników 

z niepełnosprawnością 

Szkolenia dla pracowników 

dotyczące niepełnosprawności, 

sposobów wsparcia, zasad 

zachowania się w obecności 

osób z niepełnosprawnościami

Forum Odpowiedzialnego Biznesu @FOB_Poland FOB_Poland /company/responsible-business-forum

REKRUTACJA OSÓB Z NIEPEŁNOSPRAWNOŚCIĄ  DOSTĘPNE MIEJSCE PRACY     
DOSTĘPNOŚĆ W PRAKTYCE

PRZYKŁADOWE DOBRE PRAKTYKI 

Forum Odpowiedzialnego Biznesu @FOB_Poland FOB_Poland /company/responsible-business-forum

Traktuj kandydata z niepełnosprawnością na równi z innymi - nie faworyzuj 

go, nie wyręczaj i nie okazuj litości, nie koncentruj się na jego schorzeniu. 

Rekrutera powinna charakteryzować wysoki poziom  

kultury osobistej. Nie skupiaj się na 

niepełnosprawności kandydata. Spotkanie ma służyć 

przede wszystkim poznaniu jego kwalifikacji

i predyspozycji do objęcia danego stanowiska. 

Wiedzę o niepełnosprawności warto jednak 

wykorzystać w celu  poznania potrzeb tej osoby 

w miejscu pracy oraz możliwych rozwiązań  

i udogodnień (np. elastyczny czas pracy, 

praca zdalna, możliwość skorzystania 

z dodatkowego funduszu pracowniczego). 

Zatroszcz się o odpowiednie miejsce i czas spotkania, sprawdź czy kandydat nie 

potrzebuje pomocy w poruszaniu się po budynku.

W ogłoszeniu rekrutacyjnym zaznacz, że firma jest otwarta na 

zatrudnienie pracownika z orzeczonym stopniem niepełnosprawności 

oraz dokładnie opisz zadania na danym stanowisku pracy.

Przygotuj się do rekrutacji – na każdym jej etapie możesz 

skorzystać ze wsparcia ekspertów.

REKRUTACJA OSÓB Z NIEPEŁNOSPRAWNOŚCIĄ  

Infografika została opracowana przez Forum Odpowiedzialnego Biznesu i jestem efektem pracy warsztatowej

 przedstawicielek i przedstawicieli firm Programu Partnerstwa FOB podczas spotkania dotyczącego dostępności pracy. 

Docieraj do osób z niepełnosprawnością także 

poprzez kierowanie do nich kanały komunikacji 

oraz odpowiedne organizacje, na przykład: 

odpowiedzialnybiznes.pl/karta-roznorodnosci 

NGO.pl

Fundacja Barka 

Fundacja Integralia 

Fundacja Integracja

Uczelniane biura karier

Agencje i portale pośrednictwa pracy 

Rozpoczęcie pracy lub 
możliwość powrotu do 
obowiązków zawodowych 
bywa elementem terapii 
dla osób, które dotknęła 
długotrwała niezdolność 
do pracy i idące za tym 
obniżone samopoczucie.

REKRUTACJA OSÓB Z NIEPEŁNOSPRAWNOŚCIĄ  
DOSTĘPNOŚĆ W PRAKTYCE

ABOUT RESPONSIBLE BUSINESS FORUM

CONTACT DETAILS
ul. Szpitalna 5/20, 00-031 Warsaw

biuro@fob.org.pl 

odpowiedzialnybiznes.pl

@FOB_Poland

ForumOdpowiedzialnegoBiznesu

@FOB_poland

/company/responsible-business-forum 

The Responsible Business Forum is Poland’s 
largest NGO addressing the concept of corporate 
social responsibility in a comprehensive manner, 
with the longest tradition in Poland, operating since 
2000.

The Forum is an expert organisation that initiates 
and partners in key activities for the Polish CSR. 
We inspire business that changes the world and 
provide a meeting space for people who change 
business. We are committed to sustainable 
development.

COOPERATION WITH INTERNATIONAL 
ORGANISATIONS

13th Responsible 

Company Ranking, 

2019 (organised by the 

Kozminski Business 

Hub since 2018, with the 

Responsible Business 

Forum as the expert 

partner. Deloitte is in 

charge of review, and the 

media partner is Dziennik 

Gazeta Prawna).

8th edition of the SCR 

Leaves competition of 

the Polityka magazine 

(held by Polityka weekly 

in partnership with the 

Responsible Business 

Forum and Deloitte).

13th edition of the CSR 

Reports Competition (in 

cooperation with Deloitte).

Co-organisation of working groups within the 

Team for Sustainable Development and Corporate 

Social Responsibility, an auxiliary body of the Ministry 

of Funds and Regional Policy.

COOPERATION IN POLAND

RBF IN NUMBERS 2019

271  signatories

7th  year of the Charter 

in Poland

6th  National Diversity 

Day

15th edition  

20 ambassadors 

4 educational paths

28 workshops and 

meetings

3 Council meetings

4 Council 

recommendations

579,314      
page views

188,450      

unique users

Contest addressed 

to journalists and 

experts writing about 

CSR/sustainable 

development

/

52 strategic partners

3 new Partners 

8 meetings and webinars 

for Partners

3 meetings in the 

employee volunteering 

cycle

14 training courses

ABOUT RESPONSIBLE BUSINESS FORUM

A comprehensive 

programme of cooperation 

between the Responsible 

Business Forum and 

companies which, through 

their commitment and 

actions, contribute to 

promoting the idea of CSR 

in Poland.

Obliging employers 

to actively counteract 

discrimination, introduce 

policies aimed at 

promoting equal treatment, 

and manage diversity in 

the workplace.

A new FOB initiative 

founded on the premise 

that it is an important 

responsibility of a business 

leader to initiate and 

implement actions which 

contribute to sustainable 

development and CSR.
The longest-running 

CSR website in Poland, 

maintained by the 

Responsible Business 

Forum. #CSRinPL

Training offered for small, medium and large 

enterprises wishing to learn about CSR and 

sustainable development or organise their 

knowledge of the topic

Educational programme 

of the Responsible 

Business Forum 

addressed to students. 

A knowledge and 

experience sharing 

platform for CSR 

practitioners and young 

people.



End poverty in all its forms 

everywhere

End hunger, achieve food security 

and improved nutrition and promote 

sustainable agriculture

Ensure healthy lives and promote 

well-being for all at all ages

Ensure inclusive and quality education 

for all and promote lifelong learning

Achieve gender equality 

and empower all women and girls

Ensure access to water 

and sanitation for all

Ensure access to affordable, reliable, 

sustainable and modern energy for all

Promote inclusive and sustainable 

economic growth, employment 

and decent work for all

Build resilient infrastructure, promote 

sustainable industrialization and foster 

innovation

Reduce inequality within 

and among countries

Make cities inclusive, safe, resilient 

and sustainable

Ensure sustainable consumption 

and production

Urgent action to combat climate 

change and its impacts

Conserve and sustainably use the 

oceans, seas and marine resources

Sustainably manage forests, combat 

desertifi cation, halt and reverse land 

degradation, halt biodiversity loss

Promote just, peaceful and inclusive 

societies

Revitalize the global partnership 

for sustainable development
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Goal 1

58 practices

Goal 7

44 practices

Goal 8

336 practices

Goal 9

105 practices

Goal 10

218 practices

Goal 11

186 practices

Goal 13

103 practices

Goal 14

14 practices

Goal 15

89 practices

Goal 16

52 practices

Goal 2

31 practices

Goal 3

360 practices

Goal 4

442 practices

Goal 5

74  practices

Goal 6

17 practices

Goal 12

277 practices

Goal 17

53 practices

SUSTAINABLE DEVELOPMENT GOALS



STRATEGIC PARTNERS OF THE RESPONSIBLE BUSINESS FORUM 

ANALYTICAL 
PARTNER

TRANSLATION 
PARTNER

SUPPORTING 
PARTNER

RESEARCH 
PARTNER

PRINTING 
PARTNER

COMMUNICATION 
PARTNERS

www.responsiblebusiness.pl




