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Abstract: 

The present article analyses the corporative practices and the consumers’ protection from the 

perspective of sustainability reporting, offering a fundamental theory for the sustainability re-

porting domain, which explains why a company is responsible for consumers’ protection. Based 

on the domain literature and on qualitative data from reports recommended by Global Report-

ing Initiative, within the article there is developed a conceptualization of corporate practice re-

garding consumers’ protection, the research having implications for the practice in the domain 

and for further researches. 
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1. Introduction 

 

Businesses of large companies are carried out around two major objectives: profit 

and sustainability or sustainability and profit. Their order is not necessarily relevant, condi-

tioning and ensuring one another, both contributing to diversification of the information 

provided by economic actors that intend to be competitive and to secure the market and the 

reliability of stakeholders. 

Companies, especially those listed, are required to publish yearly both the financial 

statements and a report on corporate governance, so that users be able to substantiate their 

analysis and decisions. In addition, companies enlarge the information offered by highlight-

ing the aspects of business sustainability in order to convince the whole society, in general, 

and the users, in particular, on responsible corporative behavior. Regarding financial report-

ing, literature abounds with studies and positioning of the various (Minnis, 2011; Bartkus, 

Glassman and McAfee, 2006; Healy and Palepu, 2001; Baker and Wallagey, 2000; Ward, 

1998; Herry and Waring, 1995), the nonfinancial reporting is at the beginning, and what 

exists, at the level of publications, focuses primarily on social and environmental issues 

(Brown, de Jong and Levy, 2009; Botescu, Nicodim. and Condrea, 2008; Udayasankar, 

2008;  Falck and Heblich, 2007; Perrini, Russo and Tencati, 2007; Jenkins, 2006). Social 

responsibility follows the overall dynamics of international management trends being stand-

ardized in packages that can be implemented such as: UN Global Compact, The Global 

Reporting Initiative (GRI) and ISO standards (Sahlin-Andersson, 2006).  
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GRI is nowadays the best known frame for voluntary reporting regarding environ-

mental and social issues, being world-wide used (in more than 65 countries). The GRI aim is 

to harmonize the various existing reporting systems and provide a platform for active dia-

logue about what is sustainable performance. „Its model was the U.S. financial reporting 

system FASB, which GRI has sought to expand in depth (global), goal (indicators of social, 

economic and environmental performance), flexibility (descriptive and quantitative indica-

tors), as well as what regards the interested public (industry, financial sector, accounting 

profession, civil society, NGOs working on human and environmental rights and other 

stakeholders)” (Brown, de Jong and Levy, 2009). 

Referring to developed markets, communities influenced or affected by the activities 

of companies enjoy their attention and occupy a central place in the development and im-

plementation of socially-responsible policies and measures. Thus, companies rely on the 

involvement and participation of communities in the design and implementation of compa-

nies’ processes and activities that directly affect them (Corus and Ozanne, 2012). At the level 

of undeveloped markets, negative impact of corporations’ activities on communities is not a 

very important issue for them (Garvey and Newell, 2005). 

In all these aspects presented so far, the consumer role is clear and decisive as re-

gards the business development approach. The consumer through its manifestation in the 

market can have a decisive contribution to the companies’ prosperity and affirmation, be-

comes the actor around which gravitates the entire businesses system. The natural question 

to ask is about how companies manage to attract, retain and loyal consumers. If we consider 

the first of the two strategic objectives mentioned above, respectively the profit, the answer 

to such a question can be given by the pricing policy on products that companies sell. The 

consumers face two problems: less money in the pocket and higher prices on the market. 

Along with the understanding that seller aim to increase the price (Bolton & White, 2006), it 

must be also understand the consumer that wants a reasonable price. The perception of this 

attribute of price of being reasonable is related to the consumer’s assessment ability and to 

its emotional condition when comparison is made with similar products in terms of accepta-

bility, respectively utility (Xia, Monroe and Cox, 2004). Consumers who perceive price as 

unacceptable, have a negative attitude on that who applies it (Gebhardt, 2008) and show a 

self-protective behavior by complaining on that commercial relationship, and even cancel it 

(Monroe & Xia, 2006). If we consider the second of the two strategic objectives mentioned 

above, respectively sustainability, the answer lies in promoting by company of specific poli-

cies that lead to obtaining and providing products that, in addition to usefulness, should be 

friendly to both the purchaser and the environment in which he operates. 

The proactive behavior of consumers is encouraged; their role is there is redefin by 

the development of a relationship between them that provides them more than just the op-

portunity to ensure the product they need. On this background, innovation occurs as a way 

to push things forward, a way to meet long-term demands of consumers, especially those 

relating to value. Basically, the traditional way of doing business is given up, the whole busi-

ness system is reconsidered, collaboration with the consumer and placing him at the fore-

front of all company processes being crucial. Companies reassess their policies, reestablishes 

their values, target sustainable development and are forced to make known their approach 

through communication, by presenting financial and nonfinancial information, practical by 

sustainable reporting.  Is the way to be more expressive, more directly, more understandable 
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to all who aim to obtain value and, why not, much more marketable. Integrated reporting is 

the path to financial stability and sustainability of any type of business in the current society. 

The present study, based on stakeholder theory, examines the influence of sustain-

ability reporting on consumer’s protection, prepared on the basis of GRI practice. For this 

purpose, we consider a sample of 26 reports from GRI site. The research methodology used 

in this article is the qualitative analysis that is based on the fundamental theory. The results 

obtained show the interest of large companies for development of sustainability reporting 

with help of various categories of stakeholders (consumers in our case). 

The paper is organized as follows: the second section is the specialty literature re-

view regarding sustainability reporting, sustainability and consumer care, in the end being 

presented a short resume on the stakeholder theory; the third section describes the method-

ological approach and forth section presents the findings. Finally, the fifth section provides 

the conclusions and the implications of the present research. 

 

2. Literature review 

 

2.1.  Sustainability reporting 

The sustainability reporting supposes two ways of discussion and understanding: 

theoretical and practical. Theoretically, till now, in the literature, has not yet been developed 

a widely accepted definition of “sustainability reporting”. Academic articles and business 

press use the term, but in fact they talk about “sustainability” or “corporate social responsi-

bility”. Practically, the companies, being concerned over the social and environmental impact 

of business and the impact of social and environmental issues on business, manage their 

sustainability footprint. Recent emphasis has been on the integration of ethical, social, envi-

ronmental and economic, or sustainability issues within corporate reports. This has been 

referred to as ‘triple bottom line’ (Elkington, 1997), or ‘sustainability’ reporting (Global Re-

porting Initiative, 2000).  

Reporting represents for companies an indirect way dialogue with stakeholders. 

Reporting is both the vector that provides information on the current situation of the compa-

ny, its strategy and future direction, as well as the key and basis of any deep discussion 

about the sustainability of its products and its approaches to competitiveness, development, 

for supremacy in the market. The demand for information market seems to disagree with the 

honesty and sometimes coldness and objectiveness of financial reporting figures, focusing 

more on reports which present in details, on a non-financial manner, data and information 

about products, suppliers, consumers, company politics and actions regarding the assumed 

role as an organism responsible and accountable for its actions. 

The companies managers are awareness that through a sustainability report they 

can successfully accomplish their managerial plans, so that they included the sustainability 

report in the companies organizational culture. Now, regarding the sustainability reporting, 

there are concerns about the completeness and credibility of these reports (Adams, 2004) 

and the motives of managers preparing them (O’Dwyer, 2003). But, taking into account that 

many researchers in the field of sustainability reporting are motivated by a desire to see im-

provement in the sustainability performance of organizations (Adams and Gonzalez, 2007), 

we consider that there will be enough room for improvements, by creating a Conceptual 

Framework for Sustainability Reporting and for a universal application of the sustainability 

reporting. 
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2.2. Sustainability and consumers care 

In the domain’s literature there are several theories which attempt to explain moti-

vations for embracing sustainability path (Garriga and Mele, 2004). According to a Financial 

Times article by Maitland (2003) “many companies are concluding that they cannot afford 

not to invest in being seen as responsible.” Although this study is based on stakeholders’ 

theory, it is necessary to point out two other theories which could explain the company’s 

consumer care, such as integrative and ethical theories. These suggest that firms engage in 

socially responsible activities because they have a normative (moral) commitment to serve 

multiple stakeholders (Berman, et.al., 1999; Garriga and Mele, 2004; Matten and Crane, 

2005). Companies, such as Microsoft and Google, are among the strongest proponents of 

corporate social responsibility (Delaney, 2008; Guth, 2008). Consumers, the most important 

stakeholder in this context, are different, today we meet with ‘greener’ and ‘ethical’ consum-

ers asserting themselves more and more often. Changing consumer preferences are also 

going to prove to be a tipping point for companies to be aware and act consequently. 

The new consumers are asking more and more difficult questions, consumers ask-

ing brands how they deal with other products, and so on. A major change in the business 

world is made by introducing the consumer community to some information about the pro-

ducer community. This is a very efficient way of changing the old state of things, to bring the 

new consumer up at the level of partnership with the producer. This relation affects the rules 

of the game. We are witnessing at the attempt to fill up the gap between producers and 

consumers by making things much more local, punctual, internal. 

The business development is related to the consumer attitudes on business. Each 

category of stakeholders (consumers, shareholders, employees, managers and so on) is 

making different choices. These are the things that are bridging the divide between business 

and development, and it might be a very positive trend. Building this new concept of stake-

holder, by introducing inside the shareholders, is based on the new type of company, a 

company in which the primary stakeholders have a majority share in the structure of the 

company and are directly linked to the consumer community. Consumer perception of com-

panies on the importance of consumers is an approach that is taking shape not only from 

business environment, the governments also being actively involved in supporting and pro-

moting measures by which the consumer to be respected. Legislation in the United Kingdom, 

for example, requires public listed companies to disclose the risks of ethical, social and envi-

ronmental concerns in their annual reports (Porter and Kramer, 2006). 

The consumers have become during the last decades almost a natural resource for 

the company development. The company has to promote its best policies to attract and to 

maintain the consumers inside the business. There are a lot of companies which understood 

this and provide models for “conserving” this natural resources base (the companies which 

are provider for the featured GRI reports). These companies, which are realizing that they 

depend on consumers, maintain a good balance between financial and social policies, be-

tween shareholders and stakeholders treatments, between interior and exterior process of 

the company. Even if one of these things moves out of balance, then everybody suffers. 

 

2.3.  Stakeholder theory 

A sustainability report based on production and presentation of complex infor-

mation, usually voluntary, extends the information contained in traditional financial state-
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ments. Its use may be justified by reference to stakeholder theory, according to which com-

panies should create wealth for all stakeholders, in contrast to the traditional financial re-

porting based on creating value, in principal, for the actual and potential investors and for 

the lenders (IASB Framework, 2010). The basic proposition of the stakeholder theory is that 

the firm’s survival depends on its successful management of relationships with stakeholders. 

Considering that the information provided in financial statements is usually insufficient, the 

corporate transparency must be expanded to stakeholders’ area and must be presented in 

an integrated form. 

Stakeholder theory is, in our opinion, the most appropriate theory to explain the 

consumer’s role and importance for the company development. Also integrative theory and 

the theory of ethics participate fully in support of sustainability reporting, in general, and 

consumer protection, in particular. Because the terms general and particular were used, it is 

necessary to bring in discussion the broader perspective of the stakeholder theory – an indi-

vidual can be part of more than one stakeholder group (Freeman, 1984) and the narrow 

view of stakeholder theory – stakeholders are those groups that are necessary for company 

survival (Mitchell, Agle, and Wood, 1997). This paper adheres to the narrow perspective of 

stakeholder theory. Although the company interacts with many groups of stakeholders, the 

company’s survival depends on the consumers. 

 

3. Method 

 

The sustainability and the consumer care is a relatively new direction in the modern 

economic research, and, most important, the companies’ perceptions of sustainability reporting 

represent a complex area where more work is needed. In this context we consider that a re-

search strategy that usually emphasizes words rather than quantification in the collection and 

analyses the data – the qualitative research, represents an appropriate approach to knowledge 

generation. Qualitative content analysis used in this paper is the most used approach in qualita-

tive analysis, although in current research approaches the quantitative content analysis is pref-

fered (Insch, Moore and Murphy, 1997). So, we have decided to concentrate our attention on the 

company's behavior in relationship to consumer, analyzing a particular aspect of organizational 

culture, namely how the company implements sustainability reporting (particularly for consumer 

protection). Given these reasons, qualitative content analysis, semiotics and hermeneutics are 

used based on the grounded theory to identify the dimensions of the company policies in con-

sumers’ protection. 

 

3.1. Data collection 

For the study 26 reports recommended by GRI were analyzed. All the reports are 

organizational documents which that due to the relevance of the information presented are 

recommended by GRI to be used as a model. So, we have a heterogeneous group of sources 

which are of particular interest for both the business world and research, due to the vastness 

of information relating to documentation. These documents were produced for the business 

development, they are non-reactive, and so, they do not affect the validity of the research 

results. Also, the criteria for assessing the quality of the documents (Scott, 1990): authentici-

ty, credibility, representativeness and meaning have been met, taking into consideration that 

these documents were certified by the independent audit firms on the one hand and by the 

GRI group of experts on the other hand. 
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GRI report presents, as general view, the necessary information belonging to an 

entity so that it can improve the aspects of the elements of economic, social and environ-

mental performance. The indicators recommended by GRI to be included in the social re-

sponsibility report have the mission to guide the content of the report and not offer solutions 

on how data can be collected for presentation or calculation of indicators. The importance 

and recognition that GRI has gained worldwide has led us to choose this referential as a 

basis for study social responsibility reports. The performance indicators recommended by GRI 

are of three types: economic performance indicators (9 indicators), natural environmental 

performance indicators (30 indicators) and social performance indicators (40 indicators). 

Social performance indicators recommended by the GRI are grouped into four categories: 

labor and decent work practices (14 indicators), human rights (9 indicators), society (8 indi-

cators) and product liability (9 indicators). The analysis was focused on product liability area, 

being analyzed indicators reflecting company policy on consumer protection: Customer 

Health and Safety, Product and Service Labeling, Marketing Communications, Customer 

Privacy and Compliance. 

 

3.2. Sample 

Purposive sampling was employed in the selection of the GRI reports. This means 

that reports were chosen that could inform us about the research problem addressed in this 

study, similar to the working procedures used in other works that deals with the issue of sus-

tainability reporting (Creswell, 2007). The sampling strategy was thus driven more by theory 

than by representativeness. Our selection was directed to those reports that included com-

panies with high levels of sustainability reporting behavior regarding the company's attitude 

towards consumers needs. At the time of data collection (October 2013), on GRI website 

were presented and recommended as a model 42 sustainability reports produced by large 

multinational corporations. From these, only 26 were analyzed (Table 1), remaining 16 re-

ports were removed from the study because: 1 of them could not be downloaded, 9 of them 

were not written in English but in Spanish, Portuguese or Arabic, and six reports did not pro-

vide information about the company policy on consumer protection. 

 

3.3. Data analysis 

Grounded theory has become by far the most widely used framework for analyzing 

qualitative data (Glaser and Strauss, 1967). According to this theory is required to code data, 

to combine the codes into broader categories and themes, and to interpret the results. In the 

first step, categories related to sustainability reporting (open coding) were formed. In the 

second step, a category was identified as the central phenomenon: consumer protection. 

Third, axial coding dealing with the central phenomenon was undertaken. Finally, all of the 

categories were drawn upon to develop a typology. For data interpretation was used, 

through inductive reasoning, qualitative content analysis. A semiotic analysis which suggests 

that the symbolic order of a culture is constructed and interpreted through a system of signs 

was used to highlight the new meanings of the producer – consumer relations (Barley, 

1983). To obtain objective results, the entirely analyses of this research was realized under 

umbrella of the hermeneutics approach. 
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Table1. The sample composition 

Company Name 

Activity 

Sector 

The num-

ber of 

sustaina-

bility 

reports 

The name of the 

present report 

GRI 

checked 

The 

length of 

the pre-

sent 

report 

(pages 

number) 

How many 

time the 

word con-

sumer / 

customer 

appears in 

report 

Larsen & Toubro 

Construc-

tion, 

Industry 

6 

L&T's Corporate 

Sustainability Report 

2013 

A+ 136 6 

ÇİMSA 

Industry 

 

3 

 

Sustainaility Report 

2012 

A+ 92 3 

Commerzbank Banking 2 

Corporate Respon-

sibility Report 2013 

A 88 6/319 

Bank Asia Limited Banking 1 

Sustainability Report 

2012 

B 84 8/43 

Liberty Global 

Media 

Cable 

2 

Corporate Respon-

sibility Report 2012 

B 60 23/169 

BHP Billiton Industry 15 

BHP Billiton Sus-

tainability Report 

2013 

A+ 54 1/15 

Petrochemical 

Industries Com-

pany 

Industry 5 

PIC Sustainability 

Report 

B 49 7/25 

Family De-

veloment Foun-

dation 

Govern-

ment Or-

ganization 

2 

Clear vision To-

wards Sustainability 

A 87 0/10 

Dell Industry 3 

FY13 Corporate 

Responsibility Sum-

mary Report 

A 39 5/36 

Queiroz Galvão 

Exploração e 

Produção 

 

Industry 2 

Sustainabiliy Annual 

Report 2012 

B 39 10/34 

Q8 Industry 1 

Q8 Corporate 

Sustainability 

Report 

C 42 1/11 

Northrop Grum-

man 

Services 

and Indus-

try 

5 

2012 CORPORATE 

RESPONSIBILITY 

REPORT 

A+ 42 0/62 

Votorantim Industry 3 

Integrated Report 

Votorantim 

B+ 160 8/82 

United Parcel 

Service (UPS) 

Services 10 

UPS Corporate 

Sustainability Report 

2012 - More of 

What Matters 

A+ 143 6/188 

İşbank Banking 1 

Sustainability Report 

2012 

B 120 4/237 

CapitaLand Lim-

ited 

Construc-

tion  Real 

Estate 

4 

CapitaLand Limited 

Global Sustainabil-

ity Report 2012 

B+ 73 1/13 

Alcatel-Lucent 

Telecom-

munications 

services 

3 

2012 Sustainability 

Report 

A+ 242 11/186 

Export Develop-

ment Canada 

Financial 

Services 

9 

CSR in the New 

Reality 

B+ 43 0/53 
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Company Name 

Activity 

Sector 

The num-

ber of 

sustaina-

bility 

reports 

The name of the 

present report 

GRI 

checked 

The 

length of 

the pre-

sent 

report 

(pages 

number) 

How many 

time the 

word con-

sumer / 

customer 

appears in 

report 

Dubai Customs 

Govern-

ment Or-

ganization 

5 

Dubai Customs 

Sustainability Report 

- 2012 

A 30 0/45 

Pacific Rubiales 

Energy Corp 

Construc-

tion  Real 

estate 

5 

Pacific Rubiales 

Sustainability Report 

2012 

A+ 240 2/23 

Hamburger 

Hafen und Logis-

tik AG 

Transporturi 2 Annual Report 2012 B+ 225 3/60 

Hydro-Québec 

Electric 

Utilities 

5 

Sustainability report 

2012 

B 48 8/67 

Vancity Banking 10 

2012 Annual Re-

port: The Vancity 

Effect 

A+ 72 5/6 

Energy Develop-

ment Corporation 

Energy 6 

It's Possible: EDC 

2012 Performance 

Report 

A+ 194 5/64 

SNAM Industry 6 

Sustainability Report 

2012 

A+ 116 5/29 

Ecopetrol  4 

Reporte Integrado 

de gestión Sos-

tenible 2012 

A+ 385 7/76 

 

Table 2: Customer care through Product Responsibility 

Dsiclosures 

key / 

The re-

ported 

level 

Customer health 

and safety 

Products 

and service 

Labeling 

Marketing 

Communications 

Customer 

privacy 

Compliance 

(PR) 

1.  Partially reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 2.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 3.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 4.  Not reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 5.  Not reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 6.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 7.  Not reported Fully report-

ed 

Not reported Not reported Not reported 

8.  Fully reported Not reported Fully reported Fully report-

ed 

Fully report-

ed 9.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 10.  Not reported Not reported Not reported Not reported Not reported 

11.  Not reported Not reported Not reported Not reported Not reported 

12.  Not reported Not reported Not reported Not reported Not reported 

13.  Partially reported Fully report-

ed 

Partially reported Not reported Fully report-

ed 14.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 15.  Not reported Not reported Fully reported Fully report-

ed 

Fully report-

ed 16.  Partially reported Not reported Partially reported Partially 

reported 

Not reported 

17.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 18.  Not reported Not reported Not reported Not reported Not reported 

19.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 
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Dsiclosures 

key / 

The re-

ported 

level 

Customer health 

and safety 

Products 

and service 

Labeling 

Marketing 

Communications 

Customer 

privacy 

Compliance 

(PR) 

20.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 21.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 22.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 23.  Not reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed 24.  Not reported Not reported Not reported Not reported Not reported 

25.  Fully reported Not reported Not reported Not reported Fully report-

ed 26.  Fully reported Fully report-

ed 

Fully reported Fully report-

ed 

Fully report-

ed  

4. Results 

 

On the basis of the findings of the qualitative study, we highlighted the place of 

consumer in the center of the strategic objectives of corporate social responsibility which 

perceive the implementation and publication of the consumer protection practices as a cor-

porate perspective of sustainability reporting.   

 

4.1. Sustainability domains and company’s perception  

The term social sustainability of the company is used to cover a broad area of con-

cepts in scientific literature, making its exact definition to be ambiguous. The broadening of 

its coverage area has been present in contemporary literature by including the term stake-

holders and implicitly many other aspects related directly or indirectly to the company life. 

Inaccurate terminology is generated also by his dynamic character and changing resultat of 

its alignment with current social problems. Social sustainability orientation does not elimi-

nate the problem of company profitability, which remains the main reason for the existence 

of the company, but add on the management agenda social and environmental problems 

resulting from the activity of the enterprise and how they affect communities (Nasrullah and 

Rahim, 2014). 

We started the construction of this approach from the consideration that reporting 

at the company level, is undergoing a period of search and retrieval, in the idea of being 

close to what the free market and modern society requires. As the way to penetrate into the 

market is satisfying consumer demands, and the consumer, as an individual, is the basic 

element of modern society, awareness and moving toward offering a varied and transparent 

information constitues strong attributes for performance of companies. Companies are turn-

ing to its stakeholders, entering and feeding relationships without which their existence 

would not be possible (Freeman, et al., 2010). Ignoring by the company of non-financial 

aspects of performance cause loss of market share and value for the company and how it is 

perceived in the market and generate additional costs with informations and change nega-

tivelly the way company's products are perceived by clients (Pintea, 2011). 

The positioning of the top management of the companies analyzed in the sample 

provide certainty on this new guidance on reporting that is required to be made. Thus, at 

their level has become apparent, in accordance with the principles of corporate governance, 

strategic planning cycles to incorporate new dimensions of thinking and proactive action. 

Companies is willing to focus on those issues that matter to all stakeholders, basically they 

assume responsibility to respond to all messages received from all interested parties. 
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 “Liberty Global's corporate responsibility strategy focuses on the issues that are most 

important to our stakeholders, as well as those issues that have a material impact on 

the future competitiveness of the business. These topics were identified and prioriti-

zed in a materiality assessment process which we conducted in early 2012. Our top 

seven most material issues include: customer privacy and security; digital inclusion; e-

waste; transparency and disclosure; energy use and GHG emissions; and protecting 

children on the internet and TV. We have grouped these topics into four key issue 

areas: 1.promoting a digital society; 2.building trust with our customers; 3.managing 

our environmental impacts; and 4.being a responsible business. Our CR Framework 

summarizes our approach to managing these opportunities and challenges”. (Corpo-

rate Responsibility Report 2012) 

 

New goals appear, we need the personnel specialized in the relationship with each 

of these stakeholders categories, as each may be decisive for the existence of the company. 

If until now we have shown that happens in relation to outside the company, it must be said 

that these efforts are considerable for stakeholders inside the company. These companies 

have chosen the path of transparency, chose to communicate with stakeholders bringing 

confidence from the inside out and from the outside taking involvement. 

 

4.2. Corporate stages of sustainability reporting development 

Not all the things we bring into discussion in this article, referring to the issue of 

sustainable reporting recommended by GRI reports were perceived, developed and present-

ed so from the beginning. It therefore seems essential the need to provide guidelines for the 

creation of a true and fair view of sustainable reporting. 

It must be said that both the theory and practice of sustainable reporting occupies a 

central place within the concerns and approaches of all social actors responsible in all 

spheres of activity, from business to the society and from the society to business. States 

through specialized bodies have become actors involved in the issue of sustainable report-

ing, these being among the most energetic vectors in social responsibility activities. 

Sustainability has evolved in recent years from a concept on the company's impact 

on the environment in which it operates, in an overall management concept based on three 

pillars, namely environment, social and economic sustainability, known as triple bottom line 

– TBL or three pillars - profit, people, planet. TBL concept is addressed to stakeholders that 

participate directly or indirectly impacted by the company's actions. Principles of sustainability 

have as main objective the development of globalized companies, through the participation 

of all major economic actors (governments, companies, society) with respect to the environ-

ment and people.  

The business of large companies can not and should not be seen only through the 

information that shows performance and financial stability because the companies are living 

organisms. Basically, this is achieved by sustainable reporting, informing the public about 

socially responsible actions, the steps for a green planet and a clean environment, to posi-

tion the company as local actors, zonal, regional and even global involved in community life. 

Things began timidly, given the traditional culture of the business environment - 

business for profits. But businesses progresses well and are about to become sustainable, 

without reducing profit. The best example through qualitative research that we propose, is 

the name given of the reports submitted by companies (Table 1, Column 5). It is said that a 
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good title provides more than 60% chances of selling a book, so you must agree that those 

who promote the culture of our corporations know how to do, they do very well and convey 

a lot, including the idea of evolution. Since the current Sustainability Report or Corporate 

Social Responsability to the Annual Report (with a retro twist) and even to the futuristic Inte-

grated Raporting, all bring about the story and charm periods they have spent and immorta-

lity unless they devote at least place collective memory. 

 

4.3. Sustainability reporting and consumers care 

We bring into question the sustainability of the product and hence the sustainability 

of the business. We go a little under which we are accustomed, advocating for change in 

perception and claim that a sustainable product is the key to business success. No matter 

how involved we were in environmental protection campaigns, how many social projects we 

support and run (without minimizing human value), we can not change the perception of the 

products that do not meet consumers needs. Consumer validates corporate actions on social 

and environmental responsibility, while not all companies have the same level of involve-

ment in such activities that generate additional costs. In a competitive market, achieving 

social responsibility actions that are not appreciated by the consumer disadvantage compa-

nies by the high costs involved (Steger, Ionescu-Somers and Salzmann, 2006). 

If we talk about sustainable actions undertaken by companies, they seem to get 

past environmental and social labels and objectified, meaning approaching actual consum-

er, to meet all its requirements. Such an approach is the one proposed by a major player the 

German financial world, Commerzbank: 

 

”We have defined a wide range of sustainability issues and reviewed the relevance of 

these issues for our stakeholders and the bank. The results were aggregated to form 

a materiality matrix. The issues that were of equally high importance to us and our 

stakeholders in 2012 mainly relate to the sphere of action “market and customers”, 

for example customer satisfaction and consumer protection. By contrast, environmen-

tal issues were less significant because our banking operations have a comparatively 

low impact on the environment” (Corporate Responsibility Report, 2013).   

 

This position is certain evidence that managers of large corporations realize that its 

product policy is best valued from the consumer perspective. No matter how many "green" or 

human initiatives you might have, your products will not be marketable. However, the more 

consumer is satisfied, the product will record higher sales. 

Another example that things are going to prioritize the relationship that the com-

pany cultivates consumers/customers is the content of the column No. 8 of Table 1. The use 

of the two terms of sustainability reports is quasi-permanent, with no area of interest with no 

reference or use of consumer concepts, namely customer. 

The company's involvement with stakeholder leads to increased company value and 

the recent evolutions show that companies environment and mutual support stakeholders 

depict resolving common problems and support each other. Social sustainability practiced by 

the company determines a natural process of selecting good managers who can adopt such 

policies, and makes it imperative specialized entities such as social or ethical audit. (Cespa 

and Cestone, 2007). Together with participation of stakeholders and their information about 

the policy adopted by the company ensure sustainable development of the company, the 
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gain from the synergy between the company and stakeholders stimulating the creation and 

alignment of the company's social policies to the current requirements of the society. 

The constant policies in relation to stakeholders ensure the company's prosperity. 

Thus, it is not irrelevant the argument of placing consumers or customers in the forefront of 

stakeholders, interacting with them and partnership: 

 

“At Dell, we start by listening and that process is critical to our reporting. Stakehold-

ers for us include our customers, activists, industry partners, nongovernmental organ-

izations, government agencies and regulators, suppliers, investors and team mem-

bers. We regularly engage them, soliciting feedback, reviewing goals and responding 

to inquiries throughout the year” (Corporate Responsibility Summary Report).  

 

Thus. the extremely vast landscape of responsibility regarding the company, aquire 

concreteness through the role of the receiver of the company, which must hear the voice of 

consumers, to reach a compromise between what the company wants and the signal of the 

consumer so that the most consumer needs are met. 

 

“We consider the viewpoints of a wide range of stakeholders, including customers, 

employees, investors, community leaders, and NGOs through both formal and infor-

mal channels. This is extensively discussed in our report specifically as part of our 

materiality matrix program where we surveyed and cataloged their concerns and 

have a plan to prioritize and address the top-tier issues.  We also list our stakeholder 

engagement program and collaboratively work with a variety of external initiatives to 

make greater impact” (UPS Corporate Sustainability Report 2012). 

 

We have a speech that makes part of an agreement (formal aspect of producer-

consumer relationship), in a deal (informal look the same relationship), a fairly clear and 

convincing evidence that each party must assume and comply with the terms of the collabo-

ration. 

 

“Dialogue helps shape İşbank’s business strategy and the approach to sustainability. 

Accountability to stakeholders –customers, employees, shareholders and others af-

fected by the Bank’s operations – involves sharing insights and addressing concerns. 

Understanding consumers is the basis for the İşbank brand promise. Consumer in-

sight is decisive for both the business strategy and product development. Comprehen-

sive interviews and visits to customers throughout the network enable the Bank to 

identify trends in and respond to them in the product and service offering. İşbank’s 

stakeholders are those institutions and individuals; that are potentially influenced by 

İşbank’s decisions, activities, products and services; that have a potential influence on 

İşbank with their decisions, activities, products and services”. (Sustainability Report 

2012). 

 

Regarding the relationship company (producer) - consumer, we believe it is neces-

sary to build a fundamental theory of the sustainability reporting  which emanates manage-

rial transparency (from the company) and transparent decision-making (from the consumer). 

Such an approach might run as follows: 
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 Assuming and promoting partnership with consumers: declaring the consumer as a 

resource of strategic importance; harmonizations of the internal company documents 

with the contents of all regulations (laws, decrees, resolutions) on consumer protecti-

on; permanent consultation of the consumers by using all possibilities of communi-

cation (direct contact, using social networks, e-mail addresses); attracting the custo-

mers to the company's shareholders; involvement in joint projects and initiatives. 

 Product policy: consumer health and safety; products and service labeling; marketing 

communications; customer privacy; compliance. 

 Reporting focused on consumer: presentation of financial position statement of the 

company, by recognizing Asset (resource) "consumers" (traditional consumers, cur-

rent consumers, occasional consumers) and Equity (source) "consumers"; statement 

of financial performance by classifying revenues and expenses by the embodiment 

(revenues and expenses in relation to traditional consumers - commercial relation-

ships older than 5 years, revenues and expenses in relation to current customers  - 

commercial relations more than 1 year but less than 5 years and revenues and ex-

penses in relation to occasional consumers - commercial relations in the current 

year); the presentation of the cash flow statement on the consumer (traditional cash 

flows, current cash flows, occasional cash flows); 

 

In all three positioning we find through appeal to the procedure semiotics, very 

clear signs about the role and importance in the lives of consumers and companies ap-

proaches. Thus placement in top of the list of stakeholders is an extremely strong signal ; 

continuous consultation with them also, and the fact that the two major players - the pro-

ducer and the consumer depend on each other, completes the picture.  

 

5. Conclusions  

Based on the results of this study we can highlight the importance given by the 

company to its consumers, which are placed in most of analyzed reports in the forefront of 

the company's trusted partner. Stakeholder theory is useful in analyzing data on corporate 

sustainability. Group affiliation and ownership structure as well as corporate governance 

application, determine sustainable involvement of companies and correct information to 

stakeholders. 

First, the results of the study highlighted the importance of stakeholders to develop 

business and related to this, the company management orientation for their stakeholders. 

Although so far we have not made reference other than the management of companies, to 

be responsible for providing a comprehensive image about the business, we must say that 

the financial accounting system is the part aimed to perform the entire procedure for finan-

cial support and responsible attitude. Purely financial reporting, still satisfactory at the time 

of this article, should be seasoned with everything we have shown that courses of action are 

moving into consumer requirements. 

Secondly, the results of the study have provided, by recourse to semiotics, clear 

signs of positioning in the top list of consumer stakeholders. The consumer is the key to any 

sustainable approach developed at company level. Product sustainability translates now 

through performance and corporate ethics, leading to the strengthening of headquarters of 

a successful business: sustainability and profit. Another important aspect reflected in the 
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study is the one that gives the required notice of balance, meaning it promotes the idea that 

a company can not get from stakeholders more that it can give, if we refer only to the con-

sumer, and that the relationship must be balanced between all categories of stakeholders, 

without favoring one of them over others. 

Third, the results of the study reflected the importance of consumer for the compa-

ny, the acceptance of the consumer in everything that means strategy, action plan and activi-

ties at the company level. Consumer becomes an agent of welfare, a cornerstone of any 

building policies and product strategies. We can speak now of agency theory in producer-

consumer relationship, the consumer being the agent who, through his actions bring welfare 

to the producer. Thus, the relationship between producer and consumer is based on a per-

manent feedback, companies focusing on this aspect. 
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